Advertisin 


With which is incorporated Advertising Agency Magazine, formerly Advertising & Selling 


TV Probe Set 
by House Small 
Business Unit 


Former Adman, Station 
Exec Heading Unit Is 
Familiar with Past Probes 


WASHINGTON, March 25—Con- 
gressional concern with network 
domination of television broke out 
in a new area this week as the 
House small business committee 
revealed plans for an investiga- 
tion to determine whether ade- 
quate programs and time periods 
are available for smaller regional 
and local advertisers. 

A five-man subcommittee has 
been designated to handle the in- 
vestigation, under the chairman- 
ship of Rep. Charles H. Brown 
(D., Mo.). 

While the committee’s announce- 
ment did not pinpoint the prac- 
tices which the subcommittee will 
examine, Rep. Brown confirmed 


(Continued on Page 102) 


Allis-Chalmers 
Names KVPD as 
Compton Resigns 


MILWAUKEE, March 24—Allis- 
Chalmers Mfg. Co. today named 
Klau-Van Pietersom-Dunlap to 
handle advertising for its Indus- 
tries Group. The appointment, 
which becomes effective July 1, 
followed the resignation of the 
$800,000 account by Compton Ad- 
vertising. 

One Compton executive told AA 
that the agency resigned the ac- 
count because it was losing money 
on handling Allis-Chalmers. “We 
just couldn’t get adequate compen- 
sations to pay for increased serv- 
ices,” he said. 

“We also were unable to accept 
any new business in the Milwau- 
kee area because products of pros- 
pective clients conflicted in one 
way or another with the wide 
range of products made by Allis- 
Chalmers.” 


a Allis-Chalmers was the only ac- 
count in Compton’s local office. 
The company said it had been 
told by Compton that the agency 
would close its local office by the 
end of June. However, a Compton 
executive in Chicago denied that 
final plans had been made on the 
fate of the Milwaukee operation. 
He added that the local Compton 
staff currently was engaged in so- 
liciting new business. 

Compton had the account for 16 
years. It followed the late Frank 
Griffin into Compton when he 
joined the agency after the breakup 
of the old J. Stirling Getchell 
agency. 

The appointment of Klau-Van 
Pietersom-Dunlap does not affect 
the status of Bert S. Gittins Ad- 
vertising, which will continue to 
handle Allis-Chalmers institution- 
al and tractor and farm equipment 
advertising. # 
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Second Class Postage Paid at Chicago, Ill. Copyright, 1959, by Ad 


copy TEEM—Pepsi-Cola Co. will use posters like this to promote 
Teem, its new lime-lemon drink (see story on Page 3). 


FCC Okays Three-Year Pay TV Test, 
Limits Each System to One Market 


Compromise Contains 
Adequate Safeguards, 
Rep. Harris Concedes 


WASHINGTON, March 25—The 
legislative sword which had been 
dangling over the heads of sub- 
scription tv promoters was sud- 
denly removed today under an 
arrangement which will enable 
public tests to go ahead if backers 
are willing. 

The conditions for the test, 
spelled out by the Federal Com- 
munications Commission and ac- 
cepted by pay-tv foes in Congress, 
limit each pay tv system to a single 
market. Promoters are not per- 
mitted to sell any equipment to the 


P. 0. Machines to 
Ban Outsize Mail 
—but Not Till ‘61 


Rule Set for July 1 
Barring Undersize Mail 
Won't Be Put into Effect 


WASHINGTON, March 25—Mail 
users got two years’ notice today 
that the introduction of post office 
automation is going to result in 
some drastic curtailment of their 
freedom to use novel sizes and 
shapes for mailing pieces. 

In a report on its investigation 
of length and width problems for 
first and third class mail, the 
Post Office Department told Con- 
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public, but they get three years in 
which to recoup their investment 
‘through the sale of programs, and 
to test their theories in the open 
market. 

Since early last year, the House 
committee on interstate and for- 
eign commerce, led by Rep. Oren 
Harris (D., Ark.), has been threat- 
ening to introduce legislation ban- 
ning all pay tv, including closed 
circuit systems. 


# With Congress threatening to 
act, FCC suspended the plan it an- 
nounced 18 months ago for a large- 
scale public test of pay tv systems, 
and last year it announced that no 
further action on pay tv would be 
taken until Congress makes up its 
mind. 

The breakthrough came this 
week after FCC issued a somewhat 
scaled down plan for the public 
test. Shortly afterwards Rep. Har- 
ris announced that his committee 
voted by 11-10 that FCC’s new 
plan provides a sufficient number 
of safeguards so that there is no 
likelihood permanent pay tv could 
result without FCC and Congress 
having ample opportunity to ex- 
amine the result of the tests. 

The compromise plan _ differs 
from the approach outlined by FCC 
in October, 1957, in these respects: 


e Where the original plan allowed 
each proposed system to experi- 


(Continued on Page 102) 
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Rivals Hold Noses at 
Tidewater No-Smog Ad 


Pollution Expert Backs 
Claim; It’s Just Summer 
» Formula, Says Competition 


Los ANGELES, March 26—Despite 
the outraged cries of competition 
there appears little doubt the re- 
cent announcement of an anti- 
smog gasoline by Tidewater Oil 
Co. (AA, March 16) will have a 
long-range effect on gasoline mar- 
keting in this area. 

When Tidewater held a well 
publicized press conference March 
12 to launch its new gasoline, im- 
mediate reaction in this smog- 


Cluett, Peabody 
Back in Net TV 
for Arrow Push 


New York, March 26—Cluett, 
Peabody & Co., one of the absen- 
tees from network tv during 1958, 
will return to the medium this fall 
as sponsor of one-quarter of the 
National Collegiate Athletic Assn. 
football schedule on NBC-TV. 

In announcing the purchase, 
Russell Ziegler, ad manager, said 
plans for domestic advertising of 
Arrow shirts during the second 
half of this year call for record 
expenditures. 

The budget for tv, plus an ex- 
panded magazine campaign, is ex- 
pected to be about $1,500,000. Len- 
nen & Newell is the agency. 


s Mr. Ziegler said he chose foot- 
ball to reach the “most youthful, 
alert and fashion-conscious seg- 
ment of our market.” All categor- 
ies of Arrow merchandise will be 
featured in the tv commercials. 

The magazine schedule will in- 
clude color pages in Holiday, Life, 
The New Yorker, The Saturday 
Evening Post and Sports IIlus- 
trated. # 


Last Minute News Flashes 


‘Winter Seal Corp. Moves to Doner Agency 
DetroIT, March 27—W. B. Doner & Co. has been named to handle 


| the advertising of Winter Seal Corp. 
| extrusions, prime windows, storms, 


, major manufacturer of aluminum 
screens and sliding doors. Howell 


gress that efficient use of new} & Young Advertising, Royal Oak, Mich., is the previous agency. 


| Bymart-Tintair Returns to Kastor, Hilton 


mail handling equipment will re- 
quire the elimination of many odd- 
size mailers and a rate premium 
on “flats” which cannot go through 
the regular machines. 

There was one immediate bene- 
fit for mailers as a result of the 
study. Because the department is 
convinced that a comprehensive 
revision of size regulations will be 
necessary in the near future, it 
has decided to postpone a rule 
which was to have been effective 
July 1, banning any domestic mail 
less than 234x4” in size. 


= The report on the size studies 
was submitted by Deputy Post- 
master General Edson O. Sessions 
in compliance with legislation 
(Continued on Page 99) 
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LA SALLE, ILL., March 27—R. P. 


Corp. 


New York, March 27—American 


story on Page 63). 


New York, March 27—Bymart-Tintair returns to Kastor, Hilton, 
Chesley, Clifford & Atherton, effective April 1, after an absence of 
two years, during which it was handled by Product Services Inc. 


Edwards Named Westclox Ad Manager 


Edwards, formerly ad manager of 


the Anderson Co., Gary, Ind., has been appointed manager of adver- 
tising and sales promotion of the Westclox division of General Time 


American Airlines Expects to Name Agency Soon 


Airlines said today it still has not 


decided on a replacement for Lennen & Newell, but expects to make 
a decision by April 3. Young & Rubicam, Compton Advertising, Ben- 
ton & Bowles and Ted Bates & Co. are among the agencies which 
have been seen, but John Brady, advertising director of the airline, 
said American has not narrowed the selection to any final group (see 


(Additional News Flashes on Page 103) 


conscious city was unprecedented 
in terms of a commercial product. 
Newscasters and newspapers gave 
the announcement full coverage. 

There was skepticism in some 
quarters, due mainly to other oil 
companies, that the new gasoline 
was nothing more than the tra- 
ditional summer gas which evap- 
orates less than those used in win- 
ter. This type of gas is primarily 
used to reduce the possibility of 
vapor locks in warm weather and 
the other companies said that this 
summer as usual their gas would 
reach the same or lower levels of 
evaporation. 


s Tidewater made these three 
claims for its new gas as an aid 
to reducing smog: It burns clean, 
it evaporates less, and it has a 
lower olefinic content. 

Olefins are accredited as being 
a major source of the eye irritant 
qualities of smog. Most skepticism 
was resolved last week when 
Smith Griswold, head of the air 
pollution control district, came up 
with his findings from tests of the 
gas. 

He reported that Tidewater’s 
new gas contains approximately 
40% less olefin content than the 
premium gas it sold last Novem- 
ber, and that Tidewater’s current 
15% olefin content by weight is 

(Continued on Page 102) 


Merger-Formed 
Adams & Keyes to 
Bill $16,000,000 


Both B.D. Adams Shop, 
St. Georges & Keyes 
Opened Same Day in ‘39 


New York, March 27—Burke 
Dowling Adams Inc. and St. 
Georges & Keyes—two agencies 
which began their respective op- 
erations on the same day, Dec. 1, 
1939—have merged, forming Ad- 
ams & Keyes (AA, March 23). 

The new agency, one of the rare 
examples of a merger resulting in 
a shortened name, will have of- 
fices in New York, Atlanta, Chi- 
cago and Los Angeles; will employ 
more than 150 persons and will 


Stanley Keyes 


"B.D. Adams 


bill in excess of $16,000,000 an- 
nually. 

The Atlanta office, which has 
just moved into its new building 
at Peachtree Rd. and 26th St., 
will continue te operate under the 

(Continued on Page 102) 
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Image-Building 
Drive Set for 
Esquire Polish 


Acquisition by Revion 
Seen as Possible Cause 
of Shift from Hard Sell 


New York, March 27—Knomark 
Inc. has scrapped the traditional 


Hanes Gets Glimpse 
of Undie World via 
NBC Sleuths Abroad 


PHILADELPHIA, March 25—P. H. 
| Hanes Knitting Co., joining with 
|N. W. Ayer & Son, its agency of 
49 years, now has the last word 
on the underwear-wearing habits 


of the males of Egypt, Japan and | 


| Russia. It has decided that noth- 
jing will change those habits. 


The facts stem from research | 


‘initiated by Ayer and aided by 
NBC-Radio, from which Hanes has 


hard sell in advertising Esquire | Purchased a series of five-minute | 
shoe polish in favor of a $1,000,000 | @Mnouncements featuring Bob & | 
“image-building” campaign using | ®4y on “Monitor” next fall. 


the theme, “Man in command.” 


Ayer asked the network if three 


Billed as the largest single cam- | °f its foreign correspondents could 


paign in Esquire’s history, the 
drive will include color pages in 
spring issues of Life and Look, 
plus a spot tv schedule of 540 an- 
nouncements weekly in 36 leading 
markets. 

The kick-off ad, a color page in| 
the April 27 issue of Life, shows | 
a uniformed Pan American World 
Airways pilot 


| 


(the man in com- | 


TH MAN IN COMMAND 


ced... edliodvest wegtet demon te tue #4 


WEE tonnes | 


| 


'send in radio reports about male 
underwear to a Hanes sales meet- 
ing at Winston-Salem, N.C. 


| 


® The network and its correspond- | 


| ents obliged: 


e Wells Hangen reported from 
Cairo that wearing long under- 
wear by the Moslem faithful is 
forbidden on religious grounds. 
They wear linen or cotton draw- 
ers, and the working man makes 
a single pair last several years. 
It takes one week’s work by a 
peasant to buy the briefs. 


e Cecil Brown says the Japanese 
man always wears two suits of 


| underwear at once, but that there 
jare different weights for spring, 
|summer and winter. Prices for a 
| pair range from $3 for the summer 


variety to $75 for the cashmere 
winter type—worn by business 
men and politicians. Brand names 
are important in Japan, where 
competition is stiff. 


e Irving R. Levine, reporting 


| from Moscow, points out that there 


jis only one manufacturer of un- 


o-- Sr) Re BOOT 


COMMANDING—K nomark Inc., mak- 

er of Esquire shoe polish, is using 

this color page in the April 27 is- 

sue of Life to kick off a new “Man 

in command” campaign for the 
product. 


mand) posed in a paneled library 
and sporting a pair of gleaming 
black shoes. (‘‘Precise—poised— 
polished—right down to his Es- 
quire shine,” says the caption.) 
Knomark will use the pilot and the | 
Pan Am tie-in in its spot schedule 
also, the company said. 


s In eschewing the usual product 
hard sell, Knomark is setting a 
precedent in shoe care advertising 
by using the big-picture, short 
copy block technique. Part of this 
can be attributed to Revlon Inc., 
which uses this kind of advertis- 
ing for its cosmetics and toiletries 
products. The company purchased 
Knomark late last year (AA, Jan. 
13), and the spring drive is the 
first under Revlon’s egis. 

In addition to the Esquire pro- 
motion, Knomark has set color ads 
for Lano-Wax and Lanol-White, 
other shoe care products, in Red- 
book and True Story. B&w ads are 
scheduled for Good Housekeeping 
and Parents’ Magazine, 

Mogul, Lewin, Williams & Say- 
lor is the agency. # 


Bozell & Jacobs Names 
Hudson Meyer, Mark Martin 
Hudson F. Meyer, formerly exec 
vp of Caples Co., New York, and | 
Mark Martin Jr., previously exec) 
vp of Caples in Chicago, have) 
joined Bozell & Jacobs as vps and) 
members of the national plans| 
board. Mr. Meyer will be with the | 
New York office, Mr. Martin with) 
the Chicago office. } 


Kurtzman Joins Max Factor 
Max Factor & Co., Hollywood, | 
has appointed Allan H. Kurtzman | 


derwear in Russia—the govern- 
ment. All underwear is utilitarian 
and unattractive; long woolies a 
big favorite. 

A summer undershirt sells for 
$3.50, shorts about $7. T-shirts are 
very popular among Russian men, 
with favorite colors ranging from 
peacock blue to orchid. Also, it is 
proper for a Soviet gentleman to 
swim in his underwear. 

But, there is no advertising of 
underwear or brands in that coun- 
try. Both Hanes and Ayer take a 
poor view of that. + 


Simmons-Boardman in L. A. 
Simmons-Boardman Publishing 
Corp., publisher of American 
Builder, Marine Engineering/Log, 
Railway Age and four other trade 
publications, has opened a West 
Coast office at 1336 Wilshire Blvd., 
Los Angeles. Heading the office is 


|Bayne A. Sparks, a vp who has 


been field sales manager of Amer- 
ican Builder out of the New York 
office. Conaway-Klaner-Volger, 
West Coast publishers’ represent- 
ative, will no longer represent 
Simmons-Boardman. 
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NEW FROM SCOTT—This four-color 
ad will introduce Scott Paper Co.’s 
single-ply napkins in Sunday sup- 
plements in 24 markets April 19. 


to the post of assistant director of |J. Walter Thompson Co. is the 


U.S. merchandising. 


ugency. 


oe COLGATE-PALMOLIVES 


SWEEPING CAMPAIGN—Colgate-Palmolive is promoting its line of 


household products with a Swiss 


Stakes contest described in this 


spread appearing in the April 12 Life and May 12 Look. Prizes in- 
clude 30 one-month vacations in Switzerland. The 15 first-prize 
winners get a $1,000 bonus as well as a one-month trip for two. 


Key Related-Foods Push to Retailer's 
Profit, Not Consumer Use, King Urges 


Admen Are Naive if They 
Forget Grocer’s Interest, 
Editor Advises POPAI 


CuiIcaGo, March 23—‘Related 
items enthusiasts on Madison Ave. 
and in other advertising bastions” 
were flayed for naivete about food 
store economics and pricing prac- 
tices in a talk today by a food trade 
paper editor. 

LeRoy M. King, editor of Food 
Topics, said that admen—in agen- 
cies particularly—tend to think of 
items that are related only in terms 
of consumer use. This may or may 
not be good for the retailer, he 
said. The only relation that in- 
terests retailers, he emphasized, is 
the tying in of low mark-up items 
with high mark-up ones. 

“The test of a related items pro- 
motion,” he added, “is this ques- 
tion: How is it related to the cash 
register business?” 


@ Speaking at the 13th annual | 


Campaign Set to 
Push Scott's New 
Family Napkins 


CHESTER, Pa., March 25—Scott 
Paper Co. will begin its first na- 
tional advertising on a new nap- 
kin, Scott Family napkins, April 
9. 

Commercials will begin that day 
on four daytime tv shows seen on 
CBS-TV each Thursday. On April 
19, four-color ads begin in 24 Sun- 
day supplements in the Metro 
Group. In 28 other newspapers, 
two-color r.o.p. units will be used. 

On April 27 the new product 
will begin regular exposure on 
“Father Krows Best” (CBS-TV). 

The single-ply Family napkins 
were introduced in limited mar- 
kets in September, 1957, and by 
the first of this year they were 
being distributed on the West 
Coast, New England, upper New 
York, eastern Pennsylvania, Balti- 
more, District of Columbia, Miami 
and Phoenix. Full national distri- 
bution will be attained during the 
next few months, Scott said. 


® Thomas B. McCabe Jr., director 
of advertising at Scott, said the 
campaign, which will run for the 
remainder of the year, will stress 
“cloth-like softness and beauty of 
texture never before possible in 
a popular-price napkin.” 

J. Walter Thompson Co. is the 


agency. 
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Newhouse Enters 


Magazine Field in 
Conde Nast Buy 


$5,000,000 Purchase 
| Adds Magazines to 


Newspaper-Station Setup — 


NEW YorK, March 24—S. I. 
Newhouse, who parlayed control 
lof a neighborhood paper into a 
coast-to-coast newspaper and 
| broadcasting empire, has entered 
the magazine business by acquiring 
| near-contro] of Conde Nast Pub- 
| ications. 
| Nast, which in an earnings state- 
;ment last September showed a 
| $225,000 net loss on sales of $20,- 
|055,000, is publisher of Vogue, 
Glamour, House & Garden, Bride’s 
Magazine, Vogue Patterns, Brides 
(in Great Britain) and Jeune Ma- 
riee (in France). 

Mr. Newhouse told ADVERTISING 
AGE today that after a “short” pe- 
riod of negotiation, he and his wife 


meeting of the Point-of-Purchase | 


Advertising Institute, Mr. King | 
gave a detailed analysis of food) 


exercised an option relinquished 
(Continued on Page 64) 


t tions to und the | 
fasnel predicament tre food Fe (f O1ger Enters 


tailer is in, between meeting com- 
petition and making some sort of | 
profit. 

This financial picture should be 
fully understood by admen prepar-| 
ing in-store promotions, Mr. King} 
said, because it is against this im-| 
posing backdrop that retailers view | 
in-store promotion plans. 

Tying in items on the basis of 
mark-up balance rather than pth 
sumer use does mean, he acknowl-. 
edged, that a use relationship will 
be either obscure or non-existent. 
But experience has proved, he 
said, that this doesn’t affect the 
sales results achieved. 

The most effective way to sell 

(Continued on Page 101) 


California Frozen 
Food Group Sets 
Month-Long Drive 


Los ANGELES, March 25—May 
will be observed as Frozen Food 
Month in this area with the Frozen 
Food Council of Southern Califor- 
nia giving it publicity support and 
asking its members and market 
chains to use tie-in advertising. 

The council, consisting of some 
70 members which manufacture or 
distribute frozen foods, has re- 
tained Curtis Advertising to han- 
dle the campaign, as it did last 
year, but it will do no advertising 
as an organization. 

In 1958, the promotion ran for 
a week, as part of National Frozen 
Food Week. This year there will 
not be a national promotion. The 
extension of the promotion to one 
month in Southern California fol- 
lowed a meeting recently with 
representatives of food chains, who 
reported that one week does not 
allow sufficient time to get cam- 
paign momentum. 


® Publicity started with the selec- | 
tion of a Miss Frozen Foods, who 
will be used for newspaper, tele- 
vision and radio publicity, and 
personal appearances. Other pub- 
licity is planned through the home 
economics editors of metropolitan 
newspapers. 

All members of the council are 
being asked to support the promo- 
tion by increasing their advertis- | 
ing during May. In addition, one-, 
two-, and three-column mat head- 


Chicago Market 


in Teaser Drive 


$500,000 4-Media Bow 
Will Be Followed by 
Big Coupon Promotion 


Cuicaco, March 24—J. A. Fol- 
ger & Co., Kansas City, is pouring 
mountains of advertising dollars 
into the Chicago market to ac- 
quaint the local citizenry with its 
“mountain grown” coffee. 

Folger’s teaser campaign (AA, 
March 16) has been a pervasive 
one. A Chicagoan who has failed 
to hear or see a Folger ad since 
March 9 would have to be deaf 
and blind. The coffee marketer 
has been saturating the town with 


1 have been asked why | 
wn bringing 

a mountain to 

Chicago’ 


COFFRE 


FOLGER’S MOUNTAIN—J. A. Folger & 
Co., Kansas City, will terminate 
a three-week teaser campaign in 
Chicago with this page ad in the 
March 31 editions of the Chicago 
Tribune and Chicago Daily News. 


newspaper ads, radio and tv spots, 
a big outdoor showing and bus 
posters. 

Competitors have estimated that 
Folger will spend at least $500,- 


ers are being made available to 


000 during its introductory cam- 
paign. The campaign is believed 


food markets. The mats are head-|to be the largest introductory ad 


lined “Frozen Food Month,” and 


carry the council’s symbol, with | 
the copy line, “Symbol of health 
and nutrition.” # 


‘campaign put on by any coffee 

company in a single market. 

| Donald Atha, a member of Fol- 
(Continued on Page 104) 
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Standen, Bolas 
Ist VPs in History 
of Tatham-Laird 


13-Year Precedent Ends; 
Agency Seeking Annual 
Billings Gain of 15% 


Cuicaco, March 24—Tatham- 
Laird is one agency which firmly 
believes that a title is a precious 
and meaningful thing, not—as the 
gagsters have it—a substitute for 
a raise. 

In an agency world where vp 
titles are as plentiful as confetti at 
a parade, Tatham-Laird has never 
had a vp. Since the agency was 
founded, on Feb. 
Tatham has served as board chair- 
man and Kenneth Laird as presi- 
dent. 

Today, the agency shattered a 
13-year precedent by awarding the 
title of vp to George Bolas and 
Charles R. Standen. 


= Messrs. Bolas and Standen will 
earn their promotions to top man- 
agement. Mr. Bolas, media direc- 
tor of the agency, will continue 
with these activities, and also will 
become deputy chairman of the 
strategy planning staff and will 
oversee new business activities. 
Mr. Standen, an account super- 
visor on some of T-L’s top ac- 
counts, will concentrate his activi- 
(Continued on Page 104) 


oe eke Bo 9%: 


1, 1946, Arthur | 


Flav-R-Straw Shifts 
Restless Account to 
Rich, Bryan & Curtis 


New York, March 27—Flav-R- 
Straws, an account which has 
sipped the services of several] agen- 
cies since 1956, this week moved 
out of Newton Advertising after a 
month’s stay to join a new agency 
here—Rich, Bryan & Curtis. 

William 
of the new shop, at 50 E. 42nd St., 
resigned as exec vp of the Newton 
agency this month to open his own 
business. 
Straws, other accounts following 
Mr. Rich were Forst Packing Co. 
and H&M Packing Co., maker of a 
line of fruit juices. 


s Flav-R-Straws’ move from 
Newton was the most recent step 
in a restless odyssey that has had 
the account dipping in and out of 
four agencies in less than three 
years. 

In 1956 the company pulled out 
of its first agency, Dowd, Redfield 
& Johnstone, and went to Ruth- 
| rauff & Ryan. About a year later, it 
dropped that agency (then Erwin 
Wasey, Ruthrauff & Ryan) and 
advertised directly. Then, in June, 
58, it moved to Jere Bayard Ad- 
vertising, in Los Angeles, but later 
assigned the major portion of the 
account to Kastor, Hilton, Chesley, 
Clifford & Atherton. This agency 
lost the eastern states portion of 
the business to Newton four 
months later. Bayard continues to 
handle the account in 11 western 
states. = 


Schlitz Attunes 
Beer Drive to 
‘Joy of Living’ 


Pop Record Ties in 
With Print, Broadcast 
Ads Featuring Stars 


MILWAUKEE, March 24—A bright 
new song, “The Joy of Living,” is 
setting the tone of the Jos. Schlitz 
Brewing Co.’s 1959 advertising 
program. 

The program’s theme, carried 
out in music, copy and artwork, is: 
“Know the real joy of good living.” 

Joseph M. McMahon Jr., Schlitz 
advertising director, said the 1959 
program is a natural refinement of 
1958’s “Move up to quality... 
move up to Schlitz.” 

“So for 1959,” he said, “we have 
added without subtracting. Retain- 
ing the accent on moving up to 
Schlitz quality, we have superim- 
posed the motive for the move— 
the enjoyment of good living.” 

The combined theme of good 
living and quality is being pre- 
sented in all media. The gay “Joy 
of Living’ song dominates Schlitz 
radio and ty advertising, while in 
print media the enjoyment of good 
living and quality is expressed 
through outstanding nature pho- 
tography, in addition to copy. 


a “The Joy of Living” was created 
for Schlitz by Phil Davis, one of 
the country’s top commercial song 
writers. 

It had its debut in January via 
the Schlitz “celebrity series” of ra- 
dio commercials, which employs 
top name singers in all of the pop- 
ular styles. 

The “Joy of Living” series fea- 
tures Peggy Lee, Margaret Whit- 
ing, Vic Damone, Bob Crosby, Fer- 
lin Husky, June Christy, Billy 
Eckstine, Jack Smith, Jamie Dina, 
Nelson Riddle, Jane Morgan and 
Erin O’Brien. 

On television, Miss O’Brien stars 
in a special “Joy of Living” com- 
mercial series introduced in Feb- 


ra # 


& 


GOOD LIVING—This color page in 

April magazines typifies Schlitz’ 

“joy of good living” treatment 
theme. 


ruary. It picks up the mood of the 
colorful and lively Schlitz maga- 
zine ads. 


e# A new Capitol LP album, en- 
titled “The Joy of Living,” fea- 
tures that song and 11 other listen- 
ing and dancing favorites arranged 
by Nelson Riddle. Schlitz and Cap- 
itol are carrying out a joint six- 
week promotion of the album, 
which has a jacket featuring the 
same outdoor snow scene used in 
| Schlitz magazine ads in March. + 


Le Roi Boosts Malsom; 
Koehler Replaces Heuser 

| Ralph B. Malsom, formerly a 
member of the sales promotion 
|department of Westinghouse Air 
| Brake Co.’s Le Roi air compressor 
and tool division in Milwaukee, 
|has been promoted to sales pro- 
|motion manager. He _— succeeds 
Glenn W. Graf, who has resigned 
to go into business for himself in 
| southern California. 

| Meanwhile, Richard H. Koehler, 
| former director of advertising and 
publicity on the staff of the presi- 
‘dent of Westinghouse Air Brake, 
has been named general sales 
|manager of the Le Roi division. 
|He succeeds Jack E. Heuser, who 
has resigned to join Worden & 
Risberg, Philadelphia management 
| consultant. 


(Bill) Rich, president | 


In addition to Flav-R- | 


| its Buddig....where we 
still take time to make real 
 EATIN' BEEF 
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Sweet Cored Wood Smoked" Unbarried Days 
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BEEFED up—This four-color page 
scheduled for the Chicago Tribune 
April 1 will carry the aroma of 
the product. Similar scented ads 
will follow in seven other markets. 


Newest Aroma to 
Watt from Print Ad: 


dig & Co. will spearhead the 1959 
promotion of its smoked sliced beef 
with what it calls the first use of 
a scented ad for a meat product 
with a four-color page in the Chi- 
cago Tribune April 1. 

To simulate the scent of sweet 
cured wood smoked meat, oil of 
cloves, oil of cassia and maple syr- 
up were mixed in the ink for the 
blue color plate. 

Similar ads will run at two- 
week intervals, beginning the third 
week in April, in the Phoenix 
Gazette and Republic, the Wash- 
|ington Post & Times Herald, Min- 
|neapolis Star and Tribune, Los 
| Angeles Times, Houston Chronicle, 
Toronto Telegram and_ Seattle 
| Times. 
| 
|@ Buddig—which began an expan- 
| sion program for the smoked beef, 
|its only product, about a year ago, 
when the account moved to Mac- 
Farland, Aveyard & Co.—repack- 
aged the product four months ago. 
|The new package is a Flex-Vac 
vacuum sealed package designed 
by Dave Chapman. 

During the past year the product 


Buddig’s Smoky Beef | 


Cuicaco, March 25—Carl Bud-|that major markets are so impor- | 


‘We Need a Showcase’... 


Fox's Hazel Bishop Woes Raise Doubt 


About Sales Value 


‘Spot Market Tough to 
Buy When We Need Time,’ 


New York, March 25—Like 
Humpty-Dumpty and all the king’s 
men, all the Matthew Fox barter 
| business hasn’t been able to put 
Hazel Bishop Inc. together again. 

Hazel Bishop fell off its high- 
|volume wall four years ago and 
has since been struggling to regain 
jits perch in the turbulent cos- 
metics business. The annual state- 
ment issued this week showed the 
|fourth consecutive year of deficit 
| operations. 
| President Robert G. Urban ac- 
| knowledged in an interview today 
|that Hazel Bishop has a renewed 
‘interest in network television. 
“The spot market is a tough mar- 
|ket to buy at the time when Hazel 
| Bishop needs time. We need night- 
time. 

“No. 2. We need a showcase. 
It’s as simple as that, plus the fact 


| tant to us,” he said. 
s When the ailing cosmetics house 
was sold to Television Industries 
Inc. 
president of Television 


America Inc., commented 
(Continued on Page 86) 


that 


Ad Exec Sees Peril in 
‘Over-Advertising,’ Says 
New Outdoor Uses Ahead 


ley Industries is stepping up ad- 
vertising of all its liquor brands. 
In 1959, the company “probably 
| will invest more in measured me- 
|dia than it ever has,” Sidney G. 
| Stricker Jr., recently appointed di- 
|rector of advertising, told Apver- 


Urban Tells AA Reporter | 


New York, March 25—Schen-|50me new developments 


of TV Barter Time 


Hazel Bishop Report 
Finds Cosmetics Marketer 
in Red 4th Straight Year 


New York, March 25—Hazel 
Bishop Inc. operated in the red 
for the fourth consecutive year 
during 1958. 

The company annual report for 
the fiscal year ending Oct. 31, 1958, 
shows gross sales of $11,209,000 
and a net loss of $352,744. In the 
previous year, sales were report- 
ed at $10,006,462 and net loss at 
$996,048. 

The company’s deficit, which 
was $1,742,494 at the beginning of 
the fiscal year, was $2,095,238 for 
the year ended Oct. 31. There was 
a tax-loss carry-forward of ap- 
proximately $1,500,000. 

Net sales for the year—after re- 
turns, allowances and cash dis- 
counts—were $9,226,512; the op- 
erating loss for the year before 
certain “special items” was $561,- 
| 880. 


|@ In a letter to stockholders dated 
March 20, Robert G. Urban, presi- 
dent, writes that the cosmetics 
company “incurred extraordinary 


(then known as C&C Tele-| costs in connection with the can- 
vision Corp.), Matthew M. Fox,|celation of 


certain advertising 


Indus- | and employment contracts, and in 
|tries and head of Skiatron of | the adjustment of inventories.” 


| Among the notes to the finan- 
(Continued on Page 20) 


Schenley to Emphasize Bourbon, Use 
Women-in Ads of All Brands: Stricker 


avenues never before explored in 
the medium. It is staffed by expe- 
rienced personnel as well as by 
people with new ideas and ingenu- 
ity. I venture to say you will see 
never 
| before tried on standardized pan- 
els as well as on some new experi- 
mental devices. But we're not 
| ready to talk about it yet.” 


|@ Mr. Stricker, however, was quite 
|forthright about a number of oth- 


bane expanded distribution to 17|1T1stINc Ace in an interview this | &T aspects of Schenley’s advertis- 


istates and Canada and will move 
|into New York and Boston in April. 
|Ad budget for 1959 will exceed 
| $200,000, more than five times that 
of a year ago. 

Buddig also is planning to in- 
troduce two new products in about 
a month—a smoked sliced ham and 
corned beef. 

In addition to the color scented 
newspaper ads, Buddig also is us- 
ing tv, radio and b&w newspaper 
jads in 24 markets. Merritt R. C. 
Schoenfeld, MacFarland, Aveyard 
vp, developed the new campaign. # 


'Texas Adclubs Propose 
‘Council to Promote State 

Fourteen advertising clubs in 
Texas have proposed to the state 
senate that a Texas Advertising 
|Council be established to admin- 
ister all funds used by various de- 
partments to promote Texas. The 
|proposal counters a bill which 
| would allow the state highway de- 
partment to advertise to tourists 
and the industrial commission to 
advertise to attract industry. 

Sen. George Parkhouse (Dallas) 
|has offered a bill, backed by the 
| adclubs, which would authorize the 
|state to form an ad council com- 
| posed of the heads of four state 
|agencies—highway commission, 
industrial commission, game and 
fish commission and parks board. 
An experienced adman appointed 
by the governor would be execu- 
| tive director, serving without pay. 


week. 

Mr. Stricker declined to give a 
specific figure, but he intimated 
that the company is spending be- 
tween $16,000,000 and $17,000,000 
in measured media. Of this, about 
55% will be spent in newspapers, 
25% in magazines, and 20% in 
outdoor. 

Of Schenley’s new house agency 
for its outdoor advertising, World 
Network (AA, Jan. 19), Mr. 
Stricker said that the company is 
not ready to release details of the 
setup. 
| “But the new outdoor opera- 
| tion,” he said, “will open up new 


mae 


RAY J. MAUER, vp of Geyer, Morey, 
Madden & Ballard, New York, has 
been named creative director, suc- 
ceeding Wirt M. Mitchell, now 
creative plans board chairman. 


= |Duet name, 


ing. 


e No agency changes are being 
(Continued on Page 101) 


New Teem Emerges 
From Pepsi Huddle 


New York, March 24—Pepsi- 
Cola Co. has named its new lemon- 
lime drink Teem and will intro- 
duce it in St. Joseph, Mo., early 
next month, 

The company expects to have 50 
bottlers distributing Teem before 
the end of the year. No national 
advertising is planned for 1959. 
Kenyon & Eckhardt, the Pepsi 
agency, is handling the new drink. 

Teem is packaged in an emer- 
ald-green swirl bottle. It is being 
introduced first in 7 oz. bottles, to 
be followed by 10 oz., 12 oz. and 
| 26 oz. sizes. 


'| Pepsi said it has tested the new 
A |drink in 20 markets in the past 


| two years, It was tested under the 
but this had to be 
dropped after the company dis- 


= | covered that Swift & Co. was mar- 


| keting a new margarine as Duet 
(AA, Feb. 23). # 


| Weiller Joins Thomson-Leeds 


| Peter J. Weiller has joined 
| Thomson-Leeds Co., New York, 
|manufacturer of point of sale ad- 
| vertising, as an account executive. 
| Mr. Weiller formerly was on the 
| sales staff of Einson-Freeman Co, 
| Chicago, 
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Subway Card Cancer’ having said, “We concur complete- 


Quote ‘Misleading,’ 
Says Cancer Society 


New York, 


ly with the criticism. The house of 


considered the issue, so could not 
have acted one: way or the other.” 
Clifton Reed, a public relations 


March 27—The | executive at the cancer society, told 


American Cancer Society yesterday | ADVERTISING Ace today that the so- 


criticized as “highly misleading” |ciety has not 


issued a formal 


the current “Subway Reader” car | statement on the matter. It merely 


cards used as a general interest 
feature by New York Subways 
Advertising Co. These cards carry 
this quotation: “The house of dele- 
gates of the American Medical 
Assn. has taken no definitive action 


made an oral statement on the 
telephone to the newspaper when 
requested to express its opinion. 


about the car card,” Mr. Reed 
said, “and we have been wondering 


on the possible connection between |what we should do about it.” He 
cancer and smoking.” 


Today’s New York Herald Tri- 
bune quoted the cancer society 


said that he had confirmed at AMA 
that no statement, as carried by the 
car card, has ever been issued by 


as explaining, “Standing alone, the | the association. 
subway statement implies that the | 


AMA has declined to take 
finitive action’ on the question . . 
because scientific 
lacking. Such an 


implication 


‘de-|s The Herald Tribune 


reported 
.|that Mark Elsis, promotion man- 


evidenee is|ager of the subway advertising 
is company, wrote the car card on the 


groundless,” the society declares. basis of a quote from a release by 


a public relations concern without 


® The Herald Tribune reported having seen the article in the 
a spokesman for the AMA as | March issue of Reader’s Digest on| ment. 


“Lots of people have called us| 


jlung cancer, in which the quote 
was used as an editor’s note. 


delegates of the AMA has never) 


s New York Subways Advertising 
Co. was closed today (Good Fri- 
day), so Mr. Elsis could not be 
reached for comment. However, 
| he told ApvERTISING AGE two weeks 
ago (AA, March 16), that the use 
of the car card has nothing to do 
with the Reader’s Digest article. 
He said his company is on the 
mailing list of numerous associa- 
tions which submit material of 
general interest regularly for pos- 
sible use in the “subway reader.”# 


EWRR Names Two in L. A. 
Robert H. Davis, market re- 
search supervisor in the Los An- 
geles office of Erwin Wasey, 
Ruthrauff & Ryan, has been pro- 
moted to account executive. He 
will work on Carnation’s instant 
milk products. Rubye Mae Grif- 
fith, who has been on a year’s 
leave of absence, has returned to 
EWRR’s Los Angeles office as copy 
chief of the radio and ty depart- 


“We found out the 


D. M. FERRETTA 


of Seattle 


District Manager, 
STOKELY-VAN CAMP, INC. 


easy way....’ 


Mr. Ferretta says, “The powerful influence of the Tacoma News Tribune 
in its important market was shown to us the easy way .. . by the 
excellent results we have obtained from Stokely-Van Camp advertising 
in that newspaper.” 


Mr. Ferretta continues, “It was recently pointed out to us that the 


News Tribune’s circulation is more than 4 times the combined circula- 


tions of the Seattle dailies in the Tacoma market. Another reason we 
asked that the News Tribune be included on all Stokely-Van Camp ‘A’ 
newspaper schedules.” 


Tacoma, Washington 


TACOMA NEWS TRIBUNE 


Represented by SAWYER-FERGUSON-WALKER COMPANY, Inc. 
NEW YORK * CHICAGO * PHILADELPHIA * DETROIT * ATLANTA 


LOS ANGELES * SAN FRANCISCO 


pt Halas 
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- Highlights of This Week's Issue 


Los Angeles city fathers praise Tide- 
water's new anti-smog gas, which con- 
tains fewer olefins; competition avers 
there is nothing new about it, that all 


gasoline companies reduce olefins 
in gas as summer comes to cut down 
GER GUOIOTOIIER | orcccceccsccecccccvscrcencesesensses Page 1 


Cluett, Peabody returns to television, af- 
ter being absent in 1958, with sponsor- 
ship of one-quarter of the National Col- 
legiate Athletic Assn. football games 
this fall for Arrow shirts .............. Page 1 


Mail handling machines to be installed 
by the Post Office will result in new 


bans on odd-sized shapes of mail, 
probably effective sometime in 
1961 ; Page 1 


Knomark Inc. scraps the traditional hard 
sell in advertising Esquire shoe polish 
in favor of a $1,000,000 “image-build- 
ing” campaign using the theme, “Man 
Be EEE Secsenieiemtiticnctteieseensiie Page 2 


NBC Radio’s overseas correspondents re- 
port to P. H. Hanes Knitting Co. sales 
meeting on male’s underwear wearing 
habits in Egypt, Japan and Rus- 
UD - cnccsekiiicnicentenennnnmmeneanes Page 2 


J. A. Folger & Co. pours a mountain of 
advertising dollars into the Chicago 
market to acquaint Windy Citizens with 
its “mountain grown” coffee ......Page 2 


| 
S. I. Newhouse, owner of newspapers, ra- 
dio and tv stations, enters the maga- 
zine field with purchase of near-con- 
trol of Conde Nast Publications ..Page 2 


| Scott Paper Co. will begin its first na- 


| tional advertising on a new napkin 
| -—Seott Family napkins—on April 
De seikcsescaniisainnniensenteatesesessisnanedtiaanianssedanae Page 2 


| Tatham-Laird, an agency that has been 
chary in giving out vp titles to the 
| point that it has never given one out 
| since it was founded in 1946—names 

I DI: -caiesstsicscatsvenatinnnisanniepsecsneceionineaaed Page 3 


|A bright new song—‘*The Joy of Living” 
| sets the tone of Jos. Schlitz Brewing 
| Co.'s 1959 advertising program ....Page 3 


Pepsi-Cola Co. names its new lemon-lime 
drink Teem and will introduce it in St. 
Joseph, Mo., early next month ..Page 3 


|Carl Buddig & Co. will spearhead the 
1959 promotion of its smoked sliced 
beef with what it calls the first use of 
| a scented ad for a neat product with a 
| four-color page in the Chicago Tribune 
i Re. eee re Page 3 


and will emphasize bourbon and use 
women in all of its brandis ............. Page 3 


Reception for fair trade bill in Congress 


. f. £2 Fe Page 6 
Trade and pr ti can be 
justified only if aimed to produce 
long-range results, James Shenfield, 


product marketing director of Camp- 
bell Soup Co., tells Merchandising Ex- 
ecutives Club in New York ......... Page 16 


Hope of bartering for 18 more vhf chan- 
nels from military shelves FCC plans 
to switch commercial television to all- 
EEE cacinsesticsntersncnitintimnasnescsemnemtctimanna Page 22 


| 
| Save, new bi-monthly magazine with in- 
| 


formation on discounts, premiums and 
coupons that manufacturers offer con- 
sumers, has postponed its scheduled 
March debut, possibly until 1960 .. Page 32 


Baker Advertising Agency, which last 
year billed $6,500,000 has 11 clients, 
and six of them have been with the 
shop for 36 years or more ............ Page 38 


McCall Corp. sales dipped slightly in 1958 
under 1957, but its net income 
rose 


Libel suits, an ever present threat to 
business publication editors, are be- 
coming more threatening as the editors 
seek more readership through more in- 
cisive, pungent editorial matter, lawyer 
tells business editors ................. Page 44 


Sell yourselves as well as products, phar- 
maceuticals admen are urged ....Page 46 


The rise and decline of the tv set mar- 
ket is documented in a linage study 
just completed by George Neustadt 
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entation without an appointment—and 
staging a media presentation for a 
group at a lunch including cocktails— 
are the best ways to kill your chances 
of selling business paper advertising, 
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Georgia-Pacific Corp. sets aside first and 
third Thursdays of each month for me- 
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Advertising, like many other activities 
in American life, is running the dan- 
ger of becoming overspecialized, John 
Bricker, OAI exec vp, tells Columbus 
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A newspaper can change for better or 
worse and many people will not change 
their thinking about the paper for 
three or four or five years, Charles 
E. Scripps says, explaining the need 
newspapers have for current re- 
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A message to advertisers about THIS WEEK Magazne: 


Ce customers look first for THIS WEEK advertised products on our 

shelves. We know the impact of advertising in THIS WEEK as it is reflected 
in the movement of merchandise every week in our stores, and we will continue 
to encourage our friends and suppliers to include THIS WEEK Magazine 


Mtv Mayne? 
H. V. McNamara 


President, National Tea Co., Chicago, III. 
(932 stores, $795,000,000 annual volume ) 


in their advertising schedules.” 
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This Week in Washington ... 


Fair Trade Bill Faces House Chill 


By Stanley E. Cohen 
Washington Editor 


WASHINGTON, March 26—Rep. 
Oren Harris (D., Ark.), the skill- 
ful and influential chairman of the 
House committee on interstate and 
foreign commerce, may succeed in 
pushing a federal fair trade bill 
through the House this year, but 
it is no picnic. 

In the process, he is having more 
trouble than a fair trade sponsor 
ever had before, and he is acquir- 
ing some scars. 

The climate is more frigid than 
a few years ago, when Rep. Eman- 


uel Celler (D., N.Y.) stood virtual- 


ly alone in voting against fair | 


trade legislation. By the time the | 
issue reaches a vote this year, Rep. | 
Celler is likely to have lots of | 
company, including a good many | 
southerners who ordinarily don’t | 


see eye to eye with him. 

While the fair trade bill has yet 
to emerge from committee, Rep. 
Bruce Alger (D., Tex.) is among 
those who are hard at work trying 
to drum up opposition. As a start- | 
er, he is making sure that the 
“Congressional Record” is pep- 
pered with little essays pointing 
to pitfalls that will result if Con- 
gress bows to demands for a stiff 
fair trade law. 


|narily stand shoulder to shoulder | 


® Many of his brief essays refer | 
to fair trade as a variety of social- | 
ism, One, headlined, “Women will 
rebel,” argues that it is unenfor- 
cable “in the courts and in the 
marketplace.” 

The discount house, he says, rec- | 
ognizes fair trade as a fact of life, 
and is not the cause of it. “Just 
wait,” he warns, “until the shop- | 
pers of this nation—the women— 


H me 


realize the import of fair trade 
price setting.” 


‘Justice Argues laws crumbled 
States’ Rights under legal at- 

tack, so Rep. 
Harris is in the unenviable spot— 
for a southerner—of advocating a 
law which uses federal power to 


State fair trade) 


fix local retail prices. Justice De- 


The job of pre- 
senting the gov- 
ernment’s case 
against fair trade 
legislation fell to youthful Robert 
A. Bicks, first assistant to anti- 
trust chief Victor Hansen. Many 
people here think Bop Bicks is a 
man to watch. 

At 32 he is a veteran on the 
anti-trust scene. He has achieved 


Bicks Is Key 
Trust Buster 


| partment witnesses have been alert | such standing that many people 


to exploit the situation by brand- | believe he will move into the top 
ing his bill “an unwarranted in- | spot if Hansen leaves, as he is 


vasion of states’ rights.” And) 


| southerners like Rep. John Bell 


Williams (D., Miss.), who ordi- 


with Rep. Harris, are uneasy. 
“If you fellows are going to come 


likely to do in the very near fu- 
ture. 

Son of a federal district judge 
in New York, he was formerly leg- 


Advertising Age, March 30, 1959 


entire program, including the tv 
network investigations, the battle 
to tone down sports blackout leg- 
islation and now the effort to de- 
feat the federal fair trade bill. 


Legislation 
which lets the 
citrus packers 
use Red No. 2 
dye to make oranges look orange 
finally reached the White House, 
but not without some hard mo- 
ments in the House. Hard-core 


Hits Citrus 
‘Camouflage’ 


| champions of pure food and drug 
‘laws emphasized that Red No. 2 


islative aide to Sen. Irving Ives | 


(R., N.Y.), then was secretary of 


government can fix retail prices,” | to study anti-trust laws, and final- 


said Rep. Williams to one witness, 
“how are you going to go before 


the labor committee and argue that | 


you should be exempt from the 
wage and hour law?” His question | 
has caused a good deal of soul| 
searching. 


ly top administrative officer of the 
anti-trust division. In a situation 
where the top man has left much 


|here and argue that the federal|the Attorney General’s committee | 


|to his discretion, Bob Bicks has} 


been a key figure at the anti-trust 
division for the past three years. 


| He has been a moving force in the 


for 


To millions of home-makers, 
means Tetley’s. 
Basic reason — in addition to Tetley’s renowned qual- 


ity-control — 


Blair Radio 
Sitions build AEX 
GIANT sales 


“those tiny little tea leaves” 


CU? Siace 


“my cup of tea” always 


is the sound policy of advertising concen- 


tration, mostly in one powerful medium — Spot Radio. 
Carefully allocated to give most effective coverage of 


Tetley’s best markets. 


In many of these markets, Blair Stations carry a heavy 
share of the advertising attack. The simple fact is: 
BLAIR STATIONS SELL. Through applied audience- 
research, they have developed and intensified the ele- 
ments that give radio its real selling power: 


1, Local interest programming, which serves listeners 
in a personal way that no distant program-source 


can duplicate. 


National Representative for Major Market Stations: 


Washington............006 
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2. Local selling personalities, who endow your com- 
mercial messages with believability that converts 
ratings into cash-register results. 


Over 40 stations in major markets are represented by 
John Blair & Company, by far the most important group 
of markets and stations served by one representative 
firm. So when you're thinking about radio, talk with 
your John Blair man. In many of your best markets, he 
represents stations that really sell. 


a Se and Company 


San AMLOMIO.......sssssecseeenee KTSA 
Tampa-St. Petersburg....... WFLA 


Baltimore Albany-Schenectady-Troy.. WTRY 
Dallas-Ft. Worth.......... New Orleans.... Memphis.....cccscssssscossesssveees WMC 
KFJZ —_— Portland, Ore... Phoenix e 

Minneapolis-St. Paul.. one OE Omaha 

SO ietiniveorsscerciseis ILT Norfolk-Portsmouth - Jacksonville. 

Seattle-Tacoma............ KING Newport Néws.........WGH vine. 

Providence - Fall River: LOUISVINE,...ennnn WAKY Oklahoma City... nse KOMA 
Pittsburgh...........000. .. WWSW New Bedford............ WI STEED ssc ccesssscserevsennszen WNDR 
SE LOWS. :ssssssssssververe KROK — CINGINNALI......sssesseeseren WCPO COWMBUS.ssssessnnseree WBNS —NaShVille...,..ssssssssssscessesnnns WSM 


I ie cesiesecesnnied WNOX 
Wheeling-Steubenville....... WWVA 
Tulsa KRMG 
Fresno KFRE 
Wichita KFH 
Shreveport KEEL 
I iricicswriniconsnncinia WDBO 
Binghamton 

Roanoke...... 

Bismarck......0 


is only “less toxic” than Red No. 
32, which was formerly used, and 
was not completely safe. 

Rep. Leonor Sullivan (D., Mo.) 
commented there is some consola- 
tion in the fact that there is a 
two-year limit on the use of Red 
No. 2, but that she wishes “some 
better method can be devised by 
our food industry for promoting 
sales of its varied products than 
continuously using more and more 
camouflage to fool the consumer.” 
Despite the fact that the bill had 
tacit appoval from the Department 
of Health, Education & Welfare, 


95 votes were cast against it. 


Census officials 
Census Replies report just about 
Prove Forecast two-thirds of the 

question forms 
for the new censuses of busi- 
ness and manufactures have come 
back, ready for processing. The re- 
maining third is overdue, but cen- 
sus officials are not upset. 

In fact, the rate of compliance 
so far is exactly up to expecta- 
tions. The 1,406,000 forms received 
as of March 23 conformed exactly 
with what officials anticipated 
when they drew up a prediction 
curve last December, forecasting 
the work load that would have to 
be handled in the coming weeks. 

Past experience shows that 
roughly one-third of all census 
forms come in promptly, while a 
second third comes in soon after 
dispatch of a polite reminder. Now 


the bureau is after the final third, - 


including the relatively few hard- 
core holdouts whose procrastina- 
tions can delay the whole tabula- 
tion timetable. 


As “big labor” 
Red Tape Hits gets bigger, it 
‘Big Labor’ Too finds that it has 

more and more 
in common with big business. 

This week’s issue of “The Ma- 
chinist,” published by the Inter- 
national Assn. of Machinists, has 
a cartoon and editorial complain- 
ing about paperwork which labor 
unions are required to do under 
various federal laws. 

“With the new forms for health 
and welfare funds,’ “The Ma- 
chinist” complains, “there are now 
15 different methods of account- 
ing and reporting required from 
this union. It’s almost enough, we 
are beginning to think.” 


When _ Russians 
Russians to - visit the Amer- 


See U.S. Press ican national ex- 
hibition in Mos- 
cow this summer, they’ll find a 
variety of American newspapers, 
magazines and books on display 
for their edification. They are part 
of the display of scientific, cultural 
and industrial achievements to be 
operated in Sokolniki Park. 
Displays are arranged for our 
government by an industry com- 
mittee. About 100 newspapers from 
all parts of the country are to- be 
on display, and a magazine com- 
mittee headed by Robert Kenyon, 
president of the Magazine Publish- 
ers Assn., is collecting copies of 
500 American magazines ranging 
from general interest to women’s 
and specialized publications. A 
collection of 7,000 books from 200 
publishing houses is to be dis- 
played, through the efforts of a 
committee headed by Curtis G. 
Benjamin, president of the Amer- 
ican Book Publishers Council, and 


|McGraw-Hill Book Co, # 
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The Saturday Evening 


‘post § if 


Sell the POST-INFLUENTIALS 
«they tell the others! 


— aaa 
The Saturday Evening Post was the only magazine 
in its field to gain in FOOD ADVERTISING 


1958 was the year of the revolutionary media breakthrough— Politz’ study of Ad Page Exposure. And 1958 was 
the year the Post, alone in its field, weighed in with a healthy gain in food advertising revenue. With the help of 
23 new food advertisers, food revenue scaled a new height with an increase of over $860,000*. And ’59 looks even 
heftier. The opening month’s food linage was a whopping 23.4% ahead of last January’s,and double the number of food- 
store advertisers are signed up for the '59 “Food Store Spectacular” as were at this time last year. Hearty appetite! 


+P. 1, B.-F100 
29 million times each issue, someone turns to your ad page in the Post! That's Ad Page Exposure! 
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Mutual's New Owners Have Many 


Interests; Operate 


Buyers Say Debt-Ridden 
Network Can Make 
Money If Run Properly 


New Yorx, March 26—The Mu- 
tual Broadcasting System, which 
has been floundering around in 
financial uncertainty ever since 
the Alexander Guterma business 
empire became embroiled with 
the Securities & Exchange Com- 
mission, has found itself another 
angel—or perhaps a pair of angels. 

Ownership of the company has 
been transferred to a group head- 
ed by Malcolm E. Smith Jr. and 
Richard H. Davimos. These men 
are partners in various importing 
and record companies, including 
Harrison Home Products Co., an 
importer of Addiator, a German 
adding machine; White House Co., 
mail order record company; C. C. 
Award Record Club, and Waldorf 
Record Corp., Waldorf Music Hall, 
Audition Records and Colortone 
Records. These enterprises report- 
edly gross about $8,000,000 a year. 
A great deal of this is mail order 
business. 


= To place advertising for their 
assorted wares the team of Smith 
and Davimos has its own adver- 
tising agency, Victor & Richards. 
Mr. Davimos is listed as president 
of the agency and Mr. Smith as 
copy chief. They more or less al- 
ternate the top titles in the record 
and importing businesses. 

The agency bills about $1,000,- 
000 a year, mainly for Smith and 
Davimos-owned companies, though 
Mr. Smith told ApverTIsING AGE 
it has a couple of “small outside 
accounts” as well. The billings go 
into radio, tv and print. White 
House uses mail order exclusively 
to sell its records, such as “great 
moments” from classical music, 
pop tunes and Christmas albums. 
The Addiator is currently being 
offered on radio at $3.98, with 
five pens thrown in as a part 
of the mail order come-on. 

With the acquisition of Mutual, 
Mr. Smith, 42, and Mr. Davimos, 
37, picked up still another title 
each. Mr. Smith becomes MBS 
chairman and Mr. Davimos presi- 
dent. 


= Mr. Guterma was president of 
Mutual until he resigned in the 
midst of his battles with the SEC 
in February. Mr. Guterma, now 
under indictment for violating se- 
curities regulations, was rarely 
at the Mutual offices during his 
tenure. 

Mr. Smith would not reveal how 
much it cost him to buy Mutual, 
which owns no stations. Other 
sources say that $1,500,000 to $2,- 
000,000 is involved. For this the 
new owners acquire the name and 
affiliation contracts with 455 sta- 
tions, plus a stack of bills. The 
most pressing creditor has been 
AT&T, but back compensation is 
owed to stations (though most of 
Mutual is barter now) and there 
are said to be notes to be paid off 
to the pre-Guterma owners of 
Mutual, RKO Teleradio Pictures 
and the Armand Hammer group. 
In addition, Scranton Corp., 
through which Mr. Guterma 
bought MBS, and its subsidiaries 
reportedly will get free time for 
their products on the network as 
their payment. 


s Asked why he wanted to “buy” 
such a debt-ridden company, Mr. 
Smith said he was convinced that 
Mutual has the right format for 
providing a service for stations on 
a sound financial basis. He told 
AA that he thinks Mutual can 
make money if it is run properly; 
he said the fact that the network 
can also be used to advertise the 


Own Agency 


panies was a minor consideration | 
in the decision to buy the network. 
But some industry observers feel | 
that the new owners of Mutual | 
are likely to use some of the net- | 
work’s time for the kind of mail | 
order merchandising at which they 
are specialists. 

Will he and Mr. Davimos be ab- 
sentee owners like their predeces- 
sors? 

“We plan to be here a lot,” he 
said, “but the New York office will 
be under the direction of Blair 
Walliser, our exec vp, and the 
Washington operation will be di- 
rected by senior vp and vice- 
chairman Robert F. Hurleigh.” 


s Mr. Smith left the impression 
that he tries to keep his hand in 
on the operation of all his myriad 
activities. “Copywriting too?” he 
was asked. “Well, I used to do a 
little, but I haven’t done any of 
that recently,” Mr. Smith con- 
fessed. 

Mr. Smith said there are no plans 
for personnel changes at Mutual 
at this time. He does have some 
ideas about “increasing the serv- 
ice to stations,” but he doesn’t 
want to discuss them yet. 

As a move toward cementing 
affiliate relationships, the new 
owners of the network named 
MBS affiliate executives to its 
new board of directors. They are 
Victor C. Diehm, head of the 
Diehm stations and of the Mutual 
affiliates advisory committee, and 
Carter C. Peterson of WCCP, Sa- 
vannah. The board also includes 
Producer Theodore Granik and 
former orchestra leader Enoch 
Light, who is musical director for 
the Smith-Davimos record compa- 
nies. # 


Print, Radio to 
Get Bulk of GM's 
‘Guardian’ Drive 


Detroit, March 27—A new 
broad, long-term advertising pro- 
gram, beamed at persuading Gen- 
eral Motors car and truck owners 
to use dealer service facilities (AA, 
March 2), will be started late in 
April, according to a company an- 
nouncement to be released March 
29. 

“Guardian Maintenance” is the 
name of the program, and the key- 
note slogan is “quality service pays 
in the long run.” 

While the GM announcement 
does not specify details of how the 
program is to be implemented, it 
was learned through representa- 
tives of interested media that the 
larger share of the $3,500,000 al- 
location for the coming year is 
likely to be placed with newspa- 
pers and radio, but a sizable por- 
tion, possibly as much as one-third, 
will be in magazines. 

Reportedly the magazine cam- 
paign will be kicked off the week 
starting April 27 with spreads in 
Life, Look and The Saturday Eve- 
ning Post. The year is to be broken 
up into two-month periods, each 
featuring a special phase of auto 
service, with repeated scheduling 
of the same advertising volume for 
each period. Safety will be stressed 
in the opening period—May and 
June, 


s D. P. Brother & Co. is the agen- 
cy handling the campaign. Other 
divisional dealer advertising—bro- 
chures, posters and direct mail to 
owners—is expected to be especial- 
ly tailored to the program, al- 
though not included in the budget 


‘SAVE 10: 


products sold by his various com-| " 


eresota 


Take 2 COOKIE. 
COFFEE Break! 


COFFEE BREAK—Thomas J. Webb cof- 
fee and Ceresota flour will run 
this joint ad in the April 9 Chi- 
cago Daily News, with ads later 
in the other Chicago dailies, plus 
radio spots. Lilienfeld & Co., Chi- 
cago, handles Webb; Potts-Wood- 
bury, Kansas City, has Ceresota. 


Radio Stations Plan 
Own Network-Like 


Program Service 


New York, March 25—A meet- 
ing is scheduled to be held here 
soon to take the next step toward 
the activation of the proposed new 
“Radio World Wide” program 
service. 

This ambitious project, which 
will require an annual budget of 
approximately $2,000,000, was the 
subject of corridor speculation at 
last week’s NAB gathering in Chi- 
cago (AA, March 23). 

At a closed session in Chicago 
the group of major stations de- 
cided to form a corporation to put 
together a cooperatively owned 
program service organization. 
Starting money for the venture 
will be raised by assessing each 
subscribing station 30 times its 
highest one-minute rate. These sta- 
tion men, who find national pro- 
gramming desirable and national 
network selling undesirable, are 
trying to evolve a substitute for 
the kind of programming that net- 
works have provided in the past. 

“Radio World Wide” is a blue- 
print title; the name of the com- 
pany will be selected later. 


® This project is under the direc- 
tion of Herbert L. Krueger, WTAG, 
Worcester; Paul Morency, WTIC, 
Hartford, and John Patt, WJR, De- 
troit. 

Their plans have been very 
hush-hush, but among the stations 
the organizing trio hopes to line up 
as charter backers are WHAS, 
Louisville; WHAM, Rochester; 
WGY, Schenectady; KFI, Los An- 
geles; KWKH, Shreveport; WGAR, 
Cleveland; KTHS, Little Rock; 
WFAA, Dallas; WWL, New Or- 
leans; WCCO, Minneapolis; WBT, 
Charlotte; WTOP, Washington; 
WRVA, Richmond; WBEN, Buffa- 
lo; WGAN, Portland, Me.; WPTF, 
Raleigh; KSL, Salt Lake City; 
WSYR, Syracuse; KFH, Wichita; 
WAPI, Birmingham; WDAF, Kan- 
sas City; WGN, Chicago; KROD, 
El Paso, and KTRH, Houston. All 
these stations, it was learned, had 
representatives at the Chicago 
meeting. 


® Stations joining in setting up the 
service, which expects to program 
40 hours a week, will be asked to 
make a two-year commitment. The 
service will have nothing to do 
with sales; it will do for stations 
what a wire service does for news- 
papers. The yearly subscription 
cost probably will range from 
about $15,600 for a small station 


figure cited. + 


to $195,000 for a big one, # 


Advertising Age, March 30, 1959 


Space Buyers Too Wise to Be Misled by Data, 
McGraw-Hill Says as FTC Probe Nears End 


WASHINGTON, March 26—A Fed- 
jeral Trade Commission probe of 
|promotional material for Ameri- 
|can Automobile and Electrical 
_ | Merchandising reached the deci- 
| sion stage today. 

In an oral argument before FTC 
|Hearing Examiner John R. Poin- 
dexter, FTC Attorney Charles 
Cox claimed evidence collected 
during hearings last year dem- 
onstrates that McGraw-Hill is a 
giant, out to crush its competitors. 

But Orison S. Marden, who 
argued for McGraw-Hill, scoffed 
at the contention that space buy- 
ers could be fooled by the survey 
tactics FTC has questioned. Not- 
ing that McGraw-Hill faces its 


||first FTC complaint after more 
than 50 years in the publishing 


field, he said the offenses—if any 
—represent isolated instances 
which result from mdividual er- 
ror, rather than a deliberate pat- 
tern. 


® Hearings had been held in New 
York during 1958 on a complaint 
that promotional materials for the 
two magazines concealed import- 
ant information about the date 
and source of the survey infor- 
mation. With today’s argument 
out of the way, Mr. Poindexter 
must decide whether to recom- 
mend that FTC drop the case or 
to issue a cease and desist order. 
In his summary, Mr. Marden said 
no space buyer would be misled 
by promotional materials which 
omit vital dates or source infor- 
mation, because space buyers go 
back to original sources before 
acting on the basis of a survey. 
“We are dealing with people 
who make a living by knowing 
where to put space,” Mr. Marden 
said. “They are smart. We are 
not dealing with people who buy 
peanuts on a street corner.” 


a Mr. Cox said testimony by 
Maurice Clements of Caldwell- 
Clements Inc. indicated one Mc- 
Graw-Hill competitor suffered 
losses of $150,000 to $200,000 in 
the hot competitive fight. 

The untruthful use of surveys 
is part of a drive to eliminate top 
competitors, Mr. Cox insisted. 
Contending, “It is just as right to 
issue an order against this giant, 
as against smaller firms,” Mr. 
Cox said, “Unfortunately for 
them, there are rules they have 
to comply with.” 

In turn, McGraw-Hill denied 
anyone had been injured. It said 
linage of Mart was unchanged 
from January, 1954 (the period 
when controversial readership 
surveys were used), until Sep- 
tember, 1956, when it was sold 
by Caldwell-Clements to Butten- 
heim. 


= Proposed findings submitted by 
Mr. Cox urge the examiner to 
conclude that McGraw-Hill Inter- 
national deliberately created the 
impression that a readership sur- 
vey highly favorable to American 
Automobile was the work of New 
York University, whereas in fact 
it was done by Prof. Hillier 
Krieghbaum, associate professor of 
journalism. 

In addition, Mr. Cox wants the 
examiner to decide that the omis- 
sion of dates from tabulations of 
a 1951 readership study in the 
electrical field resulted in mis- 
leading comparisons between Elec- 
trical Merchandising and its com- 
petitors in 1954 and 1955. 


® By contrast, McGraw-Hill at- 
torneys say the true source of the 
automobile readership informa- 
tion was clear, even in two press 
releases which were headlined, 
“NYU Completes Major Survey of 
Auto Export Advertising.” With 
respect to the tabulation sheets 
from the Electrical Merchandis- 
ing study, they say no space buy- 


er would act on this information 
without referring to original 
Crossley tabulations which con- 
tain full details about the survey. 

McGraw-Hill reported the writ- 
ing and distribution of the two 
controversial press releases was 
the responsibility of Russell F. 
Anderson, publisher of American 
Automobile. The company’s brief 
assured FTC he “had no thought 
of deceiving anyone.” “The group 
to whom the promotional material 
was sent consisted of sophisticat- 
ed business men who specialize 
in buying advertising space and in 
placing advertising,” the McGraw- 
Hill summary said. “It may be as- 
sumed that this was an audience 
uniquely well qualified accurately 
to judge and appraise promotional 
and advertising materials.” 


a “The audience to whom the 
survey report and _ promotional 
prices were sent require a seller 
of advertising space to prove his 
point, and do not act on the basis 
of casual impressions,” the sum- 
mary continued. “As a_ group 
which has been exposed to the 
arguments and _ persuasions of 
salesmen over the years they are 
inclined to be skeptical of claims.” 

The dispute over readership 
surveys for Electrical Merchan- 
dising hinged on “data sheets” 
which McGraw-Hill salesmen re- 
ceived in 1954 comparing Electri- 
cal Merchandising coverage with 
its competitors. Mr. Cox stressed 
that the sheets did not show that 
the survey was made in 1951, 
before several changes occurred 
in competitive relationships. 

McGraw-Hill’s version was that 
the original tabulation supplied 
by Crossley Inc. simply showed 
unduplicated readership. The con- 
troversial data sheets were ob- 
tained from Crossley later, Mc- 
Graw-Hill said, “after a tv manu- 
facturer asked the extent to which 
duplication exists in the reader- 
ship of leading magazines in the 
field.” # 


Seklemian Regains 
Fruit-of-the-Loom 


NEw York, March 27—Fruit-of- 
the-Loom Corp., an account which 
figures in a legal battle currently 
being waged by Calkins & Holden 
and Seklemian & North, has moved 
out of C&H back to Seklemian & 
North, where it had been serviced 
prior to a merger of the two agen- 
cies last summer. 

The account, billing about $225,- 
000, is the first major piece of 
business to leave C&H since the 
break-up of the merger in Jan- 
uary. Dominion Corset Co., said to 
bill less than $100,000, also pulled 
out of C&H following the dismissal 
of Victor North and Masis Sekle- 
mian. The two partners had 
brought the accounts into C&H at 
the time of the merger. 

Fruit-of-the-Loom figures 
prominently in a lawsuit by C&H 
now pending in state supreme 
court here. The action, against 
Messrs. Seklemian and North, 
charges the partners with reneg- 
ing on an alleged $54,000 note 
stemming from a prepayment of 
a media bill at the time Fruit-of- 
the-Loom was handled by Sekle- 
mian & North agency. C&H further 
charged that Messrs. Seklemian 
and North had spent the money, 
leaving their agency “hopelessly 
insolvent.” 

In a countersuit, Seklemian & 
North denied the allegations and 
charged C&H with “fraudulently 
inducing” them to sign the note. # 


Burdick & Becker Boosts Two 

Burdick & Becker, New York, 
has promoted Joseph Bernstein, 
who joined the agency in 1957, to 
group copy chief. 
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THE KANSAS CITY STAR 


Evening — 344,455 
AVERAGE CIRCULATION UP MORE THAN 5,000 PER ISSUE OVER FEBRUARY, 1958 
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L, wasn’t easy, was it? You didn’t see 
her face across a crowded room, march up 
and propose, just like that, did you? 

The minister wasn’t called in right 

on the spot, was he? 

No, winning a wife is rarely so simple. 
You probably gave the girl the works, 
the original Hard Sell. Phone calls, movies, 
drive-in snacks, dances, corsages, motor 
trips. You didn’t miss a bet. 

In turn, she studied your wardrobe 
(or lack of one), looked over your living 
quarters, sized up your business prospects, 
met the folks, assessed your general 
qualifications as family head. Being smart, 
she found out all about you. 

Naturally, you weren't about to 
downgrade yourself. Not you! Big plans, you 
had. Maybe you gave her a line like this: 

“Honey, just yesterday The Boss 
stopped me. ‘Joe,’ he said, ‘I like the cut of 
your jib. This business needs men like 
you. Keep with it, Joe. Who knows what 
might happen? I got plans, Joe.’” 

Yes, you SOLD yourself to that girl. 
You didn’t discourage for nuthin’. You 
knew what you wanted. You handled the 
competition. You MARRIED her. 

Advertising is like courtship. To do 
it well, you work at it constantly—give it 
endless thought, planning. No advertiser 
ever gained sustained acceptance of his 
product or services overnight. 

Now and then, of course, a fellow 
can give a girl a fast pitch, sweep her off 
her feet. He’meets her Thursday night. 
Saturday night they knock on the door of 
“Marryin’ Sam” in Oklahoma 
(or is it lowa or Arkansas?). 

Rush courtships work out sometimes, 
too. It depends on what comes after the 
honeymoon. If a man (or a merchant 
or manufacturer) is smart, he doesn’t marry 
a cutie and relax. He keeps right on with 
the selling or winds up sad. 

As N.W. Ayer has so persistently 
proclaimed, keeping everlastingly at it 
brings success. 


Sunday — 365,155 
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Miore readers....... | 


THE TRIBUNE GETS EM 
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The Tribune sells 900,000 copies daily, 1,275,000 on 
Sundays—over one and a half times the circulation 
of any other Chicago paper. It is read by more fami- 
lies in Chicago and suburbs than the top 5 national 
weekly magazines combined. More than 6 times as 
many Chicagoans turn its pages as turn on the aver- 
age evening TV show! Advertisers spent over 
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....more advertising- 


IN CHICAGO! 


$60,000,000 in the Tribune last year—more than in all the 
other Chicago newspapers put together. Unmatched, 
also, is the Tribune’s record of advertising results. It 
outpulls other Chicago papers 3 to one, 4 to one, even 
15 to one—evidence of a selling FORCE which is 
uniquely the Tribune’s. And another reason why the 
Tribune will produce best for you in Chicago! 
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The Editorial Viewpoint... 


Small American Cars 


Although the Big Three are saying as little as possible about the 
introduction of new small cars, it seems quite clear that all three 
of the giants will have such cars ready for introduction for the 1960 
model year. What is not at all clear is whether they will be de- 
signed with enthusiasm and sold with a sincere effort to take sales 
away from their bigger brothers as well as their European cousins. 

There are, on the contrary, some interesting signs that the smaller 
cars are being brought out more as a public relations gesture than 
anything else, and that their primary function is considered by the 
Big Three to take the heat off, rather than to make any sensational 
sales records. 

This fact, if it is a fact, is not necessarily an indictment of Amer- 
ican automobile manufacturers, Despite all the outcries in recent 
years, the mass American market for automobiles has continued to 
demonstrate quite conclusively that size, gaudiness and gadgets are 
what sell cars in volume, and that the great economies in initial cost 
and the great increases in trade-in value which come from limited 
or no style changes from year to year have no influence with the 
usual American buyer—except to discourage him from buying the 
model which has not been changed drastically from the year before. 

Most observers believe that a very important change has come to 
pass, or is currently coming to pass, in the American automobile 
market. But it is only the observers who have nothing directly to do 
with making or selling automobiles who believe that the imported 
ear has shown the way toward mass sales in the American market. 

Americans who ride in and drive automobiles continue to hope 
wistfully that the major trend will not be toward smaller and less 
comfortable cars—European or American—but toward cars which 
show some slight tendency to recognize a few of the more pertinent 
facts of life. It would be nice, they think, if car makers understood 
that drivers as well as passengers usually have heads as well as 
bodies, and that the tendency in America is away from, rather than 
toward, pygmy proportions in human beings. 

A couple of inches of headroom stealthily attached to a 1960 model 
line ... an inch or two snatched from trunk or front end to provide 
stretch-out space for legs and feet . .. a tiny mite of horsepower 
stolen from a thirsty engine—these are the things that, if kept well 
hidden from American buyers, might do a great deal to counteract 
the trend toward small cars. 


Advertising, the Follower 


The first quarter statistics on advertising this year are, on the 
whole, disappointing. While a handful of media are showing up 
well, it is quite clear that no records will be set for advertising 
volume during this quarter, and that on the whole the statistics will 
compare unfavorably with last year’s. 

This is intensely disappointing to a good many students of ad- 
vertising, because above all else it demonstrates that general ad- 
vertising activity still tends to follow over-all business activity, 
rather than to lead it. 

Advertising’s basic function is to generate buying and business 
activity; yet the current figures show that in too many cases the ex- 


—Albie Thomas, Alble Thomas Advertising, Rochester, N. Y. 
“Now I’m billed as Gladys the beautiful deceptionist. Clients caught 


me telling white lies for the boss.” 


penditure of advertising funds comes only after business has turned 
up, instead of the other way around. 

There is still far too small a proportion of advertising funds spent 
logically and carefully on a task-force basis, and too large a propor- 
tion spent on one form or another of percentage-of-sales. In this 
latter situation we have the anomoly of advertising being thrown 
into the struggle in increasing quantities after a business upturn has 
already occurred, instead of being used in an effort to induce that 
initial about-face which marks the end of a low cycle and the be- 
ginning of a higher one. 

Unless and until we learn to use advertising more scientifically, 
and as a starter rather than merely as an accelerator, we shall 
never be able to avoid relatively violent swings in the business cycle. 


Advertising Age, March 30, 1959 
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A Holdup! Help! 

We want to report a holdup! 
Recently a business show daily 
carried an advertising section de- 
voted to self-laudation ef a com- 
pany’s tenth anniversary and its 
new showroom. Suppliers were 
asked to participate, there being a 
veiled threat they’d better. $750 
was asked from each, the minimum 
space being a page. To make mat- 
ters worse, each page had to be a 
previously-prepared salute to the 
company and each carried a huge 
photo of one of the company’s 
products plus more self-laudation 
copy. The advertiser was allowed 
up to 200 words of his own, plus 
space for product and company 
name (and address). Yet all this 
had to run INSIDE the ad. 

Special sections and tie-ups by 
suppliers have a place but not any- 
thing like this. One small com- 
pany, spending only $640 a year on 
its advertising, felt it had to take 
space at $750 for an “ad,” the life 
of which was ONE DAY. They 
feared the implied “or else.” 

Our concern is that this vicious 
plan may become a practice where- 
by suppliers be blackmailed into 
paying for customers’ advertising. 
Will the trade press nip it in the 
bud? 


—"Bott-Shots,” published by Leo P. 
Bott Jr., Advertising, Chicago. 


The Model 

Every publishing house serious- 
ly considers decent manuscripts 
that, for one reason or another, do 
not ever get published. One such 
work that was read here some 


time ago quoted a comment made 
by Judge Learned Hand about Jus- 


What They're Saying 


ae na Ts 
Pears 


# 


tice Louis D. Brandeis that we 
could not resist putting into cir- 
culation: 

“When I was a young man I 
tried to model myself upon him. I 


“This outfit has very high stand- 
ards and requirements, but it’s a 
swell place to work,” says Ken 
Groesbeck in describing an agency 
looking for an account man. 

Then why but? 


Looks as if the Big Three are 
getting ready to wet their individ- 
ual toes in the waters of the small 
car market. 

George Romney will have a 
chance to say, “I told you so.” 


So many coffee-with-egg combi- 
nations are now coming on the 
market that promotion support 
should be forthcoming before long 
from the poultry industry. 


“DeSoto may back film on Her- 
nando,” the story says. 

Or at the very least it might con- 
sider naming one of its models the 
Conquistador. 


“Abolish agency commission sys- 
tem, form ad council, British 
urged.” 

Have some of the boys on the 
other side been listening in? 


Newspaper r.o.p. color helped 
Pepsi-Cola develop a “quality 
product image,” Al Steele says. 

And having Joan Crawford along 
didn’t hurt, either. 


ABC says it has the most effi- 
cient situation comedy, the most 
efficient variety show, the most ef- 
ficient western. 

The most efficient western is the 
one where the hero always draws 
first. 


had wild moments of self-reproach. 
I would say to myself, ‘You eat too 
much. You drink too much. Your 
thoughts about women are some- 
times not of the noblest variety. 
Why cannot you be like the great 
man Brandeis, who does nothing 
except read reports of the Inter- 
state Commerce Commission’?” 
—The Pleasures of Publishing, pub- 


lished monthly by the Columbia 
University Press. 


True Image Builder 

The store that succeeds best is 
the store that is worthy of public 
trust, always conscious of its cus- 
tomers’ needs and desires and al- 
ways thinking and planning to be 
greater tomorrow than it is today. 
The store that best measures up to 
this trust is the store that has de- 
veloped a good image in the public 
mind from its inception to its ful- 
fillment. This, we believe, is the 
true builder of the image. 


—E. Davis McCutchon, D. H. Holmes 
Co., New Orleans. 


Madison Ave. Scene 


To one who does not know the 
American scene, the book proved 
something of a bore. Even worse, 
it actively made him unwilling to 
familiarize himself with the Amer- 
ican scene. To that extent, far 
from being “the best book on ad- 
vertising,” it proved to be one of 
the dullest. Such a shame. 


—From a review of Martin Mayer's 
“Madison Avenue U.S.A.” in “Im- 
pact,’ British television magazine. 
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“Chicago banks aim to attract 
headlines the world’s 
greatest advertising journal. 

They either have the money now 
or are going to get it. 


“In Metro Sunday comics, you’re 
always in good company,” the ad 
says. 

Li’] Abner, for instance, has some 
very attractive friends. 


American Home promises “beau- 
ty parades at all the best beaches” 
to celebrate its 3,600,000 circula- 
tion. 

With that figure, Miss American 
Home should be able to rival Miss 
America. 


A Liggett drugstore in Boston of- 
fered a bath spray, “69¢ value,” 
for 69¢. 

They got the price down to rock 
bottom. 


“We’re not just an ulcer crowd,” 
says Larry Gumbinner in describ- 
ing his agency. 

It’s not always necessary to give 
until it hurts. 

Copy Cus. 
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Again in February 
for the fourth consecutive month 
The Washington Post and Times Herald 
was first among all three 


Washington newspapers 


in total classified advertising 


Official Media Records Figures 


For more than 20 years Washington's R.O.P. color newspaper 


Represented By: Sawyer, Ferguson, Walker Co.—New York, Chicago, Detroit, Atlanta, Philadelphia, San Francisco, Los Angeles; Joshua B. Powers, 
Ltd.—London, England; Senor G. Enriquez Simoni—Mexico City, Mexico; Allin Associates—Toronto and Montreal, Canada; The Hal Winter Co., Florida 
Hotel and Resort adv. rep.—Miami Beach, Florida; Tom McGill, New England Hotel and Resort adv. rep.—West Roxbury, Massachusetts; Lou Robbins, 
New York and New Jersey Hotel and Resort adv. rep.—1265 Broadway, N.'Y., N.Y.; Puck, The Comic Weekly. 
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Shape New Advertising Techniques? 


Who reads your advertising? What is its effect? What are the 
essentials of a good ad? 


To help answer questions like these, the McGraw-Hill Research 
Department continually prepares information on a mass of subjects 
relating to advertising and marketing. 


A few: readership of repeated ads; the effect of advertising on brand 
recognition; the impact of continuous advertising. In addition, there 
is a whole casebook on advertising techniques — how readers react 
to the position of ads, layout, amount of text. You will find all this 
and more in the Laboratory of Advertising Performance data sheets. 


Currently, McGraw-Hill Research is at work on a long-range study 
of business publication readers—their jobs, their interests, their 
involvement with advertising and how it affects their buying habits. 
The findings—known as Reader Feedback—are adding a new di- 


mension to our knowledge of advertising’s effectiveness. 


A staff of 35 people work out and compile all this information. And a 
field force of some 200 conduct the over-the-desk interviews that 
yield the raw material. 


Their thoroughness is one reason why the over seven thousand com- 
panies and their agencies who advertise their products in McGraw- 
Hill publications are assured of having access to current, analytical, 
helpful data on advertising effectiveness. It is a service available to 
anyone... simply contact your McGraw-Hill representative. 


«. McGraw-Hill 
—@: { 


wa fF UP 2 BT I Se SS 


McGRAW-HILL PUBLISHING COMPANY, INC., 330 WEST 42nd STREET, NEW YORK 36, N. Y, 
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Reynolds Metals, Miller 
Beer Buy ‘All-Star Golf’ 

Reynolds Metals Co. (Lennen & 
Newell) and Miller Brewing Co. | 
| (Mathisson & Associates) will co- | 
|sponsor “All-Star Golf” over 
| ABC-TV next season. The show, 
|distributed by Walter Schwim- 
+ |mer Inc., will begin its third year 


| | Oct. 10. 


| 
} | Jell-O Buys Radio Time 


ite ah 


DAVENPORT METROPOLITAN AREA! 


activity than the average for all U. S. Metro- 
politan Areas. Davenport's the Quad-City 
trading center and only Davenport News- 
papers circulate Scott County, lowa, 100% 
- - «- plus effective coverage in Rock Island 
County, Illinois. 


Circulating Davenport and Bettendorf, lowa 
Rock Island, Moline, East Moline, Illinois 


| week on Mutual. 
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CvENING 

fe Sunoar 

NEWSPAPERS 
Represented by Joann & Kelley 


‘MacRae’s’' Names Terry 
MacRae’s Blue 


Survey of Buying Power. 


The Syracuse Market is... 


15 Counties...with a 
Population of 1432700 


BRIG! When you think of the Syracuse market, think about all of it. Think of 15 counties embracing 
one-third of the total area of New York State. This important area has a population of 1,432,700 
and annual buying power of well over $2 billion. 


ACCESSIBLE! Media selection is a cinch! The single low-cost way to reach this big, pros- 
perous market is the SYRACUSE NEWSPAPERS — delivering 100% coverage of the metropolitan 
area, plus effective coverage ... up to 76% . .. in the 14 surrounding counties. No other combina- 
tion of media will do a comparable job at o comparable cost. 


RESPONSIVE! Year after year, Sales Management has ranked Syracuse as America’s No. 1 
Test Market. It is based on a report of 1,177 test campaigns conducted by Selling Research, Inc., 
during the past 12 year period. The results prove that Syracuse is the market most preferred and 
most frequently used for testing operations by national advertisers. 


The SYRACUSE NEWSPAPERS CIRCULATION COVERAGE DELIVERS ALL THE MARKET 


FULL COLOR AVAILABLE — DAILY AND SUNDAY 


Represented Nationally by 
MOLONEY, REGAN & SCHMITT 4 
4, 


America's Best 
Test Market 


} ! : 
the SYRACUSE GF NEWSPAPERS 


HERALD-JOURNAL & HERALD-AMERICAN 


THE POST-STANDARD 
Evening Sunday 


Morning & Sunday 


‘O; CIRCULATION: Combined Daily 241,159 Sunday Herald-American 205,658 Sunday Post-Standard 109,060 


¥ es on 
re 


General Foods Corp., New York, |} 
jhas scheduled a heavy network 
|radio campaign for Jell-O on NBC 


weekly on NBC and about 25 a 


Book has ap- 


|pointed Paul Terry its Michigan 
|representative. Mr. Terry previ- 
*Copr. 1958 Sales Mgnt. ‘ously was director of the indus- 
‘trial department of W. B. Doner 


Co., Detroit. 


First voice from space is on “Scotch” Brand Magnetic Tape 


ait 


‘and Mutual beginning in mid- By 
Of $507,483,000 total E. B. |., $337,639,- —. a Ee bey 
° . : ‘ . jagency. e lve 1S Si oO 
000° goes into retail sales. That's more buying | weeks ai: 25 titmemeial 


VOICE FROM OUTER SPACE—The mag- 
netic products division of Minne- 
sota Mining & Mfg. Co., St. Paul, 
boasts of the fact that its Scotch 
brand tape was selected for the re- 
| broadcast of the first human voice 


__|from outer space when the Atlas 


missile was launched recently in 

this ad in Time. MacManus, John & 

| Adams, Bloomfield Hills, Mich., is 
the agency. 


Don’t Let Deals 
Drain Dollars from 
Ad Plans: Shenfield 


New York, March 24—James 
| Shenfield, product marketing di- 
rector of Campbell Soup Co., to- 
day warned that trade and con- 
sumer promotions can be justified 
‘only if aimed and timed to pro- 
;duce long range results. Promo- 
tions just for the sake of an over- 
night sales increase can be 
disastrous, he said. 

In a talk before the Merchandis- 
ing Executives Club here, Mr. 
Shenfield said product promotions 
should be geared to a “‘sound over- 
all marketing strategy.” 

“We'll probably always have 
trade and consumer price promo- 
tions, allowances, coupons, refunds 
and offers,” he said, “and they’ll 
contribute if well founded. But 
when they drain off dollars from 
the main stream of effort, they 
lose their economic justification— 
and waste is something no man- 
|}agement which wishes to survive 
| and progress can afford.” = 


| Broadcast Pioneers Elect 
Walter Wade to Hall of Fame 

The late Walter A. Wade, presi- 
dent of Wade Advertising, Chica- 
go, for 19 years, 
has been elected 
to the Broadcast 
Pioneers Hall of 
Fame. Only nine 
other men have 
been elected 
since the Hall of 
Fame was estab- 
lished in 1950. 
The citation hon- 
ored him for 
“creative genius 
[which] brought 
to broadcasting a program concept 
close to the hearts of vast listening 
audiences...” 

Walter Wade was _ associated 
with the agency for 41 years, and 
was president from 1932 until his 
death in 1951. The agency was 
|founded by his father, Albert G. 
| Wade, in 1901; Walter Wade’s son, 
| Jeff, is now president. 


Walter A. Wade 


F&S&R Names Niewenhous 
S.H. (Sib) Niewenhous, former- 
ly senior account executive of Ken- 
|yon & Eckhardt, New York, has 
| joined the Cleveland office of Ful- 
|ler & Smith & Ross as group head 
pe the Sherwin-Williams Co. ac- 
count. He succeeds Harold T. Tas- 
| ker, F&S&R vp, who has been 
assigned to the marketing and 

business development section. 


- = a oa) = fs ma ; as oe ae ot opel a ae tate 
a3) Swi aaa ais, a : a en n aki . : a Fes a ao ae! Dai a pe Hite Peper cn eS a 
= = « = ait el x Le i a alee eee 0 ‘ ied S aT, > : e ete am Bs MMSE caer ge pote: 2) a eee A as te 
: “ Se ee x Se “ : ; omg Ee pan S anette, : Tes : aie et By er ees ey was, el : 2 eas ee 
? — + — oF 8 
ae a : 
me oe 
ee 
16 : Advertising Age, March 30, 1959 a 
Look at the BIG E.B.I. of =— — fe | 
my oo a e . e Be °o eee ect - a ie ‘ { 
if ‘ a OP af : ; 
C ; , pee PUES Me —— as : : . 
; ee icin saa : ‘ fs Chae . ee Za i ; 
i se aed ae ee ae We ee. 2 at : 
ae ee. -y soy ate Nel ee. _ te : ee ja oR ae = oMpetontiee ? shoe 
ty eee : Me 2a Gist y al ae be. To bx iu” ee be ee se r ae iG | ke ; 
; ‘ 5 - Pe ea a . ae $ 4 ee Bt He ie 7 i | SOE eens ‘ee 4 : 
acy ‘ 5, eta” | eee 2 “if y - ape Tig et Wagaya | : : 7 | 
; J ae i 7 F 5 oF By, ae gee wei et cy ee ie eee : 
fr be : ST, ewan y ‘4 Fs er ike Bh ae ha tae eae tnkeat ark ae z 
ean eas 1, A oh Sete oe, “Ze f 2 ie 
fe - é _ 4 ay 
aa a pi 
Vs ' 
PE ; a 
4 i on 
) ifn 
& ee 
ae te gl | iia 
oS f i a” 
A os j iy 
ya : 
ce ; i 
baat eg 
: ) a 
} } ee 2 oe 7 in lowrence yieial f 
; j pias ae eats | ; 
' te “ 
ee $s eae ty ae ¢ 7 ae 
j : He i pina Sa Se | 
. 4 : Pe 5 i : r : 
; . ; Ee te aa) Raed = 
f E y eee % De See ie 
‘ cs a Ree a i ti spines eta ie a gee } : 
mht, PE Mk coy Se 
ay eee 
cea a 
. Rouen ta. i . 
bes i: es 
a lai ‘Ba 
1: ae sig 
pYcese» Si «aime ; 
Minn Re Ske 
pees Miss Seatac oi ues 
— Beare Coda | e 
Tea i rl ¥ 
% ae St ae Bee a. Bide, eee : } 
: ? : 2 eo { 
‘ : A SS 
% : i : *. 1 : 
il ‘ Bete ‘ i 
Ue “age } 
2 Ris ths 7] ee € 
vee, Re Hh BC : 
[Senco f aa, 
ae iio | 
pee aes eee 
sone Be 
oe bat : 
at a wee ‘ f 
, 
: | ae ‘i 
ee s 
ane 
mi ee 
ae eee 
ae eal ue 
oaee ee 
‘aed es 
eens ae 
, ree 
. f ‘ ing, 
pac 
: . 
ee oe 
SP Ee cea a 
oy ee : 
ee ’ am 
Rye “ 
ee Bee 2 
EP 
. 
a 
#3 ae 
i gts i 
Be mare se 
ees i 
oie | sigh ioe 
pose : 
weit Ap 
et oe 
ae 
sage 
Rica | 
we ae: 
ee | 
Baie, } 
epae gts | ee 
ae , FS 
a ie ao y is , te 
~ a we 
es H) ; 
eee | 
mus ; 
Lo eae wn 
tee 
ara ae 
eae ts | es 
ic ; 
eyo _ 
eS Ge 
cee a a 
Sh ean a : : ae ‘ : , 7 . ; : : . wae 
ee 8 aed, ED a ek OME, Ne ceed ata A ® CEC EEN Sia tg ee a ee er ee Se ae eT eo he, SENG ea Tet we ee a a at a aaa a A er Si eee fae che aa ami as himbcunern ae eae see a 
= Sn et eae aS ee gee ay 
Lar Ne 2 — on Sere ra ‘ rae 
Date Mee 2 Se a aac 


MAGAZINES 


ie 


than in all TT 
other major media 
combined ?99 


A ee ~ ih fw pas ate a —— we a ee 
* ~ : maser! ee eee ee aa Suge Wea ak; Nae Me Se a ay nes ; Sekt za Me TE ge ce +e pike: note: ¢ oe ee 
= cee ee fers ae ee ey, ee ae ee Se eA ae. ea Sah tg 2 ! FS ila eke ne ae : ee Lee! ey ~, Rs y Oars 
" Fee ame oe eee a tee tage: i aie ag abe weeny cere : = sue A ht figd st? Fee sas a ee vida 8 cae 
‘apa eee ‘ “ay : = Beton a ite: eae otk gta sere ‘ F RS jac- TRF. a fe i er [ fy PN as Baws Cs ea: 
ee ey, et abe) Beige 0 ad ee eet oe, een Et ee ee ye oe) an 4 hee ; sae haar st <<) ate ; Inno lan SA : .4t 3 =e ae ze 
Np Pers SIN | Sr cian sama ek ge ae ited Soe Ra lite? eed “aie ats at ngs. eee oe eee oe aah ee Tm ee eck ee ee aghin ela ed . & " e E Pe, : a N = cae 
ig ‘ ? PSR Sate Ae ee eae Be se . See eS eo ee eo, ae as, . ies che 
err? - va +> ee ene ¥ . Deh eee) ag + a, ae Mier 
eae : .. i : ie Sheen a ease ‘ ero ei. Whe — Sol. = 
opie ; 4 Me eee E > oe. a : <= ea ec 
"a ‘ 4 ee ' 45 Race eae cs | ae : = ie 
| ; P Tg Seen re Se fae 
: : ae ae ae siete 4 , wea 
me | - -« *e ie 
pe ee hae Fe : = Ki Pe aaa a | 
: ¥ : - sa ae 2 ; ¥ penis 
| ee —” we a 
: i re me : ‘ * : < ye ae Bt a, : rN F , = ® 
| : ; ae i ae ae bee - ‘ 
| i * | dl . ras) ates lle aie ; 3 7 ; awit A 
= 6 eam ao ‘see mares Lee oe 3? pes: ? E ae a 
z < bie eg ee oe wipe is Sis Sth ait i Pee : ’ a, ; 
| : er oS ae ye “ £ Fore] 3 eu) gee ee eae é : —— ia 
: ey ree a ye z a i _ aabaehe Wy peg ae ae ine fs ee. Se * wie 3 
Bea a is # ey Ble a «in en wet Iie ree anes se Re Be aatend =f : ; ceo G 
| wee veal ty Seewig, ade ae sone Sr aie et MEER Ti a Ns am Oe Tank ER Ro eyed eh sae iy - 
| eo a Re aa oie oa ee irs eat iy a Tae pe gy ag 8 EG ae aa # 2 te at ate ge Bw oo a ae P - 
: © Sete en a Sy) eel aaa sapuessatall iB It 3 OPA hee ar AES 55 eo . 7 fk ae Sy ae fiat = aah hes PL # ye gai es x ae 
Puck eR Ge : ce mmricen eam BOD 0s aaah ie pes Riegel tbe. Mia Sia Eee ahah a re en a = 
no q I gf Oe eee ee So) Te Cn ecb. Sure ay Ray 5 RRR a as Bee ei Ok an : «Se ae = 
EAL pie, SERS A a eat hee eae OR ees ene Pieris j egret : . 
Oo uu ne) re os oe ae ee eee Vv sers — 
ee eS eee eee eh ane eee is ey ae) ay a ek at Gea De ag) 0S oa i eae leg ag owen a ee 
oes © eee i She it aes Ps i ec Ae Bye Ui Sy ts Cs SI eA oe, a r Se ue nee igera Si Rae 1 : ees 
aes OS rs ios eer pal eet aT oigr Sh ee > a ; SE salle eee : . ue RN ro cee ase ed, ae 
} a ae Sede: eee ae ie 2 eee ‘ ae eat i age a: ee oe ae ry a Sa Poa OC Prgms <2 sels a aa 
e eee. - x hr ad ORL s bi, ¥ Bret 5 cae eae i eed oe it) ee 8 fo ae ' iter Le at E lee oe Ser > e 
ea ie Be oa ee DY ogee ics, RR Sigel sik Saks aa ee eae ee ee % a 
i oe ete Sea: | ee oes ateae cee ia pee aot eee os \ ae wee ner a ly oe : 4 oe: 
it} ce 2 Be i elt Steere See sie Ba Che me ou atk< eee bee) = ‘are BS. : oe gle ee gan — 
a eo 2 Bee, i a <<) en re jaye ee y Prey ioe cet es >, WE ee Seren, Ara er oe eget ss e* at 
es mn ae a Ree te ae ae ee eee ae” a: a ite ia ” me ot tae. Se! Eau sy iRa Nati etna Sa PEs bed 
i} 7 ae Pee ys ae ne eee, | a en to aay ce de a ey ee : Bases if ee : Ay - 
Cre ae aie = oe As ‘ Pe, me : Ger bee a ee ee maa a * aL oe 7 per tas : # 
ae weeds ie om es ee ict euie Fak Bien te tee eh — Sen ae PT aR PS AEE : Soa 
' es ae ee eae ae wees. “Gaede: Be os ey pore PTI ss eee ene Ee Umer) Mele ures ea ’ we 
y : x 5 ’ te Be eee a a oe ‘ee 2 ye ae ala ie eee ie a THecaeaa Co et a i tag He x oe ws 
PC Peis : ite ses. mid a Ce eee ee rn Ab Ly Pe eee P raiders eens Mg REE a ac. s Be pe a ea 34 " 
ie a 2 ee, a So aa I Raps ci aS RS a eve BN a aC ME 5 nat Cece cat ee ga oN eit 
ae ee ianese, a a a Se ete eee » Pe oe pee pei ie 0k Lae a cae He, e 
ae Bye Ss ke or gas see m eee: wat Bat. oe Sere ic ean eae ae ee eiete fo ee er : t 
Bi ea nh Sipe aa ee ee pre aye Boe at a eis: ee tie aeere e's Rese ry ae ee arene a 
Be Be a : Ae i Saigon Bape eh ee eee meme Ge Fl vs aia On ye nt ee Pg es : a i 
fa: Mana Fits i = et oes ee | et aie ee, ~ \ ee, Siocy Bhat td R a) ae Ee e ei 
; eo air es i i Lo 4 Saee: % viealeke so aia ge i ak ae ee Sra, eRe a : : maid eet et 
ees ps : Os a a ce, eo ae ee ee eee! Oc F i a a , dg bean ees: hac 
a ms 54 A Bh te Seige Mees ee ee Bie) alee oer — + Sane iia ei Seay 3 
os : ; 2 ig. ef RE oe ih ath Mcgee Re Ri ld SB rh hea r sone ae eis REE pee 
noe 2 ; i i as 9 7 : Sag wT eat ae ee Ana aioe 
i ro ‘ j ; ra thie ee re ater ee Bae 
eS e i lee, pase . ‘ eee Bays? 
wig ¥: ‘¢. 7 en J vt ta x > <% ‘3 We. Rae 
n oor i433 : roe sii Pata eS - so ane 
pe On : ea ‘ : pine Bs i. ‘ea b a 
’ 2 § of J coe <. -_ «2. i . ¢ = a: hae 
| ear 53 aes ae JRA: as j a a a ale : Be Ries 
ee ae i a a pie mele = ¥ y , ete Be a ” bot a i ts aoe : 
4 Aes z "Aaa cs ame oe mea i : : srw % ee + , ie iy ; 
aay Sees Se: eee pte SM se oma Tren = raga : ys ed 7 a + Pe ias> 2 ie Pa ae 
: ae ieee, Si Saas eee eames oe SL ees AO Te rete ae a a i ee Sip 
| Be al ah rin ye Sai F be Sake ees AS: : - aie a e Pa. io Roos a, te 
| zs ‘Be ‘ a 7 i — aes ee, ae hiaal OE asics. ae 
wa * te : ete * - a: a y : Oe clin, = hr ee 
H q i 3 a oad mS; a ve +. ahs x < ~ ae 
i x 4 \ Sapa: ~~ io . ae ‘oe ‘ bas Tate 
/ Ms M ees aae anes: ct bet Tie eye y 
3 ; ; Ree ae SION aed se ee Be £ Pe 
* pe a) ea : eee fy ted : ; 
Sreete | : gis ar “ bal: Pe ton ; x 
B 05 eee = : , “ Sere ES te, Si 
‘i é ae % — aueear Baer fet a. ; of 
ee ena! Adair: f is, eae *g — re rs, ‘etre aa ¢ 
i ae > Lae ene ee ; Ae Lae aes oe es 
{ See i "ase Pe as Sie Cl ena aa A fig igs ; es puters ene, r tes era 
i , Di) RR i Aa Si a a eo ee OLN ee a ~ inl eh ie a. 
_ : ! 5 bibs yee: ee ta i. ee ee ae id 
‘e * a F oe Tee Soy ial ses ir ie ee He Reg Eh: a 
1 ee x ain : : i kc a See ~ ‘ ; ; Bi iii ot “pee uh 
te sz Aes : : 7 ’ ; baat ta ck Na nee aed 
es . vig, ae it Sree ee ie = 
' oo ae : Rees a Ber as ee ay a a 

} mee % } eee aa ley ene peo hee coger cc re a es . 
cone, BE g eet bee ae Dee a et af sale ck 1a oa " a8 E Ra Soca aie ae mae a it : ‘eee t 

; ee Loe an? Rok j | nea ta SR eo eae Ron ay ie Ok ee Saks 

| ie con ae geainien - ee piakoeanalee eos lige Shah use aa os Se F oe baa : ue 4 

fi : ee ote Fs cae cope a= cies tae 2). as Se ne 3 a i" tte ; ma $e 

4 j Ee  Saaeae a be Be : <div ——————— ie epi) See ae. 
t S Seanad Dane Pree ; i * as on iw sd ‘ ; rion, wee 
: ; eee et ; ; ; a : ; ie : ’ Pe emer 
; $ ene Se ae ne ee pests ¥ a Bee 4 , i Per i = Ty ee 
i * 5 * eaet © ss A ee 43 : eo: ie ar 
7, ¥ er ; e 

ij r a i, _ ” " i 7 ei ; : 

ii ae ; : a a i jen i. allie a ; 
oie hPa! ec ‘ Aas pil eS Aah ape | ‘ (0p Geactn es =o ‘ - et a eee 

| Brae @ oe AE? PRE SG te i Sean haa eee e I, ee teeta eaten Ye on Pentel ae “Bini ed eres: P 

\ ae Unie FN per alies ia oC Ra yee ey 7" a ae Bn Brae a foe : : : ae 

\ Sake Sa en wt: EP SOE le ght eI EK CoN eee 2 ee ee) 3 ne 

ii Sey Po nae ae SS Rae Fo py eet cave a ie ea : Ke Sy, 

if Pa ee ee oA ang anes) eee eon he “We Ret aS er gee m sable 

My ae, ae ee ey eRe ee : al ae meet hes A Be oy Te a r ae ie 
a as : He 5 bitte (gas ee ee eee P 

| ti aied Se : Byist i > a ; = y ee a Tee ke af ye 3 

ch ‘Meee yan teas 8 ia " i . eet. Salen ate a. Seer 

} kak ake : re Fo: " See tik ale SPH a 

ee ? : eae ee 4 eee CC ee 
Pix SNe a Y ui, aa r is Lies i ae te ts 
by tad Ss ae oy § eee r eee ee am ce 
ae be. ae -ieuaniag a J $ a ae 
sy ee a oe aan) Ie » B25 si 
wre Bean : , . weep es ge 3 SR SOT gl on 

| et & oe ee ees SRS hai Sigg : SEERA, eee) , 

iT gee We eis ee eer ™ = EN: = Te We wed OD 

f ei eS NR oe ey : ee tes yes en hee : : Tee: 

| 3 3a eo ne Br ~ tae ag : Vises astalaee tc a caine ng Spi glmieeeels excel cages ee 

TS ee ss eee Rah) og ae in Fan yk = Le oi, Sak arpa Ee eee ee i Bets oe ee yo eee 
Soe, Mamie AR 2 ile cub ee Se fea a .. ee re Os 
0) RAMMMeS |= a mepiieste Sie yn 7 eet se ek Cae wt ee are ae SRS i SM Dhak ot, Gott =. crn mee. oes ee 
Seo) tae et baie er ee en ye aire at f FF een Bt ee i rs Pig oe lah eee mbes ene eee rae t wn Aree ee 3 ee 

Se. ees ee Ae rh het me dae is oo % it ream ey oS os. Siete Talc se a ae ee SA Rote ie ler Ss aie ia sae 

as = SIRs, | Men rate aoe are 2 SS Si aa Pt a a ee cade” Se idee ce weet meee en Mee fe ule 2 
SR Re i diene cs baie oie ai es ate TR at ton, Rane iawerre Ret kT ‘ 3 he oe pen 
ne ania ae Enc id OS PORTERS = Boekel ta By Veron peers. ( ee. # aaa Sek os aaa coe OE ea Bo, eee) eee PaaS 
ce Gap : Mi : , ee ; < ae go eee wert bo ee a 

ao Sn ier es ite ; Mere sh kage het Ao an Ba A ee aM : ; Spee ee 

i Peseta BA ie tf no Na te Bic SE i ie zs peaks cl a Oe i eae eee hs Fs y 

ae oe baie os So eae ee eee fe Lae ens . ; 

} tes ae : pee oa etd Ms ass rh jo ee 0 ee Seale Ae oes Te Bee ss sit 
Sos ee as «SIS grok epee a, ‘ie : 4 aay 2 5 2 Mu ‘ . 2A 4 ES Pes 

- ee aaa Se NN Vege, é Fok is Be oy te ; ik eee aaa ie ae 

= 3 Te Pe cS a eee RONEN Boh yr eee pai & 

Hl a 2 ; _ guides * Tesdnicak i 

4 5 ‘ pre Av -! : j ‘ 

q ena . < aba : : et OD eg . ; 
ener ES “a r : tine 4 
peat te eer a js eh a ae ea Se eae 5 ~, K oe 

' beings “ccieohia canes Ber se i ae ei eee fea pean ees . Ye : 

Se, anes ee Se ee iy oa . eee a, tae PIS ty te Mnea pete =e Britid 
oe ee ae ae Pe gee sa 1 iar ic ee : soa Shy sa ay oth) oes 4 7 2» 
i ape oe gee Ag eee yee a ep) ee et ey =< ica ht chy Reade lea i he le * . a 
’ Shee thir it gh Ree a ean a i Po ae To, of ae Be bit 3 : ' ee ~*~ pets s , 
By). ean cia ee Lae Say pk ree Me ia yaa Sat Rage, , eae : spaces cage ea ‘. —— } 
‘ Set pine ei SB kee eg ieee: hE bee #3 . ee | 
ae, ee 2 argent oe Dee Se aes > Se ee eas pis), eater, cam ' rie: soy. ee a 
Aa Seis 3) pe ae Re cen, nd Pe erie RE a ee in te ae Te oS me eae . ee epee “ 
ae 3 PAR eR Rai ae a Saf a ae mo ni a ae a ae 

fis toes ane Sg Be a : Bene - ag a i ee Oa al ae a ee 9c Ce tea te re noe see . ; 
q : oy AS eo Kae 7 Ma aa ie Re ee ee are rae stra SE ese pe.” gala are “iF 

, moe 2 i ban ama ae tae Mier ok ae Ceca a ea dein ee fe’. a ee 7 seni 2 Bit 7 

eee Aeleeen pias Se I As Sg ml tad ge ee Meee ooo ue il ee ieee ee 5 
on PIAS Gees Re are cel SS BRR Sos Be oe bs Meare ee ecient a he a ae ee cae ee ares 
} cates Aira ames Fi Pemete ine! 2 RS ee cea eee y Ae et te yr Psi A Wi ae r ee of 
‘ So cn! Mi caMiaeas et eee Sa Es Mr 2S Poe Sy Bi ieee itinerary pee eee ee 
i RNS er ee? oe eae eect. Bish Re Elsa, ce, ee a ee 
rs se Me oS ae ee ee Seer age Nae cc: eee ee Tee 
pee: NR eae Rone ig by: yeh ares Cane: tag as Seng, atte at pack rer ina aa 
: ee ee Se Sa he cae sis Nachentoeet Ril Ber. Siem” yer rote ceeneies peasy Serer =o 7 wee i gaerae sties ra ae oe ei 
aa eS A he aR eee Sar a a et Rene a as ae er en aE es 0 0S Rat a 

Re a ee y Te ee ee is coke Bee pees aN ek ; 

; a SA” BE SS EO ae ala |e rr 4 £7 acess Ey I nk i ah RE eke en am re, RL high ieee : 

/ eee) ae ia hg Sea 2 ont a Bee oy = heel aie ey ea Cre ee ee ee. Ree se, Sls rie x oi tine F > 
ee atey oe REG SoU OI Re tes aris rc PE a Sey ee re) AE og oe aye So ee ate ae ye sspears Bh cere Tae a Oy. os hn aera 

a ie a Beier eta ee ae aa Ha ome ee 
Pea: Oe et. ag i er eee oo Nera abel a rat Ea: err Me race may Made 
2 sti as metal ee ete: E iet, Faz rede tke it 1uH De es ? 4 ees ais " aS Eas oth iieoas ne Ana ete vee : os 
. ae Peete ay yh eye g he ep a a aN iar ah AM ae Ta yA I Bee yee Bata recut, eis ‘ 
tt | es i %! oe eee ane eee et 
Cee rs Se ee Oe -_ BS ey Pe ee ire ee gees) SEK , 
Cee 5 elma Ma sas iy sous ape a iy ieee SE pe ee es . . ‘ , Ra ete Pee hs elf Pa 
meats, Sy Bik, gee EPA Pe ie Tyga cya ots Meet oes a ‘ ~ eee. ee Ae ta RAs 
re ty 7 TE Fee ape ORO EON ys a, , a mat hes ie &. o\ ee e ‘ 

REE eee ie 4 ‘ok aie ® Soe te) tk eR 
ee a ST Ti AES a = = = A ‘a oe te aneaepanemrmemeny =v.) te 
USES i penn eee tas OO ais oS ieiealacaa ot a ; ; ‘5 Geran cts ee eee ae 

Si a : ie a is 5 2 seh ras ; ’ ; ‘ age) 2), ine cet oe 

5 ah RE ies et Fs : te Sie t's Br i aM soo OP aa aie 
es” iy a ¥ee : i iMod ¥ Ae a Mies NN eek 2 SR egg ae alate gape: a 
eee Rarer’ She ete ee UN, eh : = as, “= ne” -. ; ee a mee a 

Mee me Mtoe Ce hr ena i per = Sy aee 4 A Re : ‘ Rs x : ay et = Bing 
eee rm oy ib: ee Sa av Me a arin ne a apis: eee * s a 4 _ ‘ a a 3 a e i. ae i. 
eee , Segoe im et ce Re a rae i 3 Zz : Sr eae ae a j aa ae ; 
meee. Se ae a =o ee tae eS nities . ae Me re . 1 al 4 # oes Fee Sane ee ee ae 4 2 
2a Se SO eas alan ee Ceureeames e, ' Cee eee ee ee eee 
Be. BL hick 2 Sentcain = ey Fig . i A 2 EOE eR NT: pe ae ea ea) ee re are Sue x oe ; 
eee? ts yet hee een oie eee ~~ » ce Re, — cee eee, ee 2 ee ee 
EMS, Pca aac cig aaa ee ‘ + %. * a ia geet ee. LS, ae Sens eee Ceres 
SS Ke ——— ee ee 
ae cd Bet) ees PF ae, "AS : Y a ° mt i. SPOS. cee ee ie 
} Ra op eck Tig tee We a 7 ee hime 8 Pee Ae ee A 
ae ee % r Mo gee gel. Sale 
ea a. , : es re: 7 3; oe : a iis = ea 
‘ : a & ‘ 7 a Sts P ate Bet, yt ' wee et or +e 
y a 4 a Bete P ai cir ie aa i Bk es Tari 
7 7 7 i! ’ |e Oe a RS a ig daaaia fats 
4a i x Pw. ee bd Peat AG 
7 .. . * ' - re aa Oe pe ee hae 
: > 7 ea ge 4 oe ih, a a A A ina 
- * oe ae —— oa 
; : <6 Pet is ‘ Pc Sage ose Em 5 ag SS en Read. ean 
; ce i ; e ; a pe es 234 : eee 
| - ip _, ia es 
4 ; : 3 are + — - § a Cyd 
| : a. le a 2 as 5: 2 2 2 
4 = y P - te 2S Se ae a a : 
| Po aoe mesa +e P " * + ’ P a Pe A eS whee 7" S ol ‘ 
q e | eae x ie a ao « : 3a ) . . seek oa eae bial me ‘ “iis en; 1 = ee 
Coat! 6 He a 5 aes 4 ' a - ee Pe Spee eens ch oa . oe a 
pee a a ee Sy, eee ae ee oe ald OS ic BR? | ina a a 
: } reas 2 - san ft Res ed yah att Oe 4 (oes a ee ae ia 
nae : any aa ge Bg... as = $4 rege re pe PM Se er ee ta ae 
e ; Sic Pee Veo. = esa: 5 ee ‘ Br 5 pace : re Cee ee ee a 
# Brean let iy ie or Sek * ae ees ie a . eee an ir cee ae ya aa ‘al 7 
‘ , RET ae rly aS eres pf ie aii ele meee ay mn ae 
ay = a Sa Aged oh lea ad ee . — So = Citch ee ai és it Vigil te 2 " 
} tie be” eS ee ee a Pee . 2 teil *. i se Hives ge = 
x Sa 4 206 ae me ae ‘ ee? een ce 
es al ikfagy 2... > en ' f ee ’ re 
: sO Sot ag ee iy di ; . ' ne 
| Se We ieee Sg oe Pou * ae , Saipan a I ; ais es i : * Aha ds : 
ea Eri Pee et ae Ti le Se es ae aa a eee... es. es se ie , A oie : ae Bp 
| “i So ks MAM Oo to Sire, dia a ee aie girs > Ne Be re P a gata iia are Ae es, % peas ea lh ot ee 
i 3! pO Sa BI eee ae an, Gee POT id Siok eA RN ot eee A “s <0 5 (a ee. Te ee, ARNE i 2 - = 
MMR ses Se Oe ar “2 Sig teen eee. de i Bae ee ae oe ee ee i ed a “Ae ee Se NS 

—, eens, Pee See ages Gn ae 2. "OSE aa eS ease Bes er og Mins. Maes, eee BR ee 

Parr . Se oon i ae es fi a me OL emer SS i i Ms CMe eh ey Fe tt ° - ‘or 1 Raines "Iara "ea Sg A" a 
eee as, Se ne an | ea EE Re OME Se, ee A ae, ee Me Bs: aS a ea Seon he ats ee 
id en: Nar e , eee a ce ae $e ges ae as Pa ieee tds Ses 2a Dest ae 4 eo, a : ecg Boel or i Pe ep 1 
meee sy 3 BRE ae nat EY tee, eee, ene . nie 
begs eet ame F a § Cae ars We es | Re SR een Get ees Be ys 
a a ee a Ne ia aan Ie re. = ait 6. Vin, A Pe ad a imei fe eh 2.) tate 
E Gad ae Sy eae ey Oates TY ee fe 
a 


ie 
we WEAWEETA BY KRAFT 
in tall of hestth from witht 


e@... magazines a basic medium 
... Success shows in market 
share...” 


“Kraft Foods has for over 30 years used 
magazines as a basic medium for the intro- 
duction of new products and the penetration 
of product image to the mass audiences of 
the country. 

“The ability of magazines to seek out the 
young mother audience . . . four-color illus- 
trations ... the long life of the magazine, its 
advantages in presenting appetite appeal and 
label definitions, and its merchandising pos- 
sibilities are important considerations be- 
hind Kraft’s use of magazines. 

“The success of the media strategy em- 
ployed on Velveeta and dozens of other 
Kraft products that have used national mag- 
azines, shows itself most significantly in the 
brand position and market share data. a e 


Kratt Foods 


MAGAZINES BUIL 
GROWTH TOMORRO 
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Bk ECR 
BANISH 


DANDRUFE TREATMENT SHAMPOO 


@@... new shampoo introduced 
in magazines—achieves strong 
sales position in first year...”’ 


“In introducing Breck Banish Dandruff 
Treatment Shampoo, two categories of mag- 
azines were used. For the initial announce- 
ment, general, mass-circulation books carried 
full-color, full-page advertisements featuring 
the product from the ‘news’ angle. Following 
this, consumer magazines for women were 
used to stress consumer benefits. 

“All major objectives were achieved. Con- 
sumers were informed of the new product 
and were able to identify it. Distribution was 
expanded on the basis of the ‘impact’ ads and 
the salesmen’s use of integrated sales port- 
folios. The shampoo — unknown to consum- 
ers as of January 1, 1958 — was at the year’s 
end in a very comfortable third place in 


terms of national sales. * * 


John H. Breck, Inc. 
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@6... . consistent magazine ad- 
vertising has made Armstrong 
biggest-selling brand. ..”’ 


“Thanks to the ability of magazines to 
pinpoint audiences for advertisers, Arm- 
strong has aimed its sales message straight 
at homemakers and homeowners . . . the 
prime market for Armstrong products. Mag- 
azines have helped Armstrong achieve its 
advertising objectives: the quality image of 
Armstrong products has been firmly estab- 
lished in the public’s mind; brand recognition 
of Armstrong products is the highest in its 
field. Armstrong — a small company when it 
began magazine advertising in 1917 — is 
today, by far, the world’s leading manufac- 
turer of resilient floors, and growing fast in 
other fields. 

“In 1959, Armstrong is running another 
heavy schedule of advertising in national 


magazines. ® é 


Armstrong Cork Company 
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SALES TODAY— 


—because... 


@ e... 100% of national budget in 


magazines...#1 in industry...” 


“To get across a feeling of prestige, of 
fashion, of general good taste, of complete 
dependability — all qualities which we be- 
lieve our label connotes — we feel there’s 
nothing quite like the national magazines. We 
want our advertising messages to have a cer- 
tain lasting quality, to give an impression 
that lingers indelibly and emotionally. For 
our money, this points unhesitatingly to the 
ad that’s printed in the page of a nationally 
distributed magazine which is read and re- 
tained by the various members of a family. 

“Our dealers bank on our magazine ads, 
they tie in locally with them, and they have 
told us for years that our magazine series is 
one of the chief reasons why HS&M remains 
in the No. 1 spot in our industry. * e 

4 


Hart Schaffner & Marx 


People believe what magazines say 


Who, what, when, where — other media can tell. But Americans turn to 
magazines to find out why. Today, every literate American owes 

to magazines some of his knowledge, judgments, opinions and convictions — 
for people read and believe what magazines say. 

That’s reflected in the way people feel about magazine advertising. 

“The public’s attitude is that a magazine advertisement 

is a sworn statement of fact,” says a leading advertising man. 

Another puts it this way: “Because of the tremendous volume 

of advertising and the welter of claims and counterclaims, 

today there’s a great premium on magazines’ believability.” 


Magazines put you in direct touch 
with the reader’s mind 


The deliberate concentration of the reader is a major reason 
why magazine advertising works. It results in deeper, 

more lasting impressions. Magazines call upon the reader 

at his convenience; they stay as long as he wishes, 

available for repeated reference. Magazines can also 

place useful material in people’s hands — 

cookbooks, money-saving coupons, product samples. 
Magazines work for sales in more ways than any other medium. > 


Magazines Can get you anyone or everyone 
Want families particularly interested in homes? 

Want dual audience? Want teen-agers, or housewives or 
fashion-followers, or men? Or do you want everyone 

that’s worth getting in the whole U. S. buying market? 

(Survey after survey proves that magazine readers earn more, 
spend more.) There is a magazine or group of magazines 

to sell your kind of product to your kind of audience, 

since each magazine draws to its pages 

a group of readers of common interests, tastes, desires. 


The magazine is a trusted buying guide 
Consumer confidence in magazines is a big reason why 

most marketers use magazines as the basis for their merchandising. 
And realistic product reproduction — with eye-catching, 

lifelike colors available — gets immediate recognition 

at point-of-sale ... adds to magazine merchandising values. 
Retailers know that their best customers prefer 

to “shop” the ads in magazines — and to shop in the stores 

that display products they saw in magazines. 

Clearly, magazines are the most merchandisable medium. 


Magazine Advertising Bureau of 


271 Madison Avenue, New York 16, N. Y. 
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20 
ee ef ee | Hazel Bishop in spank conmeatinn: nines, We 
* More n \zel Bishop from Raymond Spector 
bd A THIRD OF A MILLION Red 4th Straight last May for about $3,600,000. A 
Year Says Report tv film distributor, its operations 
e Media-Marketer contacts from 12 TH ™ include a vast store of tv barter 
(Continued from Page 3) time which has been used to pro- 
* market data requests through ANNUAL cial statements is one which reads: | mote Hazel Bishop eee et Mat- 
° these 7 “During the fiscal year ended Oct.|thew M. Fox is president and 
. annual issues 31, 1988, the company entered in-|chairman of Television Industries. 
e HOT SALES SPOT nae to an agreement with Television 
Industries Inc. for television spot|® A second financial note in the 
* FOR advertising time, for which the|report said that last Oct. 31 “Ray- 
* YOUR MEDIA = DATA ISSUE company agreed to pay $65,000|mond Enterprises Inc. (all the 
= nue per month or a total of $260,000|capital stock of which is owned 
‘ AD! ; Ad Ser A = word og? g *¢* 1958, ngty 4 Bae issued a DU PONT CARPET neveunes 
a | throu ct. 31, 1 , and to payjcredit o 4 o the company Lancury you never need to pamper... 
° Ss of vertising ge the mtr ah card rates, Rother 4 as a reduction of prior years’ ad- <= 
© , applicable discounts, for spots fur-| vertising costs.” a 
- coming APRIL 20-Ad Closing APRIL 8 ed from Nov. 1, 1958. to Jan. Mr. Spector is now chairman of 
31, 1959.” the board of Hazel Bishop. He re- : 
CONCENTRATION—DuPont is con- 
eo 1° A OTE 7 a aI ee ae ae ae pees 2 centrating special sales effort in 
the West with five different ads 
scheduled for the April issue of 
Sunset Magazine, of which this is 
one. Batten, Barton, Durstine & 
A ONE-IN-A-MILLION TEST MARKET . . 20” 2 !80ont 


| inquished the presidency last 
August, when Robert G. Urban 
resigned as exec vp of the family 
| products division at Warner-Lam- 
|bert Pharmaceutical Co. to take 
| over as president. 

The 1956 annual report showed 


one newspaper... : 
and a million and more prospects! |sales of $10,270,994, with a loss of 


On | 462,020, with a net loss of $460,177. 


\In 1954, the last profitable year, 
ery were $12,000,000, yielding a 

Ph net profit of $1,080,000. 
i | Shortly after its sale to Televi- 
a | sion Industries last June, Hazel 
Ech | Bishop borrowed $1,250,000 from 
stmes ithe First National Bank of Bos- 
|ton, repayable with 5% interest 
| this month. The loan was secured 
| by trade accounts receivable, three 
promissory notes from certain 
Stee pay’ s;subsidiaries and guaranteed by 

*T hea ee | Television Industries. 


| Another note in the annual re- 
; | port reads: “At Oct. 31, 1958, the 

requirement of maintaining con- 
|solidated current assets in excess 
;|of consolidated current liabilities 
had not been met. However, as at 
Feb. 27, 1959, the bank had not 
F | given notice of default to the com- 
pany.” 

When last year’s report was is- 
5 sued, Mr. Spector, then president, 

wrote in his stockholder’s letter 

\that in 1957 Hazel Bishop “in- 
E &.4| curred extraordinary costs in con- 
nection with the important organ- 
|izational and marketing changes 
|which were inaugurated in Jan- 
uary, 1957, as well as in the com- 
plete repackaging of our entire 
line.” Mr. Spector added that cur- 
rent operations then were “on a 
| profitable basis.” 

Mr. Urban’s letter to stockhold- 
{ers points to “two exciting new 
product lines—eye makeup and re- 
| fillable lipsticks, both of which 
|/your management believes will 
| substantially contribute to the 
| company’s sales, earnings and mar- 
| keting position. 


ett me. 
ih as .-< 


You can now cover one of the nation’s top 
three test markets (and the Number One test 
market in New England!) thoroughly and more 
economically than ever with The Providence 
Journal-Bulletin. New Journal-Bulletin package 
plans—explained at right—make it easy. 

And you'll like what The Providence Journal- 
Bulletin delivers. This one medium is the strong- 
est selling force throughout New England's sec- 


New Journal-Bulletin Package Plans 


Low Cost Gravure Opportunity—Your gravure advertising in 
This Week Magazine or locally-edited Rhode Isiander may be 
adapted for Journal-Builetin combination, biack and white, at 
$.44 a line, using same copy. (Min. b&w size to be at least 
equal to the gravure, and combination to be completed in same 
calendar week.) We make pilates, no charge. Ask about it. 


Job-tailored Combinations—You nave a choice of combinations 
to fit your campaign program and budget: 


Combination :* 


ond largest market .. . a million-plus interstate Morning and evening ...............00. ‘—_ “—" we. pF gg Biase Sg igen 

— center where buying power is BIG... SURGBY JOUFAEL «200000 00eeeeesseceveeees 185,473 ad company’s operations will once 

igger than ever, as Sales Management shows. aa poop ~ again become profitable for its 
In ABC Providence alone, The Journal-Bul- Sunday, Morning, Evening ............. 389,495 $1.04 heeeeaemnsadl it went on. # 


letin gives you 100%-plus coverage of over 500,- 
000. In the CITY-STATE area, you get more *Daily copy may run morning and evening or evening and morn- 
than 80% coverage. urdoy AM. to be completed with Tuesday P.M. editions,” Holl 
Isolated from other major markets . . . repre- Gay Journal not sold in combination. 

sentative and well-balanced between urban and 

suburban . . . cosmopolitan in composition . . . the 
bustling Providence market offers you the ideal 
testing grounds for new products, new packaging, 
or sales promotion ideas. 


(ABC circulation, March 31, 1958) 


Beeson-Reichert Elects Two 

Beeson-Reichert has elected Al- 
bert H. Rotsinger exec vp for To- 
ledo operations and Dale J. Alcorn 
exec vp for Columbus operations. 
Both men will continue as direc- 
tors. Mr. Rotsinger joined the com- 
pany as a vp in 1955. Mr. Alcorn, 
_with Beeson-Reichert six years, is 
in charge of the agency’s new 
Columbus office, 1500 W. Third 
Ave. 


Write for full market data or Package Plan information 
to Frank S. Rook, Manager, General Advertising, The 
Providence Journal-Bulletin, Providence 2, Rhode Island. 
Or your nearest Ward-Griffith office. 


P R Nelles Joins Television Rep 
oO | Lon Nelles, formerly a salesman 
VIDENCE JOURNAL-BULLETIN eX: cre: gem 
|/named an account executive in 
{the Chicago office of Harrington, 
, Righter & Parsons, television rep- 
| resentative. 


Represented Nationally by Ward-Griffith Co., Inc., New York, Boston, Detroit, Chicago, 
Philadelphia, San Francisco, Atlanta, Miami, Charlotte, Portland, Ore. 
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GET BIGGER AND 
BIGGER CIRCULATIO 


advertiser 


1,000,000 CIRCULATION GUARANTEED 


355 Lexington Avenue, New York 17, N. Y.- Boston - Chicago - Cleveland - Detroit - Portland, Ore.- Los Angeles- San Francisco - Seattle 
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Military Reportedly Ready to Talk tis 's'tie‘tong sun'ty"most no 


remain cramped into 12 channels. 
With 70 uhf channels available, 


Reallocation of VHF Spectrum Space|: could provide comprehensive 


Hope for Acquisition of | 


Shelves All-UHF Plan 


'do about using uhf.” 


WasHINGTON, March 25—Al- 


national coverage. But the trans- 
ition would involve serious dis- 


| physical characteristics of uhf,” li : 
Some 18 VHF Channels he explained. “Now it is up .” | who may Se cee aguas. 


Hope that tv can get space for 


FCC to decide what it wants to| more vhf channels was sparked at 


i\the NAB convention when Com- 
missioner Frederick Ford, who is 


though the long awaited TASO re-|® In a showdown, FCC might still| FCC’s liaison with the Defense 
port has finally been filed, the tv|return to the uhf proposal, be-| Department, reported that the mil- 


allocations problem continues to) 
defy solution. 

After two and one-half years | 
of study, TASO (Television Allo- 
cations Study Organization) con- 
firmed what everyone knew Lea 
begin with—that uhf ordinarily 
provides less coverage than vhf.) 
But with the TASO measurements 
at its finger tips, the Federal Com- 
munications Commission is more 
determined than ever to ee 


every possible alternative before 
going ahead with previously dis- 
cussed plans to move all tv to the) 
uhf band. 


® The newest possibility is a iia | 
to set up more tv channels in the 
vhf band. This would be socom-| 
plished through a barter deal, | 
with the Defense Department re-| 
linquishing vhf spectrum space to 
the civilian users in exchange for 
other portions of the spectrum | 
which may be equally well suited | 
for military use. 

Often proposed in the past, this 
approach got solid support recent- 
ly when Congress began talking’ 
of an investigation to look into the 
Defense Department’s use of the) 
radio frequency spectrum. 

With some form of a spectrum 
study shaping up as a likely pos- 
sibility, Defense Department of- 
ficials informed the Federal Com- 
munications Commission recently 
that they are ready to sit down 
and determine whether bartering 
is possible. 

While the creation of new vhf 
channels involves some of the 
same conversion problems which 
have handicapped uhf, the new 
vhf opportunities would be suffi- 
ciently attractive so that industry 
members might be inclined to take 
the risk. 


# For nearly half a dozen years, 
it has been apparent to govern- 
ment and industry leaders alike 
that the present intermixed sys- 
tem of uhf and vhf assignments 
is unsound, 

Because vhfs have greater cov- 
erage than uhfs, the uhf stations 
have not been able to compete 
effectively in intermixed markets. 

More than two years ago, FCC 
announced it may ultimately adopt 
a plan shifting tv entirely to the, 
uhf band over a five to 10-year 
transition period. 

But neither the government nor | 
the industry has felt any enthu- 
siasm for a move which involves 
inconvenience and expense for 
45,000,000 set owners, and which 
would admittedly result in less 
satisfactory signals in many thin- 
ly settled areas. 

TASO’s measurements showed | 
that uhf ordinarily performs well 
for distances 30 to 40 miles from 
the tower. But vhf stations reach 
55 to 65 miles, providing coverage 
for thousands of fringe viewers. 


@ When TASO's report was cir-, 
culated at the National Assn. of 
Broadcasters convention last week, | 
informed engineers commented 
that it showed, “The only thing 
wrong with uhf is vhf.” 

Dr. George Town, who directed 
the TASO studies, denied that the 
report represents a “death sen- 
tence” for uhf. In some areas, such | 
as in open and level terrain, uhf 
provides effective coverage, Dr. 
Town pointed out. 

The TASO report, he contended, | 
is a tool which will enable FCC) 
to determine where uhf can be 
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itary chiefs are ready to sit down;throughout the spectrum range, 


and talk. 
He did not indicate what they 


could offer, or what they would|# Sponsors of an all-vhf tv sys- 
|tem think in terms of about 18 
new channels in addition to the 
s Also at the convention, Lt. Gen. existing 12. While none of these 
| Arthur Trudeau, the Army’s chief| channels could be received on ex- 
of research and development, as-| isting tv sets, the conversion prob- 
{sured industry members that the|/lem would be less severe than 
|Defense Department will not ask/conversion to uhf, because vhf 
for any of tv’s existing vhf chan-|tuners and antennas are easier to 


| want in exchange. 


nels. In addition, he reminded! 
them that the Defense Department | 


Advertising Age, March 30, 1959 


including vhf. 


make, and more reliable. 


Much of the financing for TASO 
is currently using space scattered came from owners of vhf stations 
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Cherchez those femmes and where will you find them? In Delaware Valley, U.S.A., 
the gals with money in their hands and buying on their minds live in the 
suburbs for the most part. And The Inquirer hits ‘em right where they live! 


On an average weekday in booming suburban Delaware Valley, 330,000 adult 
women shop The Inquirer pages ... only 262,000 turn to Philadelphia’s other 
major daily. And remember—these suburbanites are 58% of the market’s total 


population ... buy 60% of its food .. . account for 57% of its retail sales. 


Lead from strength: schedule your advertising in the newspaper that reaches 
632,000 total adult women in the market (of whom 420,000 don’t read the other 
major daily). Most significantly, schedule the newspaper that delivers the major 
impact where the most business is done . . . the booming Delaware Valley suburbs! 


La Cae N ged pri Many Oe Gus. See ey ee Pe - ph EFUS! cae Pete ras Shee “ae 
Se OME TOSS geet Lopate ae es pees SCENERY Pe Vee seoitaas Sie tavern. 


For all the facts, all the figures, send for the extract of "Phila- 
delphia Newspaper Analysis" by Sindlinger & Company, Inc. 
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vho are determined to resist any 
move which would leave them 
with less coverage. 

The Assn. of Maximum Service 
Telecasters, which looks out for 
the interest of many of these 
established stations, warned its 
members at the NAB convention 
that they must be prepared to re- 
sist proposals to squeeze more sta- 
tions onto the existing 12 channels, 
in the event the allocation prob- 
lem remains unsolved in the fore- 
seeable future. 

Symbolic of the concern which 


station owners feel about this sit- 
uation is the fact that the Assn.| 
|}of Maximum Service Broadcasters 
drew 116 stations, out of a total 
membership of 117, to its discus- 
sion of allocation problems. + 


Wandtke Joins Runyon Co. 
Arthur P. Wandtke Jr., previous- 
ly advertising and merchandising 
manager of Kaiser Aluminum’s 
consumer products, has _ been 
named general manager and ac- 
count supervisor of Jack W. Run- 
yon & Co., San Francisco. He will 


direct activities on the Belfast;and now a resident of Salinas, 
Beverages account, which includes formed the organization. Charter 
Pepsi-Cola advertising for the Bay | meeting is scheduled for April 23. 


Area, Belfast beverages and Mug 
ARF Changes By-Laws 


Old Fashioned root beer. 
The Advertising Research Foun- 
Monterey Adclub Formed dation has amended its by-laws 
A new advertising club, the|to open membership to any U. S. 
Greater Monterey Bay Advertising| company advertising products or 
Club, has been formed for admen| services; any U. S. advertising 
from several California cities, in-| agency; any U. S. medium selling 
cluding Monterey, Carmel, Wat- | advertising space or time. Mem- 
sonville and Santa Cruz. Jim| bership was formerly restricted to 
Brown, formerly with Hoefer, Die- | organizations operating nationally 
terich & Brown, San Francisco,| or regionally. 
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Good Mornings begin with The INQUIRER for 1,352,000 adult daily readers 


NEW YORK 
ROBERT T. DEVLIN, JR. 
342 Madison Ave. 
Murray Hill 2-5838 


or, 


LOS ANGELES 


FITZPATRICK ASSOCIATES 
3460 Wilshire Boulevard 


CHICAGO 


EDWARD J. LYNCH 
20 N. Wacker Drive 


DETROIT 


RICHARD I. KRUG 
Penobscot Bldg. 


SAN FRANCISCO 


FITZPATRICK ASSOCIATES 
155 Montgomery St. 


Andover 3-6270 Woodward 5-7260 Garfield 1-7946 Dunkirk 5-3557 
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| Meyer Names Flemer 


John C. Flemer has been ap- 


pointed to the new position of ad- 
vertising manager of Wilson & 


Geo. Meyer & Co., San Francisco, 
western distributor of chemicals 
and plastics, He formerly was in 
the sales promotion and merchan- 
dising department of National 
Lead Co., New York. 


France. Cornell to Hartung 

J. H. France Refractories, Snow 
Shoe, Pa., and Cornell Mfg. Co., 
Laceyville, Pa., maker of farm 
equipment, have appointed M. W. 
Hartung & Associates, New Hol- 
land, Pa., to handle their adver- 
tising. 


Durkee Names Greve 

George F. Greve Jr. has been 
appointed assistant advertising 
manager of the Durkee Famous 
Foods division of Glidden Co., 
Cleveland. He formerly was an ac- 
count executive at Fuller & Smith 
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& Ross, Cleveland. 


a thinking 
man’s fluster 


FILMOTYPE 


Speed! Production! 
Finish that art! But where to 
obtain display lettering and type 
| best for the job... any and every job? 
| Filmotype Photo typesetting machine 
| of course! Nothing faster, easier to do, 
| more professional in appearance. And 
only pennies a word! Filmotype blends a 
| thinking man’s fluster with a printing 
man’s haste. 
AND CONSIDER: The most all-inclusive 
style selection in photo-typesetting/ 
| From 12 pt. to 144 pt./Screens, tints 
right from the machine./Almost 
limitless intermixing of faces. 


Note: Play it safe... save...with the Filmotype 
Pays-for-itself'' Purchase Plan. Write for 
complete details, today. 


FILMOTYPE 


7500 McCormick Bivd., Skokie, ili, 


Hove the Filmotype representative make 
an appointment in my own office for o 
demonstration. 

Send me further information about the 
Filmotype Photo Lettering Machine. 


| ae" 


O 
O 


Zone 


ee ca , 
Re oe 
i ae DF ONE eee Md oo ee, 2 Ge j Prveiir_ LS ee 
i yA : a att Mani Y\ 2 . ie WS 2 a ape 
’ Le aa ? me | out je = 4 “ head b —_ Fi . ccd 
6 SSS Cee 7 HOSES $ ae | ‘4 
, 7 ha fi \ T Ft SS rt a sie <4 t a Wy, ies 
# | w ee: pf — ko . 2. le ~ oo .. | ee 
| >. 4am ete y None if -_— | a (i | 
DD pets) |) r A ) m o 
- — \ : a. - Fg + “y i r 7 ~ — 
; 4 tas Se & , Sea ° | Ms sf if. ' ' e 
a a we OX j Ket “a yd IN ‘ l owe a one 
" TU Sh -/ JS ‘i a ¢ ee a 
m Sy GEN PU 2, | Fea ce | , _— 
+e ee om)\ ise ey 4 3) DS oo | r. q 
og we 2 : | ‘a 
ee Te aS CT solveDBY.. Fe 
ITN \ Sa 7 = am 
) i ] CI to Se J y, , 
a BE PSR NA JF HE 
bias k ] = ta " at ‘* VA r) 
- ip SI SSC Dat 
ae ee Bere: Me Vises oa J a r. \ Mss * , te 
ll Be eee OI \ NA Oe " 
. | ye 
% [wee Che Philadelphia Pnguirer . 
- | | : . 
; ee 
Be pe Es Pe es a . 
: : | OO greener ED J 
o A667 000 meer 
; DS SS ee . 


24 Advertising Age, March : 


. 1959 


Lowell r--14 13 
Department Store Sales... ene 
ee: ll ety, Springfield ....... 1 lI 
ar — om, % S | Ri 17% . M h 21 WwW k New York District —i —s8 
You, too, can get CHOOLWE merchandising ) Dales Hise 17% in Marc oe [le 
Y New York-N.E. 
" | WASHINGTON, March 26—Depart-, land, 16%; Richmond, 38%; At- Ba Jersey ..... . - a -8 
h | Muncie, / |ment store sales across the U. S.|lanta, 10%; Chicago, 10%; St. ~+oy~ amare ~ = “ 
e p in | during the week ending March 21| Louis, 15%; Minneapolis, 14%; Rochester r+ 2 1 
—the next to the last week before | Kansas City, 17%; Dallas, 12%,| Syracuse ....... , _ =f —1 
# Mr. Joe Burke, General Mills, says, “Mer- Easter—were 17% above sales for|San Francisco, 16%. Philadelphia District $2 +46 
q chandising, that is, good merchandising is | the corresponding week of last} A detailed breakdown of sales | gm Areas Le . 
a important to any promotional activity. You year, the Federal Reserve Board | for the week will not be available qrenton = oa 1 3 
G don’t have to ask the MUNCIE STAR and reported today. until next week. For the previous Lancaster ...... r410 +50 
Wy MUNCIE EVENING PRESS for this The board pointed out that this|}two weeks sales broke down as en sean 7. ‘a 
4 service—they are always offering their help. high sales gain reflects the fact, in | follows: Hs ~ Rgppecmetemmag ' 4 = ~ 
4 Why don’t you use these two great Eastern | part, that last year Easter came on a Witens-Mecve—Masteton . r— 2 16 
3 . | April 6 % Change from ‘58 6 8 
f Indiana newspapers? Pp . | Week Ending | Cleveland District .. - Ob + 
4 a, fer, Mier. Metropolitan Areas 
® For the year to date, sales were | nitrict, Ares, and City 7 14 Lenington CGS 3 4 is 
P . : ‘ 4 . anton .... are + + 
al 9% above the like period last UNITED STATES ...... +5 +9 Cincinnati inna + 9 +16 
year. For the four weeks ending Boston District ..... 0 —10 Cleveland . + 7 +2 
: March 21, sales were 10% above Metropolitan Areas Downtown Cleveland +2 3 
MUNCIE, INDIANA g the previous year. SED - Geamtaniocensmebiercoes 0 — 9 Columbus ‘i + 6 + § 
Cae ; “ae Hy-Smi Pg 5 kal Downtown Boston -§ —Z Springfield +18 + 2 
ee ee ee ’ A All 12 FRB districts showed sales Suburban Boston ...... +12 + 2 Youngstown +10 +16 
ttl iis Pa alll gains: Boston, 29%; New York, Cambridge «0.0... +6 +23; Erie id = +10 
16%; Philadelphia, 34%; Cleve- QUINCY ecesseree- oa Pittsburgh . 7 + 9 
: i Downtown Pittsburgh + 6 + 8 
— — ; P — rie: ia) Wheeling-Steubenville 0 +10 
ee Richmond District . r— 1 +1 
Metropolitan Areas 
Washington .. + 2 15 
Downtown Washington r— 7 +13 
, yor 3 > : : Baltimore r— 7 + 5 
ITS SPRI wate Some typical comments from letters which are on file enna Watkanaes —17 7 
. NG F ---AND READY TO SERVE! with tear sheets in our office. Richmond + 4 +12 ' ee 
z x . i n 5 i 
R r re al “The registration and reproduction quality were such that no — So yp Bin: * ns i - 
i" t make-ready was necessary.” A CAROLINA NEWSPAPER Birmingham + 1 + 4 Rey 
GN ANVEN 5 Mobile +2 418 se 
ee ee oe ete Fa ee Jacksonville + § +12 i “a 
. the comments from our stereo department were ‘If all the Miami soe +15 +9 ae 
. , . - so” Downtown Miami +10 + 7 Me 
color mats were like this one, we would give you a good print. Pe ic 11 ae } e 
AN OHIO NEWSPAPER Augusta .. 416 M 
Columbus .. — 5 3 i 
ee ee ee ee New Orleans + 4 + 2 ’ 
“In our opinion, the material was perfect and if we are supplied Knoxville r+ 3 fhe. 1, 
with the same type of material on any future advertisements, we — + ge ee. “ee = 
know we can give you satisfactory reproduction.” yo ait eae 8 6 ; . 
A SOUTHERN NEWSPAPER Indianapolis aS aes 7, 
Detroit ‘ +22 +39 it " 
parece asa a ee eee ee 2 ee ee Grand Rapids .... +11 +4 { “ 
“Our Stereotype Department informed me that the mats were very, Milwaukee .............. +o ie a: 
} sd St. Louis District . +10 +18 ; a 
: very satisfactory. A NEW YORK STATE NEWSPAPER | “Seeteemeaiiies Buneds ', 2 
j —-- ——- Te Little Rock .......... +9 +420 } 
j “ . Louisville jachenee +12 +38 , | 
Our Stereotype Foreman . . . remarked that the mats were very ae taste tt ee q 
good and, as a result, gave a good reproduction. | Memphis ............... + 8 +19 
A WISCONSIN NEWSPAPER _ae> eg hoon r— 4 +9 \] 
4 } etropolitan reas 
5 ee Re ey ee eee ae | Mpls.-St. Paul ...... ee 9 q 
OMELET iid “.. our congratulations on the excellence ...and fine quality a. — Suburbs ’ oe : 
r <ovS fe of printing material which was supplied us. It is a pleasure to Cities = ‘6 | 
% work with this kind of material.”” A NEW YORK STATE NEWSPAPER Duluth-Superior +2 +14 q 
J deat dee Gai Sete Ch Site Cee Gp Cam Gt em Ge Gas caw Gio Ga cn” GED ea CED ae ED ee ee ee EEE ee coe ee Kansas City District +7 +19 i 
' r Metropolitan Areas ; 
— : Denver ........... : r+l14 +19 
This page advertisement appeared in full-color R.O.P. Topeka ........ +12 +19 ' 
in 56 newspapers. beg Cit % ; ; He 
ansas w 4 + 
Downtown Kansas City — 9 + 9 Hi 
THE EXPERIENCE OF THESE COLOR EXPERTS st. Joseph Sah 
Albuquerque r+19 +24 
WITH PROGRESS R.0.P. COLOR MATS Okianoms Guy te 
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City { 
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: ‘ ‘ ‘ Fort Worth .. 15 4.23 
Ever since the inception of R.O.P. Color, are seeking to your R.O.P. Color problems. | RE ene ie 
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we have been experimenting, developing, No, we do not claim that Progress | gem Semmatnen Wéstetes 413 418 
i i j P P P ° Metropolitan Areas 
improving . . - seeking to endow Progress R.O.P. Color Mats are the perfect mats; fat iiehens te 40 (48 
R.O.P. Color Mats with superior shrinkage- for our development program is continu- ar aay | nates ; 22 
resistance and register-preservation. ous, and it promises even greater out- ey ning = oe 
: . *,* . a oO ° a aoe t + 
Evidence of the progress we have been standing qualities in the near future. Sen Prencieco-Oskland .. +8 +18 
. . . ° an rancisco ity + 
making is found in the comments of these However, we do say this: Progress Oakland +2 +8 
‘ San J +18 426 
practical R.O.P. Color men who cast from R.O.P. Color Mats have produced excep- me viene - Ls 
. . . : é 4 +16 
Progress R.O.P. Color Mats to publish tionally fine results, and have received —— ‘3 i 
is . « j « « . i . i *) Ss k + 3 + 3 
— 4-color Sealtest copy in February and exceptionally high praise from newspapers, — tS te 
‘ nn . : , . - s P iY tac r—Revised. **Data not available. 
rch. heir experience and the results advertisers and their agencies. i te To Oy Bn yen 
they obtained (as well as the results ob- Want to know more about them—and | 2 Fone eae select te pert the Bist thet lest 
: = year ster was on pri while Is 
tained by some 50 other papers that ran about their cost? (/t’s far below the cost of | year it will be on March 29. For this @ 
1 ° > y . reason it is estimated that in comparison 
the Sealtest copy) may lead you—if you most other R.O.P. mats, regardless of quality.) with last year an allowance should be 
. P ° made for an increase in sales of about 
get in touch with us—to the answers you Write or phone us . . . now. Gar cunt tee Gn Gees af Ghaeh ob 
whole and a corresponding decrease for r 
the month of April. These allowances ap- 
ply to the figures for the United States 
PROGRESS pPLateE MAKING COMPANY 
Poy = 
Pp” 923 Filbert Street, Philadelphia 7 WAinut 2-0447 Pontiac Commissions Sandburg 
° Carl Sandburg has been com- 
a missioned to write a spring poem 
PP x, THE PROGRESS + HANSON + PROGRESSIVE Group 


for the “Gene Kelly Pontiac Spe- ’ 
cial’ which will be presented on \ 


ONE OF AMERICA'S MOST COMPLETE GRAPHIC ARTS ORGANIZATIONS 


; ; ! 
PROGRESS Plate Making Company HANSON Electrotype Company PROGRESSIVE Composition Company foowly pO lg Penton, atic 
923 Filbert Street, Phila. 7 Sth & Sansom Streets, Phila. 7 ‘ Sth & Sansom Streets, Phila. 7 Gene Kelly will dance as Mr. 
WAlnut 2-0447 ' WAlnut 2-5567 ' WAlnut 2-2711 Sandburg reads his special poem 
F ; in the hour-long colorcast. The { 
SALES OFFICES: NEW YORK . NEWARK - WILMINGTON | LANCASTER , BALTIMORE WASHINGTON , RICHMOND agency scheduling the show is 
: MU 2-1723 MA 3-5224 OL, 5-6047 EX 4-1675 SA 7-5302 EX 3-7444 Mi 7-2771 MacManus, John & Adams 
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Johnston & Murphy advertisement prepared by ie ienont Advertising Company 
“This new campaign in The New Yorker has been terrific... 
Opened new accounts . . . awakened dead accounts, including large ones . . . 
stimulated tie-ins in store displays . . . turned new style-ideas into a ; 
volume shoe ... received many admiring comments from customers and retailers.” 


THE 
2 2 V.P. Sales, Johnston && Murphy Division, NEW YORKER 


General Shoe Corporation MAGAZINE 
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SHERATOI 


HOTEL RESERVATIONS < 
Coast to Coast in the U.S.A. and in Canada 


oe SOS OOO TOO Oe ee, 
— 


Call any of these numbers: 


CHICAGO —WHitehall 4-4100 


/ 
/ 
i 
' DETROIT—WOodward 1-8000 — PHILADELPHIA—LOcust 
\ 
\ 
\ 


— 
Deen m ama ae eae weaaoe™ 


Plensing 0 convention? Write for Sheraton's 96-page facilities booklet. 
, Mass 


ress Sheraton Corp., 470 Atlantic Ave., Boston 


SHERATON HOT 


NEW YORK—CHickering 4-0700 LOS ANGELES—DUnkirk 2-717! 
SAN FRANCISCO—EXbrook 2-8600 


4-second electronic RESERVATRON or Direct-Line Teletype 


in these and other principal cities give you fast free room reserva- 
tions in 38 cities, coast to coast in the U.S.A. and in Canada. 


|Roswell Galbraith, 
’ a 
ast Inquirer’ Executive, 
NEW YORK SPRINGFIELD, Mass. 
BOSTON ALBANY ; H Ht 
WASHINGTON SOCHESTE® Dies at 46 in Fire 
PITTSBURGH BUFFALO 
BALTIMORE SYRACUSE DOYLESTOWN, Pa., March 24— 
PHILADELPHIA BINGHAMTON, N.Y. | Roswell Niles Galbraith, 46, assist- 
PROVIDENCE (Opens early 1959) j}ant to the circulation director of 
< ATIANTIC CITY the Philadelphia Inquirer, was 
7 \ silica <—e ners fatally burned yesterday morning 
MCA APOU when fire destroyed his home nine 
, oe canade ry miles south of here. Mr. Galbraith’s 
CINCINNATI SIOUX CITY, lowa wife and children were saved, but 
ST. LOUIS SIOUX FALLS, S. D. he reentered the burning house 
OMAHA CEDAR RAPIDS, lowa 


and collapsed in the kitchen, where 
he was found after the fire. 
Mr. Galbraith joined the In- 


AKRON 


\ 
8-3300 1 _— 
! 
r 
! 
r) 


LOUISVILLE AUSTIN _ Ps e 

DALLAS MOBILE, Alo quirer last June as assistant to the 

(Opens early 1959) circulation director. Previously he 
WEST COAST had been associated with the su- 

SAN FRANCISCO PORTLAND, Oregon permarket division of the Bureau 

= ANGELES (Opens fall 195 of Independent Publishers & Dis- 

ae i tributors. 
esneatnies iy eh tals’, Ont. After graduation from Cornell 


University in 1936, he became an 
advertising salesman for the New 
York Herald Tribune. During 
World War II he saw service in the 


TORONTO HAMILTON, Ont. 
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A limited amount of 
ADVERTISING SPACE 


still available 


providing reservations reach 
us by April 9... and printing 
material is in our plant by 
April 13th. 


REGULAR CARD RATES 
Tableid—1,000-line page, 
5 columns by 200 lines 


N. L. JAMES 


Manager, General Advertising 


Rocky Mountain News 
Denver 1, Colorado 


Or Your Nearest Office 
General Advertising Department 


ARS 
OF 


@ from the Old West of Gold Rush and ox wagon 
trains . . . to the vital New West of modern sky- 
scrapers, atom-powered planes, turnpikes and 
fabulous growth. 


.... coming Sunday, 
April 19, 1959 


BIG — COLORFUL —EXCITING 


100th ANNIVERSARY 
CENTENNIAL EDITION 


Rocky Mountain News 


Denver's "Good Morning" Newspaper 


In April, 1959, the Rocky Mountain News will complete its first 
century of service to the people who live in the Rockies and on the 
Great Plains of the West. This century has worked some mighty 
changes and the News has played a vital part in all of them. In 
our 100th Anniversary Edition, to be published on Sunday, April 19, 
1959, we will tell the exciting story of the first edad years, 
beginning with the "Pike's Peak or Bust" gold rush of 1859 down 
to the fabulous present day of turnpikes, skyscrapers, Titan missiles 
and atom-powered planes. This will be the story of events, places 
and people . . . the hardy pioneers, the prospectors, the men and 
women of vision who have built the Rocky Mountain West into the 
fastest growing region in the country. In short, it will be a lively, 
historically significant summary of Colorado's first century, a 
souvenir of Colorado's Rush to the Rockies Centennial that readers 
will treasure for a lifetime. 


Rocky Mountain News 


SCRIPPS-HOWARD 
NEWSPAPERS COLORADO'S FIRST NEWSPAPER — Founded in 1859 
Represented by 
SCRIPPS-HOWARD NEWSPAPER 
New York - Chicago - Detroit - San Francisco - Dallas} 
Philadelphia - Cincinnati 
eee ta ld ae Tie. easel a ~" me ees RP ae : ee” Tay. “ae 


Advertising Age, March 30, 1959 


Navy; after the war he returned 
to the Herald Tribune as country 
circulation manager. In the late 
1940s he was named national cir- 
culation manager. He resigned in 
1955 to become circulation director 
of the News, West Chester, N. Y., 
which later suspended publica- 
tion. 


HAROLD R. CARSON 

CALGARY, ALTA., March 24—Har- 
old Robertson Carson, 64, one of 
the pioneers of Canadian radio, 
died March 17 at St. Paul, Minn., 
while enroute to Florida from his 
home here. 

Mr. Carson was president of All- 
Canada Radio & Television Ltd., 
sales representative of 29 radio 
and 19 television stations. He en- 
tered the Canadian radio business 
in the early 1920s, when he estab- 
lished a station at Lethbridge, Alta. 
He established All-Canada in 1937 
and had been president since its 
formation. It was the first exclu- 
sive station representative in Ca- 
nada. 

In addition to his broadcasting 
interests, Mr. Carson was president 
of Quality Records Ltd., Toronto; 
vp of Taylor, Pearson (Canada) 
Ltd., Edmonton, and a director of 
Sicks Breweries Ltd. here. During 
World War I Mr. Carson served 
with the Royal Air Force. 


EDWIN BALMER 


New York, March 24—Edwin 
Balmer, 75, author and former 
editor and associate publisher of 
Redbook, died of a heart attack 
March 21 in Phelps Memorial Hos- 
pital, North Tarrytown, N. Y. 

Mr. Balmer was editor of Red- 
book from 1927 to 1949 and was as- 
sociate publisher until his retire- 
ment in 1953. 

Born in Chicago, Mr. Balmer 
was graduated from Northwestern 
University in 1902 and received a 
master of arts degree from Har- 
vard University in 1903. He then 
became a reporter on the Chicago 
Tribune. 

He was the author or co-author 
of 25 novels. He also wrote many 
short stories, some of which were 
produced as plays, motion pictures 
or on television. 

A former president of the Socie- 
ty of Midland Authors, Chicago, 
he also had been chairman of the 
editorial committee of the Maga- 
zine Publishers Assn. and was a 
member of the Union League, 
Harvard, and Dutch Treat Clubs in 
New York and the University Club 
in Chicago. 


HERBERT ROSS DOAK 

Tucson, March 24—Herbert Ross 
Doak, 83, retired advertising exec- 
utive, died March 16 in a hospital 
here. He came to Tucson from 
Philadelphia in 1940, shortly after 
retiring as treasurer of the old 
F. Wallis Armstrong Co., Philadel- 
phia. 


HENRY A. N. PEIRSOL 


PHILADELPHIA, March 24—Henry 
A. N. Peirsol, 77, advertising man- 
ager of the Catholic Standard and 
Times Publishing Co., died March 
16. He had been with the local 
Catholic weekly for 25 years. 


ROBERT H. BUTCHER 


New York, March 24—Robert 
H. Butcher, 24, sales representative 
of Transportation Displays Inc., 
died March 22 of a heart attack 
while visiting friends in Cranbury, 
N. J. He was a graduate of Prince- 
ton University. 


Port Named to Board 

Richard B. Port, advertising 
manager of P. H. Hanes Knitting 
Co., Winston-Salem, N.C., has been 
elected to the company’s board. 


Burnett Promotes Lins 


Robert H. Lins, copywriter at 
Leo Burnett Co., Chicago, has been 


named copy supervisor. 
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k now that we are the only large 


circulation youth magazine that publishes during the 
summer? This means that, for back-to-school advertis- 
ing, the BOYS’ LIFE September issue (in its readers’ 
hands by August 25), is the most effective youth me- 
dium to use. 


Now, as a special assist to advertisers in the September 
issue, we have built a new back-to-school promotion 
around the power of this seal. Used as tags, stickers, 
and display cards and posters, the seal identifies its 
product with the integrity of the magazine and the 
unequaled loyalty of its readers. (Ask any boy what he 
thinks of BOYS’ LIFE. Or, better still, ask Starch to 
show you the kind of unbelievable readership scores 
our boys rack up for your ads.) 


BOYS’ LIFE 1,847,24 


The Magazine That Reaches The NEW GENERATION Published By The Boy Scouts of America 


Well, the promotion will be an all-issue affair. There'll 
be a special back-to-school cover for September and a 
batch of editorial features; articles and fiction, setting 
the back-to-school mood for your advertising. 


Of course, we'll supply your sales staff with the com- 
plete package to carry to the field. But, for the heavy 
merchandising support, we’ll provide hand tailored 
store material to meet each advertiser’s needs — using 
the seal where desired. 


If you’re interested, the list of advertisers already in 
includes top accounts in boyswear, stationery, type- 


writers, shoes, and fountain pens. If you haven’t looked 


into it yet, may we suggest you do? We’re sure you'll 
find it a most profitable promotion, professionally 
handled and well worth your effort. 
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YOUR MOST RESPONSIVE MARKET FOR FROZEN FOODS, CONVENIENCE FOODS AND APPLIANCES. 


The 1,830,000 home freezers in the 
giant market saturated by FAMILY 
WEEKLY and its 178 distributing news- 
papers stamp it as one of the country’s 
greatest potentials for appliance and 
convenience food sales. 


FAMILY WEEKLY households rank far 
above average in ownership of home 
freezers. Nearly one out of every four 
families has one—a record over’ 50% 
above the average of all Starch- 
measured magazines. Grocers in the 
markets saturated by FAMILY WEEKLY 
do a whopping $6,925,614,000—14.4% 
of the U. S. total of food store sales. 


FAMILY WEEKLY readers serve more 
meals at home. They do more home 
entertaining. They buy more food and 
equipment for home use. They are re- 
sponsive to advertising in FAMILY 
WEEKLY. And to the colorful food pages 
that feature authentic, kitchen-tested 
recipes and menus in every issue. 


FAMILY WEEKLY’s saturation of 178 
markets is an important influence in the 


Of the $385 million in home freezer sales 
last year, 80% were made in communities 
with populations of 250,000 or less. FAMILY 
WEEKLY saturates 178 of these markets. 
The freezers owned by FAMILY WEEKLY 
readers equal the number of freezers sold 
throughout the entire U. S. last year! 


purchases of 4,456,911 homes each week- 
end. It reaches an average of more than 
SIX out of every ten families in 565 
counties (where its coverage is 20% or 
more). It averages over NINE out of 
ten families in 178 city zones. No other 
single medium can deliver such penetra- 
tion and impact in FAMILY WEEKLY’s 
178 key markets. 


Your FAMILY WEEKLY representative 
can show you why, alone or in combina- 
tion with other media, FAMILY WEEKLY 
belongs high on your media list. Call 
him today 


FAMILY WEEKLY MAGAZINE, Inc. 
Leonard S. Davidow, President and Publisher 
163 North Michigan Avenue, Chicago 1 


EW YORK 22: 405 Park Avenue 
petnoir 2: 3-223 General Motors Building 
CLEVELAND 15: 604 Hanno Building 
LOS ANGELES 5: Blanchard-Nichols, Assoc., 633 South Westmoreland Aven 
SAN FR ey 7: Blanchard-Nichols, Assoc., Phillips & Von Orden Bidg., 900 Third Street 
MIAMI 32: J. Bernard Cashion, ‘Chamber of Commerce Build 
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2 STATES 
2 COUNTIES 
ONE 


MINN. 
J (Largest 


Minneapolis 
and Spokane.) 


\ 


Don’t split this important “metropolitan” market 
because of a state-river boundary! Only this tech- 
nicality prevents the Fargo — Moorhead 2-county 
area from being listed as a “standard” metropolitan 
market. We live and buy as ONE big community, 
with 104,500 people in the 2-county area, 277,100 
in the big retail trading zone. And The Forum-News 
delivers almost 100% coverage where you want it, 
compared with only 8% by any Minneapolis daily! 
Represented by Kelly-Smith Company 


THE FARGO FORUM — 
_ Moorhead News a 


Largest circulation in North Dakota and western Minnesota 


Advertising Age, March 30, 1959 


| Along the Media Path 


“METROPOLITAN” | 


WJR, Detroit, is sending out a 
three-dimensional mailer to na- 
tional advertisers and agencies: A 
box with a pair of dice all single- 
spotted, so they invariably roll 
“snake eyes.” The theme is “Snake 
eyes means you lose.” The piece 
illustrates the station’s policy of 


art and copy are being used in 
ads. 


e The Chicago Daily News says 
that as far as it has been able to 


'to reproduce the portraits on U. S. 
{currency from the $1 bill to the 
$100,000 bill. The newspaper took 
advantage of a new U. S. law 
which allows printed illustrations 
of money to accompany news items 
|in newspapers. The 


A good 
SALESMAN 


is more 
believable... 


and 
soisa 


sood 
STATION! 


ITY people, farmers, everybody believes a sincere, 


established salesman more readily than a fast- 
talking Johnny-Come-Lately. 


This is exactly why WHO Radio sells better. For 
generations WHO has been known and respected through- 
out lowa — and Iowans believe what they hear on WHO 
Radio. We make every effort to keep this confidence 
by providing them. with outstanding professional pro- 


gramming — the best in news, sports, entertainment. Des Moines . . 


As a result, more lowa people listen to WHO than 
listen to the next four commercial stations combined. 


And they BELIEVE what they hear! 


Next time you consider radio — radio with the same re 
iliate 

outstanding qualities you demand in a salesman — 
remember to ask PGW about WHO, the very best there 


is in Iowa radio! 


Ser aoe eae ae 


~ 
Py EN 


ay 


. 


WH 


for lowa PLUS! 


« 50,000 Watts 


Col. B. J. Palmer, President 
P. A. Loyet, Resident Manager 
Robert H. Harter, Sales Manager 


WHO Radio is part of Central Broadcasting Company, 
which also owns and operates 
WHO-TV, Des Moines, WOC-TV, Davenport 


Peters, Griffin, Woodward, Inc. 
National Representatives 


no double or triple spotting. Same | 


determine it is the first newspaper | 


illustration | 
__.|ink on green paper—NBP’s colors 


must be in b&w and either less 
than three-fourths or more than 
one-and-a-half times the size of 
the actual money. The News’ re- 
productions were part of a special 
section March 19 on banking. 


e Steel will present its Workshop 
Report No. 1 in Cleveland on April 
|1. This workshop will deal with 
“Emotional Factors Underlying 
Purchases & How to Employ Them 
in Your Selling & Advertising to 
Metalworking.” For further infor- 
mation write Steel’s marketing 
| workshop, Penton Bldg., Cleveland 
13. 


_@ When National Business Publi- 
cations switched banks, it decided 
to personalize its checks. Natural- 
ly, the checks are printed in brown 


|—but in addition a message is on 
the reverse side. It says: “Network 
of business know-how—Technical, 
professional, scientific, industrial, 
merchandising and marketing 
magazines in the U. S. and Can- 
ada—many of which make up the 
membership of National Business 
Publications—constitute a network 
of specialized know-how unexcel- 
led in communicating adult educa- 
tion and business information 
about new developments in prod- 
uct, method and service.” 


e Independent Magazine, which 
styles itself as “Kansas City’s 
weekly journal of society” and 
claims to be the oldest weekly 
journal of society in America, cel- 
ebrated its 60th year of continuous 
publication in March. 


e Department of New Laurels: 

Coronet reached the highest cir- 
culation level in its history during 
the second half of 1958, with an 
average of 3,068,430. 

Vision and Visao have main- 
tained their advertising gains pace 
set in 1958 in the first quarter 
of 1959. The seven issues of Vision 
totaled 202.5 pages, 12% more than 
in 1958, and Visao in ten of its 
13-quarter issues reported, carried 
272 pages through the March 6 is- 
sue, a gain of 13% over last year. 

The January-April, 1959, issues 
of Outdoor Life set a 61-year rec- 
ord in ad revenue. Revenue for the 
period hit $1,140,600, a 14.4% in- 
crease over the first four months 
of 1958. 

The Seattle Times’ classified 
section on March 13 carried 13 
pages, the heaviest volume the pa- 


per has ever carried. 

| The News, Pampa, Tex., pub- 
| lished its largest edition since 1952 
on Feb. 22, with a total of 64 pages, 
containing 56,210 lines of adver- 
tising. It was the “Saluting the 
Employes” edition, climaxing a 
“friendliest, most courteous” em- 
ploye awards poll, with 54,442 
readers casting votes. 

Successful Selling carried 
130.5% more advertising in the 
first quarter of 1959 than in the 
same quarter of 1958. 

The New York Times 1959 in- 
ternational travel section was the 
largest in the paper’s history. The 
46-page standard-size section car- 
ried 75,381 lines of advertising, an 
increase of 12,903 lines over the 
1958 section. 

True had a 23.5% gain in ad- 
vertising revenue for the first four 
months of 1959 as compared with 
the same period of 1958. The rev- 
enue for the period of January- 
April, 1959, was $1,304,511, an in- 
crease of $248,369 over the figures 
for the same period of 1958. 

The circulation of Look aver- 
aged 5,704,000 during the six- 
month period ending Dec. 31, 1958, 
the highest in the magazine’s his- 
tory, and a 6.1% increase above 
the circulation for the correspond- 
ing period of 1957. # 
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The jack-of-all-furniture 


that almost ended all furniture 


Ly 


Round about 1850, It might well have stopped the furniture industry 
an English cabinetmaker dead in its tracks. For the- monster 
named Taylor was a potpourri of almost everything 
devised a most monstrous everybody could ever want — 
piece of furniture. a washstand and mirror 


' 
! 
! 
a desk he \ 
‘ a table a 
” ae 


2F ~ “A ca A 
* seletanntsflpieennicieeantialniie an 
iy t Om 
= _/ / ' & =<— 


a bureau 


And in case of flood the whole thing collapsed 
and became a 50-foot life raft. Unsinkable. 


Fortunately, it flopped. Had poor Taylor been able to 

advertise in American Home, things might have been 

different. For if American Home can’t sell it, nothing can. 
It’s the magazine relied on by so many of today’s most money-making manufacturers. Some 
12,000,000 readers (3,600,000 families) regard American Home as their authority on furni- 
ture and floor coverings and appliances and draperies and just about AMERICAN 
everything else. One reason for their munificent buying is that every HOME 
month a major part of their favorite home-service magazine is devoted 
to news and ideas about all kinds of furnishings. Makes American Home 
the perfect setting for selling. 
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SELL THE DOCTOR WHEN HIS MIND IS ON MEDICINE... IN 


€ 


i REACHES EVERY PRACTICING PHYSICIAN IN THE U.S, TO AGE 65 e DR. WALTER C, ALVAREZ, EDITOR-IN-CHIEF 


THE DOCTOR'S MARKET PLACE FOR PRODUCTS HE BUYS, PRESCRIBES OR RECOMMENDS 


eae Ie 


Empresa Colombiana Reports 
‘58 Billings of $2,632,493 

Empresa Colombiana de Prop- 
aganda, Bogota, Columbia, reports 
billings of $2,632,493 in 1958, in- 
cluding $244,730 in capitalized fees. 
Comparable figures in 1957 were 
$2,497,020 and $184,406. 

New accounts listed by the 
agency last year included Arrow 
Inter-America, Bristol-Myers, 
Johnson & Johnson Inter-America, 
Buraglia, Sanforizado, Life and 
Calzado la Corona. Media break- 
down: Newspapers 41.5%, radio 
30.3%, television 13%, magazines 
1.9%, transit 1.7%, supplements 
05% and other media 11.1%. The 
agency has 26 employes and ex- 
pects volume to rise 20% in 1959. 


Band of Gold Names Wells 
Band of Gold Inc., Detroit, mar- 
keter of perfumes and colognes, 
has appointed William Wells Inc., 
Detroit, as its agency. The com- 
pany said it plans to expand into 
| West Coast markets soon. 


Orlando Sentinel-Star 


has the 


lar Sest circulation 


in Central Florida 


Orlando Seutinel-Star 


BRANHAM 


This Means You Can't Cover ALL of Florida 
without Us. ..... The Orlando Papers have 
6 times the TOTAL circulation of Jacksonville 
Times-Union, Miami Herald and Tampa Tri- 
bune in Our Five county area that spends more 


Supplement. 
than a half billion dollars a year. 


ano COMPANY / National Representatives 


OFFICES: Chicago - Detroit - Charlotte - Atlanta - St. Louis - San Francisco - Dallas - Memphis - Los Angeles - New York 


GATEWAY TO THE MOON 


Orlando Sentinel-Star Circulation Domi- 
nates The Cape Canaveral [Missile Base] 
area Completely with its Pink Regional 
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‘Save’ Postpones 
Debut; Will Run 
Three-City Test 


New York, March 24—Save, 
new bi-monthly magazine with in- 
formation on discounts, premiums 
and coupons that manufacturers 
offer consumers, has postponed its 
scheduled March debut. 

Publication of the digest-size 
magazine has been delayed because 
there were not enough participat- 
ing advertisers to go ahead on 
schedule, and now the publishers 
have decided to wait until tests 
can be made in selected markets. 

A company executive said a test 
issue will be distributed in June 
in Fort Wayne, Muncie, and Rich- 
mond, Ind., with the following 
advertisers participating: Bristol- 
Myers Co., Borden Co., Colgate- 
Palmolive Co., Pillsbury Mills, 
Procter & Gamble and RCA rec- 
ords. 

Save is owned by Rapid-Ameri- 
can Corp., parent company of Ra- 
pid Electrotype Co. and American 
Colortype Co. H. Bernstein is gen- 
eral manager of Save, and Walter 
Eichenberger is advertising man- 
ager. 


s Mr. Bernstein told ADVERTISING 
AGE that following the Indiana test, 
they plan to launch regional dis- 
tribution in October in two or three 
areas, still to be decided, and that 
full national] distribution will be 
undertaken early in 1960. When 
first announced, Save said it would 
have a circulation of 25,000,000 
U.S. households (AA, July 28, 58). 

Inez Holland, former president 
of Inez Holland House, toys and 
novelties manufacturer, continues 
as publisher of Save, Mr. Bern- 
stein said, but Sterling Advertising 
Agency, originally named to han- 
dle advertising for the publication, 
is no longer in the picture, and 
neither is Samuel Rivkin Co., 
which was named to handle the 
account in December (AA, Dec. 
15). A new advertising agency will 
be named, probably in the fall, he 
said. 

A test run was made last No- 
vember, Mr. Bernstein said, in 
Rockford, Ill., where 49,500 copies 
of Save were mailed Nov. 17, and 
in Jacksonville, Fla., where 88,700 
copies were mailed Nov. 19. 

In Rockford 29% of Save read- 
ers, he said, redeemed coupons and 
15% did so in Jacksonville, Over 
75% of the sample in both cities 
said that the magazine appealed 
to them. 


= Save’s pilot issue offered cou- 
pons of five major product adver- 
tisers. An audit in Rockford su- 
permarkets, he said, showed Save 
coupons accounted for 74% of Col- 
gate toothpaste sales; 72% of Kraft 
Italian dressing sales; 55% of Gen- 
eral Mills Betty Crocker boston 
cream pie sales; 44% of Kraft 
spaghetti dinner sales; and 25% of 
Lever Bros. Good Luck margarine 
sales. 

The publication will guarantee 
98% delivery of every issue, and 
each advertiser will receive proof 
of circulation, namely, a copy of 
the post office receipt and the bill- 
ing for undelivered copies. 

Editorially, the plan is to digest 
articles on fashions, decorating and 
cooking from other magazines. + 


Kline to Altman-Gilbert 

Lloyd Kline, for the past five 
years sales representative for Wal- 
laces’ Farmer, Prairie Farmer and 
Wisconsin Agriculturist working 
out of Des Moines, has been named 
a partner, vp and account execu- 
tive of Altman-Gilbert Advertising 
Agency, Des Moines. 


Hix Named KHOW Manager 
Robert S. Hix, formerly general 

manager of KOA, Denver, has 

been named general manager of 


KHOW, Denver. 
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Best Seller in CINCINNATI because: 


Here is a formidable coalition 
of magazine prestige and color, 
newspaper penetration 

and selectivity...... 
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the EX’T’RA dimension 
of great newspapers... 


HOME EDITED GRAVURE MAGAZINES 
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MAGAZINE 


NEW YORK 16 
386 Fourth Avenue 


iHIGH INCOME 


a class audience of 1,230,998 men 


Elks incomes rank 7th among readers 
of the 55 magazines in the Starch survey. 
Higher incomes enable Elks to spend more... 
more often... as shown by the high rating of Elks 
in most ownership classifications in Starch. 


To best reach and sell this high income men’s market, 
advertise in The ELKS Magazine. 


More information? Write for a copy of our booklet, 


CHICAGO 1 
360 N. Michigan Avenue 


your key toa 


MARKET 


The ELKS Magazine delivers 


with a median income of $6,798. 
23.1% earn $10,000 or more. 


“The Elks Market” 


LOS ANGELES 17 oy 
1709 W. 8th Street 


Reach America’s biggest families ‘ 


ER POE LID, FOG 


Nobody—but nobody—spends money like the 
heads of big families. It’s as simple as this: what 
children want and need—parents buy! And when 
it comes to big family units, there’s one sure way 
to reach them. This is through the well-read 
pages of the Our Sunday Visitor-Register Unit. 


Week after week, America’s biggest families— 
Catholic families—look to Our Sunday Visitor or 
The Register for religious news and features they 
can get in no general media. Scores of cost- 
minded national advertisers know that it pays 
them well to reach our readers—THE FIRST 
OF THE BIG SPENDERS, 


For facts about this concentrated market of 
“big spenders”—a market you could be missing 
—let us send you the complete interesting story 
of the OSV-Register Unit. Call or write today! 


Represented nationally by 


The FIRST of the big spenders! § 


ee ee ee se . —_ aa 


A LOT OF BIRTHDAYS! 
A recent study shows that OSV-Register Unit 
families account for as many births per year 
as these FOUR cities combined! 


rs ee a 166,815 
No rs ct ba PRED REDD 98,703 
ns ite ats ce oa Netw SRY 39,763 
sa 8 5 on woo swale ees. 23,801 
OO” are er 329,082 

OSV-Register Unit families ....... 330,842 


Dollars and sense logic 


June 30, 1958 ABC Publishers’ Statements show 
that Our Sunday Visitor-Register Unit has a cir- 
culation of 1,662,522. An actual BONUS of 27.9% 
over the Unit’s guarantee of 1,300,000—a gain of 
5.9% over June 30, 1957. Cost per page per 
thousand delivered circulation is only $2.53. 


Our SUNDAY Visitor -Recister Unit 


21.8% COVERAGE OF THE ENTIRE U.S. CATHOLIC MARKET 


Cc. D. BERTOLET & COMPANY, INC. 
CHICAGO-20 WN. Dearborn St./CEntral 6-0481 © NEW YORK-10E. 39th St, Room S19/Lexington 2.6188 
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Advertising Age, March 30, 1959 


Getting Personal 


Henry P. Boynton, head of the Cleveland agency that bears his 
name, at age 80 has turned playwright. He is finishing a musical 
about Jim Brown, a ripsnorter and counterfeiter in Ohio canal boat 

days. It will be performed by 
a summer theater group in 
suburban Peninsula, O., 
where Henry lives . . . Other 
* Cleveland news: Stuart Bu- 
chanan, account exec, and 
Larry Gray, art director at 
McCann-Erickson, are mod- 
eling for the client, Standard 
Oil Co. of Ohio. They are ap- 
pearing in ads, staunchly 
saying: “My car won’t run on 
anything but Sohio’s Boron” 
.. . John MacArthur, sales- 
man for McGraw-Hill in 
Cleveland, scored 20 points 
and was hottest on the floor 
in a basketball game between 
the McGraw “Hillbillies” and 
the “Wildcats” of Griswold- 
Eshleman Co. Heinz 
Stadthagen, media director of 
Griswold-Eshleman, left 
March 18 for a five-week 
tour of European markets... 
Nancy Schoenfield, daugh- 
ter of Al Schoenfield, pro- 
duction manager of Honig- 
Cooper, Harrington & Miner, 
San Francisco, is racking up 
quite a track record. She’s 
won a first place emblem as 
a member of the 200-meter 
medley relay winner in the 
national age group category of AAU, and has three first place 
national awards and one third place award won in the recent Na- 
tional Junior Olympics—and she’s all of ten years old .. . 


BIG CATCH—J. Seymour Margules, 
assistant vp of advertising and 
sales promotion for Western Union 
Telegraph Co., shows off the 105 
lb. sailfish measuring almost 10’ 
which he caught at Acapulco “aft- 
er six tries in as many years.” 


George H. Oestreich Jr., assistant publication manager of Holi- 
day, is the new mayor of Baxter Estates, N. Y., and Henry F. 


Woods Jr., vp of Young & Rubicam, is one of the two new village 
trustees there .. . 


Joseph M. Arnstein, vp for circulation of Esquire Inc., will be feted 
April 2 at a company party honoring his 25th anniversary with the 
company. He joined Esquire as a subscription clerk in Chicago in 
1933 ... Victor J. Clevasco, senior vp and a director of Albert Frank- 
Guenther Law, New York, on March 12 celebrated his 25th anni- 
versary with the agency on what he terms “my first and last job.” .. 

Memento department: Rheem Manufacturing Co.’s home products 
division has awarded a gold-plated Stillson wrench to Richard 
Bandler, head of the agency bearing his name, in recognition of the 
agency’s success in promoting the Rheem trademark in classified 
telephone directories... Herbert G. Ahrend of Ahrend Associates, 
New York, is the possessor of a new gavel, awarded him by the Na- 
tional Sales Executives as the “symbol of leadership in the develop- 
ment of ideas that sell.”’.. Charles G. Iwanicki, ad director of the 
Record-Journal Newspapers, Meriden, Conn., and immediate past 
president of the New England Newspaper Advertising Executives 
Assn., has been presented a wrist watch by the association... 


Hamilton Cochran, automotive marketing manager of The Satur- 
day Evening Post, finds he has a new crusade on his hands, correct- 
ing the wrongs meted out to Benjamin Franklin, esteemed founder 
of the Post. He’s pictured here 
holding a rare Staffordshire 
figurene (circa 1820) of Mr. 
Franklin. The only trouble is 
the statuette is plainly marked 
“The Old English Gentleman.” 
He bought the mis-identified 
figurene in a Philadelphia an- 
tique shop, and promptly be- 
gan looking for other such cas- 
es of misidentity. He didn’t 
have to look far. In the library 
of the Philosophical Society 
is one labeled “Gen. Washing- 
ton.” And in a glass case of the 
Poor Richard Club (Ameri- 
ca’s oldest adclub) is yet an- 
other, mis-enscribed ‘“Wash- 
ington.” .. 

Straight from Bombay, In- 
dia, comes news that Roger 
Faweett, vp and general-manager of Fawcett Publications, shot a 9 
ft., 5 in., Royal Bengal tiger on the first day of his safari... 


Charles H. Brower, BBDO president, April 4 will receive the 
plaque given yearly to the Rutgers alumnus who has “served his 
community, professional field and the university with distinction.” 
A 1925 grad, he’s served his alma mater as trustee and member 
of the board of governors . . . Hawaiian statehood was an un- 
expected bonanza for Nancy Webb, in the pr department of BBDO 
in New York. Several years ago, she and her husband, Jean Francis 
Webb, co-authored the book, “The Hawaiian Islands, from Mon- 
archy to Democracy.” The only such book for teen-agers, giving 
the complete history of the islands, it’s now set for renewed pro- 
motion by Viking. This was not her first publishing venture; Mrs. 
Webb is also the author of “Golden Feathers,” ‘Marcia Blake, 
Publicity Girl” and “Parties for Pennies.” . . 


Robert E. Johnson, senior vp of sales and pr for United Air 
Lines, celebrated his 30th year with the company on March 15... 


A eee cs cA, Bh a See ae Ua ease eee 7 oe x ae i ae \ ats ek aan ‘ Re one atte elie nee Se ts ‘ eee — Jy a ” pee 7 tal 
ee a ¥ singin th . : Lars  teatine i Hates : i ape - se ae ¥ mp are = 2 25 oF : gs i a aay si rn, sey ea neo . ter oe Fe) om se ‘ peg 
, : igre ae ee: zi RT ie gees is ee ccm ot ao co jg eh ae teal ey ne at Slee oe ae Seed ro SN et RW Ng ty ee 
_ - Sones s : TP GR i ne gues wa 4 ee. Be pie seal een an oe a Se iets ee ee eh opens ae Eon Aes Ieaeen Ces © an ee oe tg il eae ak ae Bia: eee L 
he: JS iar aA sn oy 4 : ree 7 lee ee SOP. Sos Sik Hi Se Se sc shes oe eee . Se oy eee a oe tare Seas amiee 
i filaes ee, ae Eanes ih ti a a eee ee ae en. 
r — L3 
34 ee ; a: 
eae 
| hot ae 
’ * SS . 2 baer ae 
j 7 4 A a re Re. 
ede ferns Brn 
7. v ci a 
ror. ae ee: 
— ee i, 
' oon eet 
as, ea 
a ' ah 
Ponti pie a, ‘ 
d ee ee 
J i Ag ee a eg 
§ i aes eis oe 
ee S ae mei we 
Bees 2 po er te Pe 
Nee. Re his ne ety as 
“ a ok ea Fe 
‘ en sth) 9 
aad 
eee 
u yds 
ee Whe 
‘ THE a ee So 
cary 
ee i 
: So FC ee a 
o 
ee ee eS of a a se 
ee 
: oon! we aa} s 3 i" Ree 
: a hace a 7 ; oe 464 2 ie pecan P sree 
9 aguas eee i i ea 4 3 _ pps ee. : i 
ean Be rs: eee ee , S| ; ae x eS ; ¢ Rie 
Be he ec ~ 74 2 ORR, oe Saini Pad ae 
ae a Pon = ‘ bs ibe seme | ae 2 : : 
5 i. Seger j era cee * af PRs i 2 Se ee 
er : . bs al ii pa iat > 
da eS 4 <i ee © oe le 5 jeu ‘ hee Mestre, 
: i, ae ~ ck 4 ai ees ae fa ee a Pipe wes 
ty 9 ai * a 4 4 e le ee ea 
ee = _ : re ite Se OLE REEE I ae ay om 
" ~ _ es . SE Nees : cai 
; y i i5ics — in ‘ Chest mem a pee 
Z 4 —w est P eo - an a . es) ate ‘ 
a : 2 ’ ’ f Seep eer. 1 ok a. 
= , i r et a ae aes: age dj 7 
is, : i me ; at - fe 
ec re) — irs. , | 
, a Pi ies 4 
| = “ ; om ih = Bd | ee | 
L a 5 ; ote ba Re cr oy eg a eee J eo 
E ay “ et — a i) ti oi 
: >. : * ; 4 ee ger a nee 
‘ = eater _ q i ee 4 eee: 
ae co a ae aa ’ ’ oy ae a rah ie 
a ~ Jae atten act 2 oe Ses ‘ ec a. ys ra ee ; ag £ 4 « | mr 
», Tee Salk kar ee ge gre ki ae @ SEs Lea oe é poy 
be ey eee ok ae ton a Ae A I ee: Smee” ¥ oa 
4 “9 al se MM es os ah - > a eee - oe, 
a ee ees / es A a 7: ca ¢ 4 
ne a es e), -~ > eran Tae ; h 
‘~ ae ie 7 ee ae a 7 4 - ,: Rare ae / ahs 
era * a A Ts or ’ i Die ‘ ‘a Bea ad : 
A: cee nn ae 2 he . 2 ‘ : 
: His te ees a tee Sie ae a eee _ 
a ee ee zs OM ae ares ea Pg : A’ _ —~ is 
‘ ae OO a ee <a Kae ak, aa time £ one 
Ee ee ee te un Peo eee » y ae. 
i, ae a ee Ado ines ee, | Pe 4 eae, 
‘> ¥ yas eae ae ee xe hie ¢ 35) cP * + a ae 4 sis 7 ack : isd 
¥ (A cae ee eames PY are cabs , he ; nl ; ex 
: 7 i. "ease ¢ 3 te igty . PERE SGN 3 a v 
we, < ’ —_ ee. “ ¥ Ph a J i= fray tea Wh: : a a i tie! \ 
Ww - > . *- . 
. . = on d 
4 - e 
a 
is 
eee Sue 
| a 
par 
ee 
oe 
=a 
at 
ee ee 7 
| . 
i] 
: P | 4 
| ce 
ar 
es | r 
i) 
- a | . - . 
Ye x s : ; FETS a 7 : ~ r , vi ee BP Ree % % + . ee Lane 7 oc ee re 
Rena. woe. OR 2 oe Memon es PS eee ees ae oh (AoE oe ae gta 
Ce fe Tele ee Pee eRe é.! 
hg?) SR eee Nae 4, i ~ 4 34 a Ee 
ants eee ae eee: Nike See - Bie eo: i a 


bi jhe py 


iran mp 


The biggest home run in America now starts from First 


No, we’re not changing the ground rules of America’s 
favorite sport. We’re simply acquainting you with an inter- 
esting fact, now that ’59’s spring training has begun: the 
weekday Los Angeles Times gets to more home plates than 
any other newspaper in America. 

Here at The Times dugout on First Street in Los Angeles, 
we’re not surprised. The weekday Times home-delivered cir- 
culation alone—a thumping 397,851 —is greater than the total 
weekday circulation of any other Los Angeles newspaper. 

And what homes! The Times reaches 66% more upper- 


income families than the second ranking newspaper... 60% 
more home owners... 134% more professional and executive 
households. 

Here in America’s fastest growing major market, where 
new arrivals now average 605 a day, The Times is making the 
largest circulation gains. And it delivers 83.5% of its weekday 
circulation home — where the buying decisions are made. 

So if you want to cover all the bases in Los Angeles, start 
your advertising’s home run from First. 

That’s the home base of The Times. 


First in the nation’s No. 2 market Los Angeles Times 


Represented by Cresmer and Woodward, New York, 
Chicago, Detroit, Atlanta, and San Francisco 
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The boom at the upper level, number 2: 
a message to business. 
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MILLIONS ARE ENJOYING | 
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In 1948 the families in the United States numbered some 42,- 
600,000. In 1958 that number had grown to 52,000,000—an in- 
crease of 22%. 


But while this was happening: 


¢« Families with incomes of $10,000 and over showed 
an increase of 235%. 


- U. S. overseas travelers increased some 215%. 


« Automatic clothes washer sales increased 189%. 
Throughout America the same dramatic change has been tak- 
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THE CLIMATE OF ACHIEVEMENT 


| ing place in automobile showrooms, in hi-fi salons, at travel 


: 7 


agents’ offices, in appliance sales centers. A new kind of cus- 
tomer is showing up in large numbers. 


The revolution at the upper level is powered by somewhere 
between 8 to 10 million families who continue to make the de- 
cisions, establish the trends, set the styles of this nation on a 
local—_and a national level. Of course, they do it with the con- 
sent (and even the admiration) of their fellows. 


Are they all TIME readers? Of course not. But a great ma- 
jority of them rely on TIME to keep them well informed; and 


those who don’t are surrounded by TIME-reading friends, busi- 
ness associates, colleagues and families. 


These millions are going to spell success for the companies 
they favor, whether these companies make cameras or chemi- 
cals, fashions or file cabinets. And whom they favor depends 
on what advertisements they read. And where they read them. 
You can reach these millions with maximum effectiveness 
again and again—only in the pages of their favorite magazine, 
TIME, The Weekly Newsmagazine*. 


*which achieved an all-time circulation high of 2,410,000 with its issue of March 2. 
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Few Client Shifts at Baker Agency; 
6 of 1] Have Been in Shop 36 Years 


eens 


Within the KWTV 
Community, more 
than 60 newspapers 
in more than 50 
towns carry the 
program logs of 
KWTYV .. . proof of 
KWTV's commanity 


Canadian Shop Since It 
Was Established in 1916 


| Toronto, March 24—Baker Ad- 
|vertising Agency, which last year 
billed $6,500,000, has 11 clients— 
land six of them have been with 
jthe shop for 36 years or more. 
Oldest client at Baker is Manu- 


| Baker Family Has Run 


lsigned on in 1916. Carnation Co. 
Ltd. went aboard in 1918. Adams 


‘facturers Life Insurance, which 


verage! Brand Sales (Chiclets) named Ba- 
gtemcete ker in 1919; Kodak followed in 


was a late comer, moving to the 
| agency in 1923. 
That was the same year Baker 
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In Philadelphia nearly everybody reads The Bulletin 


The Evening and Sunday Bulletin, Philadelphia 


ADVERTISING Orrices: Philadelphia * New York * Chicago 
RePReSENTATIVES: Sawyer Ferguson Walker Company in Detroit * Atlanta * Los Angeles * San Francisco 
FLoniwwa Resonts: The Leonard Company * Miami Beach 


1920; and Frigidaire of Canada| 


| was named by a food company. iy 
‘But the agency didn’t get to do) | 


{much advertising for it, because 
'the client was absorbed by Gen- 
|eral Foods. And that’s how Baker 
istarted handling GF of Canada, 
now its biggest piece of business. 
|Baker, incidentally, has handled 
|the ad bows of more than 40 dif- 
'ferent General Foods’ products 
and is currently working on eight 
major GF brands. 


s If Baker is distinguishable for 
its longtime clients, it is also un- 
usual for its single-family man- 
agement. The agency was founded 
by R. A. Baker, who had previous- 
ly been business 
manager of the 
Toronto Daily 
Star. Today it is 
headed by his 
eldest son, W. R. 
Baker. Two other 
sons also entered 
the business. R. 
C. Baker is now 
vp and account 
supervisor. How- 
W. R. Baker ard F. Baker, 
who died in 1954, 
also had worked up through the 
ranks at the agency. The sons all 
started in the business as 50¢-a- 
day parttime apprentices. 


= The 48-year-old agency—which 
today handles 56 different prod- 
ucts, including 24 leading Cana- 


|dian brands—was a pioneer in 


several fields. It was the first to 
buy space in the comics section 
of the Toronto Star Weekly, and 
it was the first to use split color 


| pages in the roto sections of week- 
;end papers. Baker was also an 


early advocate of consumer re- 
search, setting up its panel of ur- 
ban and rural homes in Ontario 
as well as a second panel spread 
across Canada. 


® Long active in radio and tele- 
vision, Baker claims to be the first 
agency to specify exact times for 
spot radio commercials. An ex- 


‘ample: purchase of the last 60 


seconds prior to 8 p.m. newscasts. 

Baker is proud of its handling 
of advertising in the French lan- 
guage, which -means mostly in 
Quebec. The agency claims first 
or second place in sales for 29 of 
the 56 products it promotes in 
that language. It attributes its 
success in French Canada market- 
ing to its early recognition of the 
need for concentrating on Quebec 
as a separate and distinct mar- 
ket, to be wooed in its own idiom. + 


Capital Airlines Sets Major 
Push in Four Magazines 

Capital Airlines will run its first 
large scale magazine ad program 
since 1956 starting in the March 
issues of Sports Illustrated, The 
New Yorker, Time and U. S. News 
& World Report. Capital has 
scheduled 36 full-page ads in the 
four publications. 

The subject for the initial ad is 
Mel Garlow, a Capital pilot, who 
on March 7 became the nation’s 
first commercial pilot to log more 
than 1,000,000 miles in jet-pow- 
ered aircraft. Kenyon & Eckhardt 
is the agency. 


Armstrong Cork Establishes 
International Marketing Unit 

Armstrong Cork Co., Lancaster, 
Pa., has set up an international 
marketing division to supervise 
sales activities overseas, whether 
by export or by foreign manufac- 
turing operations. Fred M. Ritts, 
formerly head of the old export 
division, will be general manager 
of the new division. Richard C. 
| Stork, formerly manager of build- 
|ing materials and industrial sales 
_in the export division, will be as- 
| sistant general manager. 
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AN OPEN LETTER 


TO SOME TOBACCO COMPANIES 
AND THEIR ADVERTISING AGENCIES 


Ithough this seems difficult for people connected 
with the tobacco industry to recognize, there 

are some people who should not smoke. Many 
people who have ulcers, high blood pressure or 
heart conditions, are ordered by their doctors not 


to smoke. In the case of phlebitis, smoking may 
be lethal. 


Most people after they have acquired the ciga- 
rette habit find it difficult and often painful to stop 
smoking. Some years ago research scientists at 
Loyola University of Chicago discovered a com- 
pound that was harmless, pleasant and easy to 
take, yet would help anyone who wanted to stop 
or cut down smoking. This is marketed by the 
Campana Company of Batavia, Illinois. It is called 
Bantron. 


Bantron has behind it a long background of 
clinical testing. It is used by many doctors them- 
selves and recommended by doctors to their 
patients. There is overwhelming clinical proof that 
it actually does what is claimed for it.* Having 
examined this proof, leading magazines and news- 
papers in the United States, in Canada and in 
other countries around the world have carried and 
are carrying Bantron advertising. However, in this 
country some cigarette companies and their 
agencies have been making insistent efforts to get 
publications to refuse to carry this advertising. 


In some ways this seems strange. Bantron ad- 
vertising does not in any way attempt to dissuade 
people from smoking. It does not tell them that 
they should not smoke or that smoking is bad for 
them. It contains such phrases as: “To smoke or 
not to smoke is something everybody has to decide 
for himself. However, sometimes on doctors orders 
or for some other reason, a person may have to 
give up or cut down smoking.” 


Bantron is in no way a threat to the consump- 
tion of cigarettes, as is shown by the rising curve 
in sales and profits of the cigarette companies. It 
is much less of a threat than the reams of publicity 
appearing in magazines and newspapers about the 
dangers of cigarette smoking to health. 


Leading publications who have carried Bantron 
advertising have come to us and told us that 


because of the pressure from cigarette advertisers 
they had to stop publishing the advertising. Some 
of them, we are glad to say, have refused to be 
intimidated. However, practically no publication 
of any importance carrying Bantron advertising, is 
without this pressure. Again and again, the same 
story comes back to us from the publications. 


This sort of pressure is exercised at every point. 
A transportation company was threatened by a 
leading cigarette company with the loss of freight 
because the testimonial of one of its employees 
appeared in a Bantron advertisement. 


This approach to Bantron advertising by the 
cigarette companies and agencies concerned is to 
say the least disquieting. We believe it is bad for 
them and bad for the advertising industry. 


What they are in effect saying is that no matter 
what your doctor advises, no matter how necessary 
it is to your health for you to quit smoking, they 
will do their utmost to prevent you knowing that 
there i$ anything which can easily, pleasantly, and 
effectively’ help you to stop. They will, as far as 
they can, deny Bantron the right to advertise. 


We think that this attitude is not only callous 
and arrogant, but bad business. It is bad for 
everyone when large advertising appropriations 
are used as a club in this manner. We are there- 
fore appealing to those concerned to recognize 
these facts: 


1. There are many people who for medical and 
other reasons wish to stop or cut down smoking. 


2. Bantron is a reputable, proved aid to this end, 
and people who need it should be allowed to 
know about it. 


3. Bantron is no threat to the cigarette companies’ 
volume or profits. 


We would also like to suggest that any tobacco 
company or any advertising agency who does not 
wish to be associated with the tactics which we 
have outlined, should make it clear to publications 
that carrying or not carrying Bantron advertising 
will in no way influence the amount of cigarette 
advertising placed with them. 


H. W. KASTOR & SONS ADVERTISING COMPANY 


75 East Wacker Drive * Chicago 1, Illinois 


"ee: Rapp, G. W. and Olen, A. A.: A Critical Evalu- 
ation of a Lobeline- Based Smoking Deterrent, The 
American Journal of the Medical Sciences, July, 
1955. (Reprint on request.) 


Rapp, G. W., Dusza, B. T., and Blanchet, L.: 
Absorption and Utility of Lobeline as a Smoking 
Deterrent, The American Journal of the Medical 
Sciences. March, 1959. (Reprint on request.) 
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Your client has a hot product . . . you've turned out a hotter campaign! Don't waste | 
this combination on a second-rate advertising medium in a bogged-down market! 
The DISPATCH is read in 4 out of 5 homes daily in the BIG, BUYING CENTRAL 
OHIO MARKET! Check the facts and figures yourself . . . you'll see that The 
DISPATCH is the only right choice in 


Representatives: 


,. O'Mara & Ormsbee, Inc. | 
Optiona 


combination 
rate with the 
morning Ohio 
State Journal 
now available. 


Neil R. Craig has been ap- 
pointed executive copy director of 
the Toronto office of Vickers & 
Benson. He has been with the 
agency five years. 


When city governments buy equipment, the purchasing 
process usually involves the recommendations of the engineers 
in charge of the project and the approval of administrative 
and policy-making officials, such as the mayor and city 
council, The Minneapolis story is no exception. 


Recently Lake Street received the “new look”. 
Street widening and resurfacing, new sidewalks, 
and installation of General Electric fluorescent 
luminaries and Union Metal lighting poles in- 
volved the spending of one and a quarter million 
dollars. The officials planning and supervising 
the work were Traffic Engineer Ralph Sprung- 
man, his assistant, Thomas Thompson, and City 
Engineer Hugo Erickson. 


When asked how the purchasing procedure 
works, Mr, Sprungman replied, “Our municipal 
operation demands that we write specifications 
on needed equipment. All three of us have a say 


Ralph Sprungman 
in drawing the specifications, and we each pick 
up ideas on equipment from THE AMERICAN 
Crry, which is routed regularly from the City 
Engineer’s office. In the end the low bid which 
complies with specifications is the one which 
we recommend to our City Council for its 
official action.” 


General Electric and Union Metal advertise 
regularly in THE AMericaNn City in order to 
tell both the engineering and the administrative 
officials about the values of their products. These 
officials will also see your message if you invest 
your advertising dollars in THe AMERICAN Civy, 


The | : 
American City 
470 Fourth Avenue, New York 16,N.Y. 


a Buttenheim publication 


co-op—Point of sale streamers like the above are being used in a 

| cooperative promotion by White King Soap Co. and A. E. Staley 
olumbus! Mfg. Co. for White King granulated soap and Sta-Flo liquid starch. 
| A 35-market radio campaign and 1,000-line newspaper ads in 19 
| eities and ads in the March and April issues of Everywoman’s Fam- 


ily Circle, Sunset Magazine, and Western Family as well as a full- 
| page in the Pacific edition of Reader’s Digest push the two products. 


| Vickers & Benson Boosts Craig McCall Corp. Sales | 


Dip; Net Increases; 
“Redbook’ Ads Grow 


New York, March 24—McCall 
Corp. had net sales of $67,063,011 
in 1958, compared with $68,387,803 
in 1957, according to the compa- 
ny’s annual report. Net income 
rose from $997,523 in 1957 to $1,- 
139,683 last year. 

Advertising revenues, based on 
Publishers Information Bureau 
figures, were $22,219,954. McCall’s 
reported $18,390,989—down from 
$21,731,543 in 1957—and Red- 
| book reported $3,828,975—up from 
1957’s $3,137,879. 

Arthur B. Langlie, president, 
said McCall Corp. has a “continu- 
ing policy to consider the acquisi- 
tion of any magazine or company 
that will strengthen [our] busi- 
ness and fit into our corporate 


| structure.” 


Mr. Langlie said the company’s 
commercial printing sales division 
—which last year added Modern 


| Bride, Popular Photography, Lion, 


and Practical Home Economics— 
“surpassed all previous years in 
volume and dollar sales.” The pat- 


\tern division enjoyed its “largest 
|}sales volume and net profit in re- 


cent history,” he said. 


= The commercial printing opera- 
tion produced over 678,000,000 
copies of magazines for other pub- 
lishers last year. Net sales of the 
| pattern division were up 9.1%. # 


Young, Hall Promoted by 
‘Lexington Herald-Leader’ 

Clay Young will become retail 
advertising manager of the Lex- 
ington Herald-Leader Co. newspa- 
pers on April 15. He will advance 
to the position now held by Robert 
R. Hall, new advertising director 
of the Herald-Leader. Mr. Hall 
succeeded Russell E. Scofield, who 
is leaving to become advertising 
director of the Miami News. 


Hardware Week Promotion Set 

A total of 23,000 independent 
hardware stores throughout the 
U. S. will give away swimming 
pools and more than 400 other 
merchandise prizes during Hard- 
ware Week—April 23-May 2— 
sponsored by the National Retail 
Hardware Assn. Supporting the 
dealers are 600 wholesale hard- 
ware distributors and 40 manu- 
facturers. 


Mobil Names Foreign Ad 

Mobil Oil Caribe S.A. has ap- 
pointed Foreign Advertising & 
Service Bureau, New York, and its 
associate agency in Puerto Rico, 
West Indies Advertising, to handle 
its advertising in Puerto Rico. The 
previous agency is J. Walter 
Thompson Co., which is expected 
|to take on Shell Oil in Puerto Rico. 


} 

| Casey Joins Henri, Hurst 

| Mary Louise Casey has been ap- 
pointed research associate at Hen- 
ri, Hurst & McDonald, Chicago. 
She formerly was assistant direc- 

|tor of market research of L. W. 

| Frohlich Co., New York. 
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...and, night after night, this newspaper has the highest 
flying evening circulation in Western America! For higher- 
flying sales, make sure your advertising flies with it. 4 


Largest evening circulation in the 

West’s biggest and best market! 

Represented nationally by cod 

Moloney, Regan & Schmitt, Inc. . 
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company 


Bur COP d: : 


Regardless of financial, legal, marketing 


and administrative executives who op- 
erate today’s great chemical companies, 
the man you must sooner or later reach 
and sell—regardless of his title—is the 
Chemical Processing Specialist. Yet you 
cannot ordinarily reach and sell him 
face-to-face. The one surest way to 
reach and sell him: through his own 
professional technical magazines. If you 
sell bulk chemicals, new chemicals, 


chemical equipment, and instruments, 


you owe it to yourself and your com- 
pany to read the following statement. 


C, B, LARRABEE, Director of Publications 
ACS APPLIED PUBLICATIONS 
American Chemical Society, Washington 6, D, C. 


Let’s cut out the 
Razzle-Dazzle 


Who buys W hat 


in a chemica 


7 VEN now, with the vast chemical industry fouch- 
EK; ing every man, every company, every industry, 
and every human life every day, the overwhelm- 

ing importance of chemicals is still widely misunderstood. 


4 


Yet just about everything we eat, use, buy or wear | 


must touch bases with the chemical industry, sooner or 
later, on its way to market and to you. 


The time has long gone—if indeed it ever existed— 
when “‘chemicals’’ were some sort of odorous concoc- 
tions found only in the high school laboratory or in 
Junior’s chemical set. Today, chemical science is some- 
thing that the world cannot do without. 


Man himself is largely made of chemicals—89¢ worth 
—according to the Encyclopedia. 


Chemicals rotate and fertilize the soils that grow our 


' foods. Meat animals are beefed-up and fattened for 


market with chemically fortified feeds. 


The germination and growth of plants is a chemical 


_ process. So is the refining of the crudes which end up as 


the high-octane gasolines that drive our planes and cars. 


The clothes we wear—the miracle man-made syn- 
thetic yarns and fibres and the amazing wash and wear 
fabrics that drip dry almost while you wait—are the 
result of chemical research and discovery. 


So are the new antibiotics and others still to come— 
the new shaving creams and cosmetics. So are the vita- 
mins, prefabricated building materials, new floor waxes, 
household cleansers, detergents, paints, polishes and 
everything else you see around your home—dog foods, 
cat foods and all. 


The unbelievable pace of America’s rocketry and mis- 
sile progress, on which our very existence on earth now 
hangs, is merely chemistry in action. So are our tremen- 
dous developments in atomic power plants and arma- 
ment, such as the atomic submarine and the hydrogen, 


' cobalt and now the lithium bombs. 


another chemistry is the key to progress, to modern living, 


to life itself. 


No business, no company large or small, no human being 
today or tomorrow, could possibly exist without it. 


Let’s pause a moment, and see why this is so. 
And to start with, let’s see what chemistry is. 


Briefly, chemistry is the science of the make-up of 
substances, and the changes that can be made to take 
place in them to produce other substances, and to pro- 
duce energy. 


Everything in the world is made up of about one 
hundred chemical elements. 


These elements combine in various ways to form the 
tissues in the bodies of living things, the materials that 
make up the earth and everything that grows or exists 
upon it, and even the air we breathe. 


By re-combining these elements, by re-constituting 
their structure in new ways that nature did not get 
around to trying, chemists and chemical engineers are 
re-making the world. 


And the developments are coming so fast, and in such 
quantities, that the ‘“‘new wonder product” of yesterday 
is the commonplace of today—just as the “new miracle 
product”’ of today will be the commonplace of tomorrow. 


According to Reader’s Digest: ‘Americans who died 
in 1929—just three decades past—had never heard of 
jet airplanes, the “sound barrier,” split-level houses, 
Polaroid cameras, food freezers, guided missiles, radar, 
Dacron, bulldozers, V-8 engines, electric typewriters, 
color television, foam rubber, drive-in movie theatres, 
bobby soxers, toreador pants for women, Fiberglas, 
automatic transmissions for the family car, electric 
razors, the United Nations, frozen vegetables, the four- 
minute mile, Formica, bubble gum or the atom bomb.” 


Excepting only the United Nations and possibly the 
bobby soxers, every single one of these innovations— 
revolutionary and otherwise—was brought about by 
chemistry. 


And even Reader’s Digest omitted one of the greatest 
innovations of all: The Salk Vaccine. 


Today there are giant new refineries with the capa- 
bility to roll up an asphalt city street, and re-constitute 
it into high octane gasoline. 


When (not “if” but When) cancer and heart trouble 
and the few remaining unconquered human ills are 
overcome, chemistry will help to overcome them. 


And when, as a result, the earth becomes so crowded 


_ with humanity that the soil alone can no longer feed us, 


it will be chemistry that will come to the rescue. 


Little wonder, then, that the expansion of the chem- 
ical industry has been almost explosive in its impact on 
life as we know it today and will know it tomorrow. 


The chemical specialist is the head man of all industry now. 


HO IS the chemical specialist? . .. By and large, 
WV i: is the chemical processor, chemist or chem- 

ical engineer, the creator and innovator who 
directly or indirectly brings new products into being. 


Directly or indirectly, this chemical processing spe- 
cialist has created more jobs for more people, and more 
new necessities and luxuries for modern living, than any 
other individual in the history of the world. 


You don’t quite believe this? Look at any industry 
today. CHEMISTRY is a major part of them all. 


For example, the automotive industry employs better 
than one person in ten holding any kind of job. Iron 
and steel, another 3%. Printing, another 5%. The 
publication you are this moment reading has been 
changed from natural raw materials by the use of chem- 
ical processes. The ads are printed with inks whose dyes 
were developed by chemistry. The paper is made of 
wood, and several chemical processes were used to 
change the wood into the paper. The paper has been 
specially treated (another chemical process) so that the 
print is easier to read. The ink used in the printing was 


' developed by chemical processes. It contains special 


chemical dryers which make it more permanent. The 


No matter where you look, you see that one way or | pictures were made through photography, basically a 
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‘aemical process. The type and presses are made of 

tietals which were taken from their ores by chemical | 
processes, and alloyed by other chemical methods. The 

photo-engravings are chemically made. 


And the chemical processing specialists of the chemical 
industry were the creators and innovators of it all. 


In chemical firms large and small, from coast to coast, 
50% to 70% of today’s output is in products that were 
not even in existence five years ago. 


In industry after industry, no matter what line you 
name, nothing could move without chemical science 
and engineering and the chemical processing specialist. 


He may be “‘chief chemist.” He may be “Vice Presi- 
dent in Charge of Chemical Development,” or Plant 
Manager. He may be Laboratory Director. He may be 
the company President. 


But in his heart and soul, in his training and educa- 
tion and professional pride, he is a chemical specialist 


first of all. 


> And—since it takes a technical man to make technical 
decisions—the chemical processing specialist initiates, | 
specifies and follows through on every order for bulk 

chemicals, new chemicals, chemical supplies and chem- | 
ical plant equipment his company needs. 


It is he who originates the need. The administrative com- 
pany management supplies the money to fill the need. 


This is the organizational set-up of the chemical in- 
dustry now and in the future—whatever it might have 
been in the past. 


AND THE ADVERTISER WHO USES YESTERDAY'S 
METHODS TO SELL TO THE CHEMICAL INDUSTRY TO- 
DAY, WILL NOT GET TODAY’S AND TOMORROW’S OR- 
DERS. 


So all this razzle-dazzle talk about selling to the chem- 
ical industry is, as Mark Twain said about his own 
death, slightly exaggerated. 


It is based on a widespread misunderstanding of what 
top management in the chemical industries really is. 


The way to sell chemicals, supplies and equipment in 
the chemical field today is to SELL CHEMICAL MAN. 
AGEMENT IN DEPTH. 


—For when you sell the chemical processing specialist, you 
are in on the ground floor. 


Those are the straight facts about who buys what in 
the chemical industry today. 


Ni with the chemical processing specialist so | 


obviously the key man in the industry’s sales 

procedure, one would think that this man would | 
be easily accessible, to both advertising and salesmen try- 
ing to sell to and in the chemical company organizations. 


But such is not the case, and for some very good 
reasons: 
—The chemical processing specialist is a very busy man. 
—His job and its responsibilities are indispensable to his 
company’s welfare and progress. 


—His company, like most chemical companies, is grow- 
ing at a rate of around 10% a year, while in other indus- 
tries the average growth is around 3%. 


—He is a scientist, a “pro.’’ His title may be president, 
group leader, or many other designations. But he “‘wants 
what he wants when he wants it,”’ and the niceties of 
salesmanship are not for him. 


HE MOVES ON THE BASIS OF LATEST SCIENTIFIC IN- 
FORMATION, AND THE DATA AND DISCOVERIES OF 
OTHER CHEMICAL SCIENTISTS AND ENGINEERS LIKE 
HIMSELF. 


The financial brains—or the legal or accounting or 
administrative brains—dig up the money for the mate- 
rials or supplies, the new pilot plant, new equipment or 
installations, the new wing on the main building, or the 
new laboratory. 


But it’s the chemical processing specialist—not just ‘Top 
Management”’ as such—who creates these needs, approves 


the blueprints or specifications, and sees to it that they are filled. | 


AND THIS KNOCKS THE “TOP MANAGEMENT MYTH” | 
INTO A COCKED HAT, SO FAR AS WHO BUYS WHAT 
IN A CHEMICAL COMPANY IS CONCERNED. | 


So when you, Mr. Advertiser, advertise to chemical 
management AS top management, AND NOT AS 
CHEMICAL SPECIALISTS, your advertising dollars 
miss the mark. 


And when you head up your chemical industry schedule 
with so-called “top management media,” and give the pro- 
fessional chemist’s and chemical engineer's own technical 
journals only secondary importance, you are downgrading 
your chances of selling the very men you must sooner or later 


sell. 
The real way to sell the chemical processing specialist 


is to sell him AS A SPECIALIST—and that means, WHEN 
HE IS IN A“CHEMICAL FRAME OF MIND.” 


That stands to reason, doesn’t it? 


Now please follow this closely. It is very important 
indeed to the actual sales value of your chemical adver- 
tising dollar. 


Obviously there are many ways you can “reach”’ this 
chemical processing specialist—provided you spend 
enough money to do so. : 

You can reach him on TV—radio—in the weekly or 
monthly magazines—in the “news-weekly” magazines 


| —or in generalized business publications. But the cost 


in wasted circulation, among millions of people who 
don’t buy chemicals, chemical equipment, and instru- 
ments would be staggering. 


There are those espousing the “top management” 
razzle-dazzle who would have you believe that if you 


reach the financial, legal, marketing and administrative | 


executives in a chemical company, you will—per se— be 
able to sell your chemical supplies or equipment at that 
company (think of it!—an executive with legal or finan- 
cial training, trying to buy technical scientific chemical 
products or machinery!) 


BUT NO MATTER WHO SAYS WHAT, ABOUT WHO 
BUYS WHAT IN A CHEMICAL FIRM, THESE SIMPLE FACTS 
REMAIN: 


1. The chemical processing specialist is in a “chemical 
frame of mind” (a) at his job, where your salesman can’t 
reach him, and (b) when he is getting chemical informa- 
tion. 

2. The only time the chemical processing specialist gets 
authoritative news and technical information is when he 
reads his own American Chemical Society’s two great 
professional publications: CHEMICAL AND ENGINEER- 


ING NEWS and INDUSTRIAL AND ENGINEERING 
CHEMISTRY. 


NO MATTER WHO SAYS WHAT, THESE ARE THE TWO 
CHEMICAL PUBLICATIONS WHICH MOST AUTHORITA- 
TIVELY ORGANIZE AND DISSEMINATE NEW CHEMICAL 


| INFORMATION THAT THE CHEMICAL PROCESSING SPE- 


CIALIST CANNOT GET ALONG WITHOUT IN HIS JOB. 


NO “VERTICAL” OR “TOP MANAGEMENT” CHEM- 
ICAL PUBLICATION CAN TRUTHFULLY MAKE THAT 
STATEMENT. 


E who edit, publish, distribute and sell space 
WV i: these two great technical publications have 
no bone to pick with the chemical advertisers 
and their agencies who wish to spend some of their 


money in “vertical” or “top management” chemical 
publications. 


We think this is all to the good. The more people who 
talk about the chemical industry, the more good it does 
all around. There is great benefit to be derived by any 


firm, in any field, that is seen in good business company. | 


People in other lines know you. Your competitors gain 
their respect for you. The business world, the general 
public, your own trade and your own consumers get a 
clearer idea of your company’s corporate image. 


All we say is this: 


When it comes to advertising to your customers and 
potential customers in your own field—the chemical 
field—you have to do business sooner or later with 
OUR “Chemical Processing Specialist.” 


That’s how goods are sold in the chemical industry 
now. 


A complete sale of chemicals, equipment or supplies 
is a complicated procedure today. 


_ black-and-white page rate is $395, International $250, 


From beginning to end, it requires technical knowl- 
edge of the very highest kind. 


Your order has to go through many hands before it 
is signed, sealed and delivered. 


And most of those hands are the hands of the 
CHEMICAL SPECIALISTS. 


Before you get the order you will come up against the 
resistance and rejection—or, more happily, the accept- 
ance and willing cooperation—of the key man in chem- 
istryss MANAGEMENT IN DEPTH: The Chemical 
Processing Specialist. 


Sooner or later, perhaps the hard way, you will find 
that you cannot get along without him. 


The easy way to find this out, is to put CHEMICAL 
AND ENGINEERING NEWS and INDUSTRIAL, AND EN- 
GINEERING CHEMISTRY at the top of your chemical 
media schedule. 


When you come to think of it, what other way makes 
sense? 


"CHEMICAL ANI) ENGINEERING 


NEWS 


Chemical and 
Engineering News 


(The chemical specialists’ authorita- 
tive news magazine—over 100,000 
readers every week.) 


INDUSTRIAL AND ENGINEERING CHEMIOTAY 


Industrial and 
Engineering Chemistry 


(Processing technology for the chemi- 
cal specialist in Design, Development 


and Research.) 


PUBLISHED BY 
The American Chemical Society, 
1801 K St., N.W., Washington 6, D.C. 


ADVERTISING MANAGEMENT: 
Reinhold Publishing Corp., 
430 Park Ave., New York 22, N.Y. 


*NOTE: Chemical & Engineering News’ 10-minute 
presentation, telling the factual story of the new 
“*Management in Depth” which is today’s and tomor- 
row’s organizational set-up in the tremendously ex- 
panding chemical industry, is now available for 
company executives or groups. No company or in- 
dividual, who sells to the chemical field, should miss 
this important information. Phone or write: A. STUART 
PowELL, Reinhold Publishing Corporation, 430 Park 
Avenue, New York 22, N. Y., MUrray Hill 8-8600. 
Offices in Chicago, San Francisco, Los Angeles, 
Cleveland, Seattle, Houston, Denver and Tulsa; phone 
numbers and addresses in local directories. 


**NEW OVERSEAS EDITION: Starting with July, 
1959 issue (closing date June 20) INDUSTRIAL AND 
ENGINEERING CHEMISTRY will publish two editions: 
The domestic Edition, and a new International Edi- 
tion published here and distributed abroad. Domestic 


combination $495. Send for complete new information 
on new marketing opportunities for American-made 
chemicals, equipment and instruments abroad. Phone 
or write Scorr LEONARD. 
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HOLD IT — before completing 


ting only 19% coverage, missing 4 out of 5 
homes in the Quality Quarter! These 22 coun- 
ties contain a er] of lowa’s total buying 
power: over 25% of the households and re- 
tail sales. But with the newly-formed Jowa 
Three group, you get 62% coverage, with 
truly local, hometown acceptance and influ- 
ence where you want it. Look again! You'll 
see why you need these three newspapers to 
sell the fast-growing, most profitable fourth 


Iowa. 
*Don't be fooled by “state-wide 


Sunday coverage! National adver- 
tising usually runs a des 2 gi 
cae “sn © 


, We a Aig The Cedat ‘Ripids Gazette 


Dubuque Telegraph-Herald 
y | 7, WY Warertes Daily Courier 
THREE & Wee Bo 


Represented by: Allen-Klapp Co.; Jann & Kelley, Inc.; Story, Brooks & Finley 


) QUALITY 
- QUARTER 


|Ward’s Sales Up, Earnings 
‘Dip, Annual Report Shows 


your lowa newspaper schedule! end, 7 ) | Montgomery Ward & Co., Chi- 
Are you relying on just one “state-wide” daily* | ~ 1OW A S- Bl |cago, reported sales for the fiscal 
paper to cover all of lowa? Then you're get- ; 


year ended Jan. 28 were $1,092,- 
| 267,472, an increase of 1.7% over 
WATERLOO the previous year. Earnings were 
= * | $28,030,510, a drop from the year- 
lago total of $29,696,757. 
| John A. Barr, chairman and 
president, said, “Higher costs of 
labor, services and supplies, sub- 
stantial expenditures for develop- 
ment of new stores and distribu- 
tion centers, and increased price 
competition, particularly during 
the first half of the year, were 
principal reasons for the lower 
level of earnings.” Ten new stores 
are scheduled to open this year, he 
said. 


Houx Adds 2 Accounts 

Shelton R. Houx Advertising, 
Des Moines, has been appointed to 
handle advertising for the Bubble 
Up Bottlers of Iowa and the Des 
Moines Bottlers Assn. 


iFitis BIG 


WHAS-TV ap IMPORTANT, 


LOUISVILLE i's on WHAS-TV 


Phyllis Knight 
Top McCall’s Winner 
for 1957 

hostess of "Small Talk” 
6-6:15 p.m. daily 


Live helicopter flights with landings on 
the studio roof, remotes from Churchill 
Downs and the state fairgrounds, a video 
taped jet plane ride . . . guests ranging 
from Billy Graham to Bourbon Beef 
Show winners keep Phyllis Knight’s 
“Small Talk” show sparkling. And Phyllis 
won McCall's top Golden Mike Award 
for persuading thousands of women to 
submit to a cervical cancer test. 


WHAS-TV 


Fishie 


Foremost In Service 
Best In Entertainment 


isd 
are 


Adroitly blending community service 


with entertainment and information, 
“Small Talk” is typical of the imagina- 
tive, IMPORTANT programming which 
viewers have learned to expect from 
WHAS-TV. Advertisers such as Tetley 
Tea, Breast O’ Chicken Tuna, FAB, VEL, 
Powder-ene and Zest recognize that 
“Small Talk” sells BIG. 


Your Advertising Deserves WHAS-TV Attention . . . 
with the ADDED IMPACT OF PROGRAMMING OF CHARACTER! 


WHAS-TV CHANNEL 11, LOUISVILLE 
316,000 WATTS — CBS-TV NETWORK 
Victor A. Sholis, Director 


Represented Nationally by 
HARRINGTON, RIGHTER & PARSONS, INC. 


Advertising Age, March 30, 1959 


Editors Told Libel 


Likelier as Business 


Publications Improve 


CuiIcaGo, March 24—Libel suits, 
an ever present threat to business 
publication editors, are becoming 
more threatening as the editors 
seek more readership through more 
incisive pungent editorial matter. 

But the editors shouldn’t try to 
become libel law experts. Their 
safest course is in learning the in- 
gredients of libel and learning to 
spot the kind of material that 
should be checked with a lawyer. 

A lawyer who specializes in libel 
law offered this advice to an As- 
sociated Business Publications edi- 
torial division round table today. 
He is David Parsons, member of 
the law firm of Kirkland, Ellis, 
Hodson, Chaffetz & Masters, Chi- 
cago. 

Although his remarks were con- 
cerned primarily with editorial li- 
bel problems, Mr, Parsons also had 
a word of advice for those con- 
cerned with advertising content. In 
response to a question from the 
floor, he emphasized that a pub- 
lication is just as responsible for 
libelous advertising as it is for 
libelous editorial content. 


= Although there is a body of law 
that has been built up around the 
concept of freedom of the press, 
Mr. Parsons said, editors should 
realize that a publication is, before 
the law, much like any citizen: its 
rights and obligations are no great- 
er and no less than any individual 
citizen. 

To gain an elementary under- 
standing of libel law as it affects 
the press, Mr. Parsons urged, edi- 
tors should read carefully two 
books: “Legal Control of the 
Press” by Frank Thayer, and “The 
People’s Right to Know” by Har- 
old L. Cross. 

Mr. Thayer’s book, Mr. Parsons 
said, explains libel law as it affects 
the press, cites examples of libel 
suits and discusses the principles 
on which cases are decided. Mr. 
Cross’ book explains the concept 
of public record and the availabil- 
ity of information to the public— 
hence to publications. 


= The two kinds of libel business 
paper editors should be very con- 
scious of, Mr. Parsons went on, are 
civil libel (against a person) and 
trade libel (against a company). 

The more dangerous of these, he 
said, is civil libel, which he de- 
scribed as holding a person up to 
public hatred, contempt or ridicule 
because of a story or graphic ma- 
terial printed about the individual. 
The fact that the libelous material 
may be in quotes doesn’t lift any 
responsibility from the publication, 
Mr. Parsons emphasized. 

He also noted that, although sta- 
tutes usually require proof of 
malice on the publication’s part in 
civil suits, in practice, he said, it 
isn’t absolutely necessary. 


= Mr. Parsons described trade li- 
bel as a malicious disparagement 
of property (or products) to the 
pecuniary disadvantage of the 
owner thereof. Plaintiffs in these 
suits must prove malice and must 
show very specific pecuniary loss 
specifically because of something 
a publication prints, he explained. 

But affecting both kinds of suits, 
Mr. Parsons warned, are problems 
of consent to publish, areas of 
opinion and other complications 
that usually only lawyers can 
counsel on. # 


Wilding Elects Kreger VP 

Leon A. Kreger has been elected 
vp in charge of creative marketing 
services of Wilding Picture Pro- 
ductions, Chicago. He has been 
with the company 10 years, and 
the creative marketing services de- 
partment was established under 
his supervision. 
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HOW TO BE SURE YOUR CARPET IS HEIR-CONDITIONED... 


Little Johnny’s on the spot—as usual. But not for long, because his mother knows the carpet will stand up under 
all kinds of family wear-and-tear. She planned it that way. When she bought the carpet, she made sure it carried the famous 
McCall’s Use-Tested symbol —which told her that it had been given exhaustive laboratory tests by McCall’s editors 


and technicians, duplicating long, hard use in the home. In buying any product, the maufacturer’s 
reputation, of course, is your assurance of quality—but for an authoritative, third-person 
endorsement of a product’s performance values in your home, nothing can take the place of 
McCall’s Use-Tested certification. Make sure this symbol is on the products you buy. 
(Manufacturers of most high quality products can find out how they can qualify for McCall's 
Use-Tested program by writing to McCall's Dept. HP, 230 Park Avenue, N. Y. 17, N. Y.) 


McCall's, the magazine of Togetherness . . . circulation now more than 5,300,000 
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101 firms have advertised 


continuously for 
more than a decade in 


The following firms have advertised in The Modern Hospital continuously (in every 
year) for from eleven years to forty-six years (the magazine was established in 1913), 


There is no comparable record among hospital magazines. 


1913 THROUGH 1958 (46 YEARS) 
American Laundry Machinery Co. 
American Sterilizer Co. 
Wilmot Castle Co. 
General Electric Co., X-Ray Dept. 
Ohio Chemical & Surgical Equipment Co., 
A Div. of Air Reduction Co., Inc. 
Smith & Underwood (Diack Controls) 
Troy Laundry Machinery Division, American Machine 
& Metals, Inc. 


40-45 YEARS 

Physicians’ Record Co. (45) 

J. P. Stevens & Co., Inc. (45) 

E. R. Squibb & Sons, Division of Olin-Mathieson 
Chemical Corp. (43) 

American Cyanamid Co., Surgical Products Division 
(Davis & Geck) (43) 

Applegate Chemical Co. (42) 

Hobart Mfg. Co. (42) 

J. & J, Cash, Inc, (41) 

Will Ross, Inc. (41) 

Johnson & Johnson (40) 

Procter & Gamble Co. (40) 

Swartzbaugh Mfg. Co. (40) 


35-39 YEARS 
Crane Company (39) 
Colgate-Palmolive Co. (38) 
J. A. Deknatel & Son, Inc. (38) 
International Nickel Co., Inc, (38) 
Barnstead Still & Sterilizer Co, (35) 


30-34 YEARS 
American Hospital Supply Corp. (34) 
Wilson Rubber Co., Division, Becton, Dickinson & Co. (34) 
Finnell System, Inc. (33) 
Vestal, Inc, (32) 
Darnell Corp., Ltd. (30) 
Hall China Co. (30) 


25-29 YEARS 
Bard-Parker Co., Inc. (29) 
Eli Lilly & Co. (29) 
Frick Company (28) 
Seamless Rubber Co. (28) 
Baxter Laboratories, Inc, (27) 
Simmons Co. (26) 
Celotex Corp. (25) 
Cutter Laboratories (25) 
Huntington Laboratories, Inc. (25) 
Toastmaster Division, McGraw-Edison Co. (25) 


20-24 YEARS 
A.S.R. Products Corp., Hospital Division (24) 
Sloan Valve Co, (24) 
Becton, Dickinson & Co, (23) 
S. Blickman, Inc. (23) 
Johns-Manville (23) 
Linde Co., A Division of Union Carbide Corp. (23) 


ia gilt fy 
The Modern 


Mospitel 


U. S. Industrial Chemicals Co. (23) 
A. S. Aloe Co., (22) 

S. H. Couch Co., Inc. (22) 

Hill-Rom Co., Inc. (22) 

Julius Berbecker & Sons, Inc. (21) 
Eichenlaubs (21) 

Abbott Laboratories (20) 
Continental Coffee Co. (20) 
Crescent Surgical Sales Co., Inc. (20) 
Gomco Surgical Mfg. Corp. (20) 
Shampaine Co. (20) 

Edward Weck & Co., Inc. (20) 


15-19 YEARS 
Pioneer Rubber Co. (19) 
Puritan Compressed Gas Corp. (19) 
John Sexton & Co. (19) 
Federic Blank & Co., Inc. (18) 
Dewey & Almy Chemical Co., Division of W. R. Grace 
& Co. (18) 
A-R. Nelson Co., inc., Hospital Division (18) 
Parke, Davis & Co. (18) 
J. Sklar Mfg. Co. (18) 
West Chemical Products, Inc. (18) 
Carrom Industries, Inc. (16) 
Hillyard Chemical Co. (16) 
\Ile Electric Corp. (16) 
Ketchum, Inc. (16) 
Liquid Carbonic Division of General Dynamics Corp. (16) 
Quicap Co., Inc. (16) 
Remington Rand Division of Sperry Rand Corp. (16) 
Ritter Co., Inc. (16) 
John Van Range Co. (16) 
Zimmer Mfg. Co. (16) 
The Gordon Armstrong Co., Inc. (15) 
Bassick Co.*(45) ; 
Dixie Cup Division of American Can Co. (15) 
Eastman Kodak Co., Medical Division (15) 
Ethicon, Inc. (15) 
Seven-Up Co. (15) 
Winthrop Laboratories, Inc. (15) 


11-14 YEARS 
Dundee Mills, Incorporated (14) 
National Cash Register Co. (14) 
Adams & Westlake Co. (13) 
Edward Don & Co. (13) 
Geerpress Wringer, Inc. (13) 
H. J. Heinz Company (13) ; 
Owens-Illinois Glass Co., Libbey Glass Division (13) 
Brillo Mfg. Co., Inc. (12) 
Clarke Floor Machine Co. (12) 
Everest & Jennings, Inc. (12) 
Fairbanks, Morse & Co. (12) 
Landers, Frary & Clark (12) 
Lily-Tulip Cup Corp. (12) 
Minneapolis-Honeywell Regulator Co. (12) 
D. W. Onan & Sons, Inc. (12) 
Anchor Brush Co. (11) 
Orthopedic Frame Co. (11) 


The Modern Hospital Publishing Co., Inc. 
919 N. MICHIGAN AVENUE, CHICAGO 11, ILLINOIS |RMpenee | 


File your hospital catalog here 


Since 1919 Hosprrat Purcuasinc Fixe has served hospitals. 
Here your catalog of products hospitals use will be filed, 
indexed for easy reference, distributed to every hospital of 
twenty beds or more, and retained for reference when prod- 
ucts are being considered and purchases made. Hospitals 
come here to buy—and your catalog filed here makes it easy 
for hospitals to buy from you. 1960 Edition is now in prepa- 
ration. Ask for complete details, proof of use. 


Exclusive catalog sales representatives, The Modern Hospital Publishing Co., Inc. 


Advertising Age, March 30, 1959 


will be accepted. 


stated. 
4. It must be received before 


Wanted: Current, Up-to-Date 
Market Data for AA Readers 


ADVERTISING AGE is looking for all the market data it can get 
from advertising media, trade associations and other sources. The 
data will be used in AA’s Market Data section, which will be 
published for the 12th consecutive year in the April 20 issue. 

The data will be described briefly, and classified by type of 
market or geographic area, thus providing a comprehensive index 
of all available market data in all fields. 

Last year, some 1,650 separate pieces of market data were 
listed in the section, and readers of ADVERTISING AGE sent in re- 
quests for more than 72,000 individual pieces. 

Advertising media, associations, trade groups and others are 
invited to submit market studies or compilations for inclusion in 
this master list. There is no charge for such listings, but the ma- 
terial must measure up to the following standards: 

1. It must be current. Nothing published prior to June, 1958, 


2. It must contain market facts. Booklets or brochures which 
contain media data only will not be listed. 

3. It must be available for distribution to advertisers and agen- 
cies, preferably without charge. 
conditions are attached to its distribution, this should be clearly 


Market data material scheduled for publication before Sept. 1, 
1959, will be listed in a “not yet published” tabulation, provided 
that a 50-word description of each such item reaches ADVERTISING 
AcE before April 1. The description must include probable date 
of publication and any conditions attached to distribution. 

Actual copies of all other material to be listed should be ad- 
dressed to the Feature Editor, ADVERTISING AGE, 200 E. Illinois St., 
Chicago 11, with any necessary explanatory notes. 


If there is a charge, or other 


April 1, 1959. 


We Sell Products Well; Let's Sell Ourselves 
Also, Graham Tells Pharmaceutical Admen 


Cuicaco, March 24—The ethical 
pharmaceutical industry, which 
has done a good job selling prod- 
ucts to the medical profession, 
must now face the bigger job of 
selling the industry to the public, 
a manufacturer told the Midwest 
Pharmaceutical Advertisers Club 
here. 

“We [the pharmaceutical indus- 
try] have been negligent in over- 
looking the importance of the 
mind of the nation,” said William 
B. Graham, president of Baxter 


Laboratories, “and we must get to) 


know it better—and the mind of 
the nation must get to know us 
better.” 


® One result of this failure, he 
said, has been the unfavorable 
publicity the industry has received 


in Saturday Review, “Consumer’s | 


| try representatives make speeches, 
promote publicity, arrange tours 
and furnish libraries with litera- 
ture all aimed at helping to 
acquaint the public with the im- 
portance of the role the pharma- 
ceutical industry plays in society. 


= “I am not suggesting that we 
neglect or compromise our tradi- 
tional role in helping the physician 
to translate into practice our in- 
creasing knowledge of medical 
science and the products that re- 
sult from such new knowledge,” 
|Mr. Graham said. “I do say that 
|we have an opportunity—now that 
we have the spotlight [of public 
interest in medical achievements] 
—to extend and broaden the scope 
of our professional merchandising 
in a number of new areas.” + 


Reports,” the Washington Star, and | 


other newspapers. 

“These people don’t know our 
story as well as we know it, or 
should know it, and yet they are 
getting headlines every day,” Mr. 
Graham emphasized. 

“Fortunately,” he said, “and in 
spite of the storm warnings, the 
over-all climate [of feeling toward 
the pharmaceutical industry] is 
still favorable, both in Washington 
and at the grass roots. But if we 
want to keep it that way,” he em- 
phasized, “we’ve got to take some 
positive action to improve our 
communications with the lay pub- 
lic.” 

He specifically urged that indus- 


Four Join Katz TV Sales 

Katz Agency, New York, radio- 
tv station representative, has add- 
ed two to its tv sales staff in New 
York and two in Los Angeles. Da- 
vid L. Lambert, formerly a_ tv 
salesman for WPIX, New York, 
and Griffith (Pete) Fulton, previ- 
ously a time buyer at Compton Ad- 
vertising, New York, have joined 
Katz in New York. Noyes Allen 
Scott, who was sales and sales 
service manager of KRCA-TV, Los 
| Angeles, and Robert A. Loeber, 
formerly an account executive at 
| Mutual Broadcasting System, Los 
| Angeles, have joined tv sales in 
| Los Angeles. 


JUST TAKE A CARD 


...any card 


Each card represents one of 
Farm Store Merchandising’s 
readers—-tabulated information 
on the kinds of goods he sells to 
his share of the $22 billion agri- 
cultural industry. Want to know 
more about him? 


For information, see BPRD Clas- 
sification 44A or write: 


MERCHANDISING 


THE MILLER PUBLISHING CO. 
Box 67 Minneapolis 40, Minn, 


Ss a edd a) i ht sy 8, ty pases el. ee a os eles Le tae he ‘es POE Stem sha * oa a feta F ae a 
sf ie Pees ge rs Py sine om ite: SEE ays RADY al =. Sere =a 5 “ are ee oo a i SS ae, RE SO tee re 4 a il prs gtr See ie 
on gions ‘ules ure ec teeth ee eee ae aoe Cat tein! NM eet oe Nadas ees NL Be oh MR : ee 
eae ae : Speen eons piewrist.. ee. ae aon Oe Sr oe ric. aa : ee ge! : es Saat ae” i ae or ae on 
aay br: Re eg a ae ne 6 Ne = Si Bam is ee oe Beem a at st F i : i betes ee i : eae sis ‘ ee Rn a 2) We a ae se get wo 
Bee 3 og j ie ee eg oe iy Bet, ene eee he ih 9 £ Cae, a ey a Dy, rr es ee ie? — wee 0h FA see 
OSE en ie en ee Ree i > So 5p aM yg ORE AEE asa ea ae oD ak api a eas re! ee os 2 . pent aa ee eee ee Or ee ee et el eo al 
ee he ae si Amami 2 Go oils’ A PS eam SS ERR, CES URES So RR a Ate gif 
ee eae tee ? 6 ae ee BS oh aia lume. 9 Stig ‘ Rear amee 3 f ie eee CMe ry ey + ees ome : pete 2 ras pag a cl 
. 29 pos ; cme, aoe ae t's tie iy wear = z 92 AS PES ee E Be oS es ee hie Pas Te 
ieee meee ee aa a i : ows ye eet : : pid ‘ Sa gn, an ata ai a il i i lah | 
te : is omer ; : dente ae 4 - : an : 
cus ‘ j y 
4 = 
ad . 
‘ LOS OTS MEE SNS CT TASES MAID ENTER NNR oe AE SE 
% 
KAR x 
Dr Pa: 
bs in 
= , ann 
aie a ont 
Sete EAS) 
: ato 
ae - oi L 
Re | te 
vag: phe 
a2 le 
7 ; hea 
ow) ee. 
oy 4 we aio 
a ee 
Bo Ee 
oe bie 
BP ke | ’ ’ a 
al Bet es 
3 ee as 
ke Soe 
39 
ge i 
| a 
: 
_ ee Cy 
ay 
eis 
sete 
ty 
e 
. 5 agony 
4 % 
ee 
mere 
4 j ul 
ae se 
mere 
phan. 
: co 
Fee a 
oe 
(nie~,) 
Cay) 
eg 
ta 
: siaesia! 
fa. 
ae 
—— 
ee 
4 : 
| 
— 
ier: 
ae 
caked 
oa 
a A 
- as a3 
pues, 
ee 
ae 
FET cont 
i wie 
* = 
t 
Be 
—~_ : : 
Pa ~> po = 
: - = oe 
, ES 
¢ 3 
, - ‘ pute 
- ’ _ - . ; . 
_ } ee 
sl | ev? 
= ‘A ; C ner 
= | ‘ iS 
{7 
: 
a i) / ; | ne 
| J = 
PITAL | 
( } | wos | , 
WY) LU i ! ai 
| ws 
; 
/ . = ZL Po ' 
z - = 2 => > he . ee = T -eepeee4g : E 
3 4% - = = ‘ ‘ ' ' i i 4 
‘ | , me = ' ' ' ' ' ’ ? vq 
| a = : 
nG FILE | 4,” 4+ % vs = fF ; : ‘ ' ‘ ’ ; ee. 
; €erToanoDeEe 
44 ' ' : \4 
' ’ ‘ ’ i z 
4% t ny 
“ 7 { ie 
pe 4 
a4 
) 4 
. ee a ; 7 : : at Se 7 Z : A = : 2 —— . 
a , fl esi hee's 7 a DUR tee aR Rea, © aso ee Cue =~ t. reeks shee Aes ot Fee Ona : aN A, baer a ; rags. ea 
aoe Oba ye 2k So ie thn aes = dee Ss Beer nero ra J Sepa Soe. ee 
ie OR ag naa a hee PeiOae cs PAW gee ‘mene iees,, tc ee sotcah oe Na tS ag ee a ee icmdeere ts 5, se. he aaa ee 


> 


ees | ee ed = 3 
—— Se oa en, a ail 


x 


THERE'S ALWA 
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You can tell a lot about a man by what goes 
into his automobile. Most men are interested 
in a car’s appearance and performance. But 
there is always one in every group whose in- 
terests go deeper. He is the kind of man who 
reads PopuLAR MECHANICS. 


Sure, he wants styling. But he also wants to 
know about its compression ratios . . . displace- 
ment... carburetion. And what about frame 
construction? 


That’s the PopuLarR MEcHANICcs man. He is 
intensely curious about the mechanics of 
modern living. 


He may be buying a car (PM readers average 
120 cars per 100 families). Or selecting parts 
and accessories. He may be shopping for HI-FI 
equipment. Or planning an addition to his 
house. Whatever he does, whatever he buys, 
you can bet he specifies. 


Puts ME NASON OMin Motion 


5 ONE IN EVERY. 6Royp 


If he is sold on your product, he knows why — 
and so will his friends and neighbors who re- 


spect his special talent for knowing what he 
talks about. 


You can sell him—as so many advertisers 
do*— with your product story in POPULAR 
MECHANICS. It is his kind of magazine. It 


sparks his thinking on what to do, what to 
buy — and why. 


*You'll find more automotive advertising in 
POPULAR MECHANICS than in any other gen- 
eral monthly magazine (PIB). 


| POPULAR | 
MECHANICS 


MAGAZINE 


WRITTEN SO YOU CAN UNDERSTAND IT 


A HEARST MAGAZINE 
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Drene shampoo 
Duncan Hines canned foods 16,850 


Duncan Hines mixes ........ 2,539,600 
Duz/Blue Dot Duz ........... 594,670 
SIE *alsteniissatniioncsiontatnes 80,540 
Gleem ......... cacidiniiiciiibids 1,155,510 
Ivory flakes . 

Ivory liquid 


Ivory Snow 
IOLY SOOP ......-cccecseereeeees 
Jif peanut butter 
pS ig 
Lava soap 
Lilt home permanent 
Rs SREP csteasivirieneccvcersens 
IIIT acacaisehsintenseancegnsense 
Pace home permanent .... 923,300 
Prell shampoo .... 156,770 
Secret deodorant ............ 197,170 
270 
850,320 
17,170 
723,170 
Velvet Blend shampoo .... 6,750 
White Cloud toilet tissue 10,800 
Winter-Sett .........ccccccccceee 142,540 
Zest beauty bar ............ 4,489,920 
2. LEVER BROS. CO. .......:00000 $16,578,860 
TINIE sscocnedesasovessavsabetoine 126,960 
All detergent ...... 236,800 
SPIED nshishnsterenttrerdiansereoes 909,760 
Dove toilet soap ............ 1,697,570 
Gayla toilet soap ............ 74,300 
Good Luck margarine .... 770,090 
Handy Andy detergent .... 740,730 
Hum detergent ............+ 29,180 
Imperial margarine ........ 1,387,330 
Lifebuoy soap 34,070 
Lipton soup ..... 27,840 
Lipton tea ....... 1,278,850 
Lucky Whip. ....... 1,043,950 
Gael TINIE exccsncssesccrsensonnens 805,520 
Lux toilet soap ..........00 253,640 
Pepsodent ..........0sssrecrseeee 3,104,810 
Praise toilet soap ............ 971,310 
TRIE ancsasassetiacstsscnssseceescoce 546,910 
Shield toothpaste ............ 3,130 
Silver Dust " 332,440 
Stripe toothpaste ............ 2,049,840 
Surf detergent .........0004 6,330 
Swan liquid detergent .... 75,270 
IED: seiinipsancisonseenngedibeesenive 72,230 


3. ADELL CHEMICAL CO. ...... $12,339,090 


Lestoil liavid detergent .... 12,339,090 


WTREF-TV ioato 


A doctor in a famous hos- 
pital was making his usval 
morning rounds of the ma- 
ternity ward with his usual 
smiling bedside manner. 
‘Nurse,’ he inquired, ‘on 


what day does this little lady expect her 
bundle from heaven?” 


“May fourth,” was the answer. 
“And the next lovely patient?" 
“May fourth.” 

“And this one?” 

“‘May fourth also, Doctor." 


The doctor appeared mildly surprised. 
“What a coincidence,” he mused. ‘‘Don't 
tell me this other charming soul is also 
expecting to be a mother on May fourth." 

“lt wouldn't know, Doctor,"’ admitted 
the nurse. "She wasn't at the picnic." 
@ The same thing doesn't appeal toe everybody. 


That's why the 


prog 9 °° 
WTRF.TV attracts and holds listeners in 425,196 
TV homes, where 2 million people have a 
spendable income of $21 billion annually. 
Ask the folks ot the George P. Hollingbery 


Company. 


CHANNEL e WHEELING, 
SEVEN WEST VIRGINIA 


8 Advertising Age, March 30, 1959 
Es L S Baker's coconut ...........-.. 9,660 | Log Cabin syrup ............. 5,280 | Ajax cleanser... 1,082,820 
timat pen tures of Top 10 Baker's instant chocolate 191,130 Maxwell House coffee ... 5 391,520 Brisk dentifrice ................ 6,480 
Birds Eye frozen foods .... 5,320 | Minute potatoes ............ 208,260 Cashmere Bouquet soap .. 55,070 
N ti al R . al S t TV U Bireley’s soft drinks ........ 38,370 Post's dry cereals ............ 2,534,530 Colgate deodorant beauty 
I I a. cocduliscicene 1,740 EE Ee ee en 25,170 ee 36,090 
a 10n ’ egion po sers Calumet baking powder... 25,860 Sanka coffee... 772,140 Colgate dental cream 3,807,950 
a 2,000 SOS soap pads ..............-. 57,890 Colgate shave cream .... 102,810 
Broken Down by Product Dream Whip topping .... 235,710 Swansdown cake flour .... 10,890 | Colgate shave lotion ........ 2,770 
Gaines dog food ............. 449,550 Swanedown coke mix .... 28,150 Fab detergent .............. 1,792,440 
Source: Television Bureau of Advertising Go ironing aid ................ 6,440 Tang orange juice ........ 304,020 Florient air deodorant .... 291,500 
Jell-O gelatin dessert .... 32,830 Genie household cleanser 319,840 
1. PROCTER & GAMBLE CO. ..$93,839,060 | 4. GENERAL FOODS CORP. $11,020,780 Mninbht, =| ~~ —-- "| ate 3,560 
American Femiy Cotergent 218,360 Angel Flake coke mix ...... 19,380/ Kool-Aid 128,030 5. COLGATE-PALMOLIVE CO. $10,998,490 Halo shampoo ....ce.oo. 411,190 
ae teas i canes Angel Flake cocoanut .... 4,680 | la France 1,910 | Ad detergent ................ 1,560,270 | Lustre-Creme shampoo ..... 91,380 
Big Top peanut butter .... 153,330 
COMAY SOGP 0... ccccccerereee 435,720 
Cascade detergent ........ 3,540 
Chormin paper products 171,560 
Bonus granulated soap .. 6,340 
Cheer 
Clorox 
Comet 
Crest 
Grisco 
Dash detergent 
Dreft 


How a man and his horse galloped 
to the top of the food industry 


ifty-six years ago a courageous man and a not- 
very-dashing horse became partners — and started 
what was to grow into one of America’s largest 
food processing companies. 


The man was a young grocery clerk who had 
conceived the idea of selling cheese from store to 
store by horse and wagon—to save Chicago grocers 
the trouble of traveling each day to a crowded 
central market. 


This combination of a man with an idea, and a 
horse with plenty of endurance, was the genesis of 
one of the most fascinating modern-day sales stories. 
The two were J. L. Kraft and Paddy —“co-founders” 
of the now-famous Kraft Foods. 


The growth of Kraft from a one-man, one-horse 
operation capitalized at $65, to its present position as 


part of a world-wide company, is one of the Horatio 
Alger legends of American business. 


But this phenomenal growth did not just “happen.” 
It was the result of intuition .. . ingenuity . . . originality 
within Kraft’s management. 


Intuition — that anticipated consumer wants and re- 
sulted in such “firsts” as processed cheese in tins with no 
rind waste...then the even easier-to-serve cheese in loafs. 


Ingenuity — that resulted in new processing methods 
and new products such as Velveeta foods and Miracle 
Whip Salad Dressing. 


Originality —that helped Kraft create dramatic new 
packaging and equally dramatic marketing programs 
built around cheese in transparent wrappers, cheese jars 
that doubled as water glasses, pre-sliced cheese in 
sandwich-sized cuts. 
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Merry detergent ............ 160 Raleigh 1,868,570 | 282,650 RRO cicteiieeithinntinerenonne 
Palmolive shave cream .... 161,700 Viceroy 4,198,030 32,940 Listerine antiseptic ........ 
Palmolive shave lotion .... 53,840 3,398,430 “Listerine dentifrice ........ 
Palmolive soap ................ 306,410 7. CONTINENTAL BAKING Wonder brown & serve rolls 4,380 BE TE calctencesvivestanis 
Rapid shave cream......... 646,590 co. Wwe $ 9,223,910 Wonder buns... 26,960 Quick home permanent .. 
Super Suds ....... 102,590 Outtormith Sesed .......... 4,430 Wonder rele cecseccssucsu: 900 Richard Hudnut cosmetics 
Vel beauty bar 7,470 Contified eee 38,240 Conien iitin 
Vel Nauid detergent ........ 148,710 Continental donuts ........ 350 | 8. WARNER-LAMBERT PHARMA- 3 Flowers Brilliantine 
Vel seep powder ............ 6,850 County Fair bread .......... 87,810 CHF TI IE GDN ccscesceescosnened $ 8,832,990 Witenes 
County Fair Triplette cake 5,530 Anahist cold remedies... 4,716,340, = 282°... 
6. BROWN & WILLIAMSON Daffodil Farm bread ...... 88,050 Bliss home permanent .... 109,680 | 9. MILES LABORATORIES ...... 
TOBACCO CO. woeeccscseseeeee $ 9,413,530 Hostess cakes ................ 1,476,190 Bromo Seltzer ................ 1,736,600 Alka-Seltzer... 
431,680 Morton frozen foods ...... 795,100 DuBarry cosmetics .......... 310 TINE asesrestiveiccastbeveicends 
2,915,250 Profile bread ................ 2,981,750 DuBarry Light & Bright .. 12,630 GRIER: © xccaicaiomeane 


The Challenge of a New Market 
Kraft’s ability to develop new markets was strikingly 
demonstrated last summer when it decided to enter the 
low-calorie food field. 

Unerringly, Kraft realized that the success of a low- 
calorie salad dressing depended not only on the fact that 
it was non-fattening—but that it tasted delicious as well. 
Kraft developed a piquant spice-and-tomato-flavored Low 
Calorie Dressing that could have stood on its tempting 
flavor alone. 

Then Kraft matched the quality of the new dressing 
with an unusual introductory advertising campaign — 
built around only three advertisements for the product 
in the pages of Reader’s Digest. 

Within three months, this combination of imaginative 
management, superior product and effective advertising 
enabled Kraft to expand the whole low-calorie dressing 
market...and win a major share of it! 


Here is the Story Behind that Success 


Kraft carefully pre-tested the new dressing, using local- 
market newspaper advertising. But for the backbone of 
its national program, Kraft took three color pages in 
Reader’s Digest—in July, September and October, 19538. 
The size, income and interests of the Digest audience, 
the editorial content of the magazine and the faith of its 
millions of readers were factors that heavily influenced 
Kraft’s decision. 

“We figure a major portion of our sales resulted 
directly from the Digest advertising,” said Red- 
mond Hogan, Kraft’s Advertising Manager for 
Salad Products, “and from the job done by Kraft 
salesmen promoting our Digest advertising to the 
trade.” 


Since its success introducing Low Calorie Salad Dressing, 
Kraft has chosen the Reader's Digest to introduce two 
other new products. 

What the Digest did for Kraft, it can do—and does— 
for many other products in many different industries. 
Here are the unique Digest advantages that make such 
accomplishments possible: 

1) The largest assured audience that can be 
bought anywhere. It is larger than any other magazine, 
weekly, fortnightly or monthly; larger than any news- 
paper or newspaper supplement; larger than the average 
nighttime network television program. 

2) The largest qual- , 
ity audience that can Pe 
be found. The Digest 
has more readers in every 
income, occupational, or 
interest group than any 
other magazine. And the 
higher the income group, 
the greater the Digest’s 
share of the reading 
audience. 

3) Belief in what the 
magazine publishes. People have faith in Reader's 
Digest, in its editorial and advertising columns alike. 

4) Discrimination in the advertising accepted. 
The Digest alone of major advertising media accepts no 
alcoholic beverages, no cigarettes or tobacco, no patent 
medicines—and for any product, it accepts only adver- 
tising that meets the highest standards of reliability. 


* * * * * * * 


In Reader’s Digest, you will reach the best part of 
America—intelligent, prosperous families whose enthu- 
siasm for a product can insure its success. And you can 
do it economically and effectively. 


People have faith in 


}Readers Digest 


Largest magazine circulation in the U. S. 
Over 11,750,000 copies bought monthly. 


One-A-Day Brand vitamins 1,323,010 


PRR. srenctoemnintdibindades 12,340 

10. AMERICAN HOME PRODUCTS 
SUUIITN. Ainitictiinciiteerssensiiomanal $ 7,275,680 
Aero-Shave 24,150 
Aero-Wax 261,080 


Anacin on... 2,951,490 
Antrol-Snarol ant poison 2,870 
SIIUNT Sesntienincrenisnnssssaictons 3,900 
CITI. ciectortickatnn . 197,390 


Chef Boy-Ar-Dee quality food 391,560 
Dennison’s foods ............ 60,740 
Drial nasal mist .... 


Dristan nasal mist .......... 55,260 
Easy-Off oven cleaner .... 16,990 
Cambberstiok .....ccccccccocsseess. 320 


G. Washington coffee .... 6,630 
Griffin shoe polishes ...... 45,070 
GOED snscssspeidebanncintinscdaeseses 5,400 
Preparation H .........060 1,087,230 
PID fits corccecestescessee 186,500 
Soothol antacid .............. 5,040 

126,170 


Wizard deodorizers ........ 


Readers 


more! ji 


Every week, on the aver- 
age, subscribers and newsstand 
buyers spend one hour and twenty 
minutes reading their copies of 
The Financial Post. 

On the average, remem- 
ber. A sizable group, over 70%, 
spend up to two hours with The 
Post. An impressive 14% devote 
more than three hours a week to 
absorbing Post news on business, 
investments and public affairs. 
(Source: Gruneau Research 
Limited. ) 

This unusual length of 
time devoted to The Financial Post 
is outstanding among readers of 
business publications. . 

Give your advertising 
selective and affective readership 
with: 


The Financial Post 


Canada’s foremost business newspaper 


481 University Avenue, Toronto 2 
1242 Peel Street, Montreal 2 


West Coast representatives in the United States: 
Duncan A. Scott & Co., San Francisco and Los 
Angeles. 


A MACLEAN-HUNTER PUBLICATION 
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NET INCOME? 


America’s first gold rush was in Georgia in 1828. 
Advertisers, today, are staging another... in the 
Augusta-Columbus-Macon market. “Gold” is $1.5 
; billion net income. Stake your claim with the Georgia 
nig Group. Combination rate; up to 10% savings. 


For penetration in the Peach State, it’s Atlanta plus 


Oeorgia Orouy 


AUGUSTA Chronicle and Herald 
COLUMBUS Ledger and Enquirer 
MACON Telegraph and News 


Represented Nationally by THE BRAN HAM COM PANY 


1.5 billion in Georgia's money belt 


Q 


This is Wilmer Finchley () average American, 
: his average wife(2) his two average children @&® 


Multiplied by your latest circulation figures, they make up your ever-loyal 
audience. They watch you hour by hour, day by day, night after night. If they 
weren't there, you’d miss them terribly. So would your sponsors. 


his larger than average dog G) 


|Rooney Concludes 36 Years | 
With EWRR and Predecessors 

John E. Rooney, account execu- | 
tive and office manager of Erwin | 
Wasey, Ruthrauff & Ryan, Phila- 
delphia, retired March 6 after 36) 
years with EWRR and its prede- 
cessor agencies, George W. Ed-| 
wards & Co. and Geare-Marston, | 
both of Philadelphia. He plans to 
operate as a free-lance marketing 
consultant with offices at 5530 Ce- 
dar Ave., Philadelphia. 

Four of the accounts Mr. Rooney | 
served were accounts he handled | 
| continuously for 25 years. They 
jare Exide Storage Battery Co., 
Philadelphia; L. H. Gilmer Co., a 
U.S. Rubber Co. subsidiary; Keas- 
bey & Mattison Co., Ambler, Pa., 
and Keystone Lubricating Co., | 
Philadelphia. | 


KSAN Boosts Carroll | 
| J. Walter Carroll has been pro- 
moted to commercial manager of 
KSAN, San Francisco. 


| 
| 


| 
| 


| 


Advertising Age, March 30, 1959 


EVEN 
ROYALTY 
RANKS 

AT THE 
FALLEY 
NATIONAL?! 


en ee 


ROYALTY—The dog in this ad is the 


| royalty. Body copy explains that 


it is the “impeccable and aristo- 
cratic Count Pegasus de Caprice.” 
Ad explains that Valley National 


| Bank, Phoenix, is “strictly a shirt- 


sleeve bank.” 


Carpeters Pull Rug 


From Under TV as 
No. 1 Advertiser 


New York, March 24—The rise 
and decline of the tv set market is 
documented in a linage study just 
completed by George Neustadt Inc., 
retail advertising analysist. 

In 1958, the study shows, broad- 
loom carpeting became the most 
strongly retail-advertised item in 
the home furnishings field—usurp- 
ing the No. 1 spot headed by tv 
sets ever since the advent of con- 
sumer tv advertising in 1948. 

This declining importance of tv 
sets and new eminence of car- 
peting is “no sudden miracle,” the 
study points out. Retail advertis- 
ing for tv sets reached its peak in 
1950 and has steadily decreased 
ever since. Carpeting advertising, 
however, has been steadily increas- 
ing for the past ten years. 

The story is succinctly told by a 
Neustadt table which compares re- 
tail ad linage of tv sets and carpet- 


ling in nine cities (New York, 
|Brooklyn, Philadelphia, Washing- 
|ton, Pittsburgh, Cleveland, Detroit, 


Chicago and St. Louis). 
In 1958, tv set advertising had 
declined to 4,900,000 lines, 77% 


|below its 1950 high of 21,652,000 


lines. Broadloom carpeting linage 
hit a new high of 5,705,000 lines 
last year. 

The study also goes into a price 
analysis of broadloom advertising, 
and finds a continuing trend to- 
ward the middle-priced market— 


Cancer will strike 2 out of 3 of such families. But many cancers are curable 
if detected in time. As a matter of fact, today 1 out of 3 cancer patients is 
being saved. An annual health checkup is the best way to discover cancer early. 
Many people are in the dark about this. You must open their eyes. You 
owe it to them out of simple humanity. And because of their loyalty to you 


and because you're the most effective eye-opener in your community, let us 
help you help them. 


Vhea . *s 26 ; : ~ ’ 
When the local representative of the American Cancer Society calls on you. 
open your door, Look at the radio and television materials—the ‘Finchley 
family” and others—he is prepared to supply. Open your hearts. Help open 


the eyes of your loyal viewers. Arm them with information in their fight 
against cancer, 


gin limL 
ay 0 the American | Cancer Society 


® 


above $5 and below $10 a square 
yard. For example in October, 1957, 
59% of retail advertising of car- 
pets was in this middle price range, 
but in October, 1958, this figure 
had risen to 66%. 

Such linage data, the survey 
maintains, run “remarkably par- 
allel to sales data” and are “de- 
pendable indicators” of consumer 
demand and consumer price 
trends. + 


Park & Tilford Sets 
Newspaper Drive in April 
Park & Tilford Distillers Co., 
New York, a unit of Schenley In- 
dustries, will break a $153,000 cam- 
paign April 1 in 13 New York met- 
ropolitan newspapers to launch 
seven new brands. Five of these 
bear the Special Selection label, 
a scotch, a Canadian, a_ scotch 
liqueur, a Canadian liqueur and a 
| bourbon liqueur. 
| The other brands are P&T 
bonded bourbon and Scottish Maj- 
esty scotch liqueur. Mogul, Lewin, 
Williams & Saylor is the agency. 
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Shield Appoints Reynolds 

Shield Chemical Ltd., Toronto, 
has appointed E. W. Reynolds Ltd., 
Toronto, to handle its Canadian 
| advertising. Plans include medical 
advertising of Clorpactin, formerly 
handled by Wesley Associates, New | 
York. 


How Do You Catch Your Customer's Eye? 


AD SCHEDULES OF COMPETITORS 

© '59 Biue Book spans 4 yrs. through 
1958 . . . 10,000 firms. $35 

® Red Book 20. . . 1958 only. Another 
25,000 firms. $35 

Write: V. H. VanDiver, Sr., 

REPORTS, Woolford; Md. 

Phones: Cambridge 171 and 2980 
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Raymond Barrett Moody Lowler Finney 
4 w e Webb Fell Dean Boyce 
EDITORS AND EXECUTIVES—Members of the Material Hyster Co.; Frank Lawler, Food Engineering, and 
Handling Institute and McGraw-Hill Publishing Burnham Finney, American Machinist; Jervis C. 
Co. editors met recently in a panel discussion. They Webb, Jervis B. Webb Co.; C. L. Fell, American 


are George G. Raymond Jr., 
Barrett Jr., 


Raymond Corp.; A. M. 
Barrett-Cravens Co.; Robert F. Moody, 


Don’t Mix Cocktails 


Monorail Co.; Clyde Dean, Yale & Towne Mfg. Co., 
and Carroll Boyce, Fleet Owner. 


states. The respondents were asked |itorial pages ranking next on the 


the printing Johnson does for you will be so impressive. 
But they'll get the idea—and you'll get the benefit. 

Some of America’s best-known companies have discovered the 
accurate, quality work and dependable service 

that has built Johnson Printing, Inc., into one of the finest 


that demands top craftsmen and fine modern equipment. 
Johnson's skilled, dedicated craftsmen and modern equipment— 
most of it under two years old—show in the sharp 
registry and brilliant color of the work. 
Most of your customers won't be able to explain in detail why 


and most complete plants in the Midwest. 


Why not find out for yourself? Here’s our address: 
JOHNSON PRINTING, INC. 
2215 Galloway Street, Eau Claire, Wisconsin. Phone: TEmple 2-6692. 
Better Printing Through Quality Control 


Good printing catches your customer's eye—catches it and holds it. 
The kind of printing done by Johnson Printing, Inc. 
When you see the work of Johnson Printing, you know why it 
commands attention. It’s the kind of clean, sharp four-color work 


AS 


and Presentations, 
Business Papers Told 


CuHIcaco, March 24—Putting on 
a comprehensive sales presentation 
without an appointment—and 
staging a media presentation for a 
group at a lunch including cock- 
|tails—are the best ways to kill 
|your chances of selling business 
|paper advertising to industrial ad 
|managers and agency men in the 
| Midwest. 

These observations, and others, 
| were presented to members of the 
t.f. Club of Chicago last week by 
| James Murphy, advertising man- 
|ager, industries group, Allis-Chal- 
|}mers Mfg. Co., and Burton E. Hot- 
| vedt, vp in charge of the industrial 
| division, 
| Dunlap. 

Prior to their talks, Mr. 
|polled 42 industrial ad managers 
from the Milwaukee area, and Mr. 
|Hotvedt queried 100 agency men 
serving clients in four midwestern 


Klau-Van Pietersom-| 


Murphy | 


eight questions. Following are 
some of the results: 


e All of the ad managers and 84 


out of 85 agency men said they did | 


not like to see an unscheduled, 
comprehensive sales presentation. 
Twenty-one of 23 ad managers and 
49 of 51 agency men said they 
didn’t like media presentations 
with their luncheons and cocktails. 
Brief pitches scheduled in advance 
were the most popular with both 
ad managers and agency men. 


e Asked whether they preferred 
paid or free circulation publica- 
tions, five ad managers voted for 
paid, one for free, and 34 rated 
both types good but specified that 


circulation quality was the most! 


|important factor. Thirteen of the 
agency men preferred paid books, 
none voted for controlled publica- 
/tions, and 82 said both were good 
and rated circulation quality as the 
vital yardstick of the publication’s 
worth. 


e Questioned as to what they 


least-preferred list. 


|e Asked what they thought of 
business publication promotion 
generally, 36% of the ad managers 
and 33% of the agency men put it 
in the below-average or poor class. 
The rest of the ad managers 
termed the promotion as “good” 
or “about equal to what is done 
for most advertisers,” and the oth- 
er agency men made the same rat- 
ings, with the addition of 5% rat- 
ing promotion as “excellent.” = 


Hunt Foods Pushes Free 
Recipe Book with Drive 

Hunt Foods & Industries, Fuller- 
ton, Cal., is offering “Easy One 
Dish Meals,” a 24-page recipe 
booklet, via four-color pages in 
May and June issues of five mag- 
azines and a number of Sunday 
newspaper supplements. Maga- 
| zines on the schedule are Better 
|Homes & Gardens, Good House- 
keeping, Ladies’ Home Journal, 
McCall’s and Redbook. 
Hunt also is supplying retailers 


;wanted most in the way of evi- 
—|dence from a publication wishing 
| to get on a schedule, both ad man- 
| agers and agency executives said 
they wanted a coverage of the 
ro by vocation, number of Micro-Lube Names Fitzgerald 
| stant, types of industries, and as| Fitzgerald Advertising Agency, 
o 5 ja second choice they listed market |New Orleans and Dallas, has been 
evaluation material. The relative) appointed to handle the advertis- 
standing of a business paper in the | ing of Micro-Lube, Dallas. Micro- 
j/number of advertising pages was | Lube is an automotive additive 
\the least preferred consideration,| which is rapidly gaining national 
|with a Riecanisae analysis of ed-| distribution. 


| Saptacn>enem 


with point of purchase materials. 
Young & Rubicam is the Hunt 
agency. 
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“You make a wonderful martini, Lucretia...” } 
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Earnings of Advertisers 
1958 Fiscal Year 


| 
Sales 


Earnings Earnings a share 
Company 1958 1957 1958 1958 1957 
| American Hospital 
Supply Corp. ...... $ 66,635,654 $ 58,941,867 $ 2,934,280 $ 2,523,062 $ 3.99 $3.56 
American Tobacco Co. 1,103;023,397 1,098,092,746 58,845,844 57,094,650 8.55 8.28 
Colgate-Palmolive Co. 534,047,000 506,910,000 21,166,000 19,930,000 8.27 7.81 
Consolidated Water Power 
| & Paper Co. ....... 76,407,884 71,031,106 5,967,416 6,276,292 2.35 2.47 
| Dr. Pepper Co. ..... a a 477,069 470,207 .71_~=—«.70” - 
| E. I. du Pont de 
Nemours & Co. .... 1,829,249,758 1,964,624,295 341,248,869 396,610,341 7.25 8.48 
| Great Northern Paper Co. 52,741,575 63,325,982 990,380° 2,846,254 .29 2.42 
Hertz Corp. ......... 91,000,000 — 80,000,000" a « 145 1.83° 
| Hunt Foods & Industries 121,174,145 118,239,813 4,673,009 4,590,169 1.60 1.57 
International Paper Co. 915,142,983 956,767,407 72,000,906 79,435,107 5.46 6.04 
tO KNOW Kellogg Co... 219,997,523 213,237,584 18,593,489 17,082,209 2.04 1.88 
stage Roreig’s gnecte : ’ ca ey rar ~ innesota Mining 
Hostess Borgia’s guests often didn’t, history records. y tee 376,293,016 370,106,838 43,879,033 39,726,558 2.58 2.34 
tT In today’s TV and radio advertising business, too, you 6. . Worsty Co. .... 208,922,270 208,226,887 7,419,203 8,743,566 3.50 4.11 
. eo F pate Ren 2 a Rie : ast- ekoosa-Edwards Paper Co. 39,088,636 38,198,555 2,502,518 3,000,715 1.48 1.77 
TO can be slipped a mickie if not up-to-date on this fast og ychgalla F . "sosera 523186 56 138 
moving field’s week-to-week developments. That’s why Perfect Circle Corp. .. 30,790,000 31,089,000 2,163,000 2,414,000 2.10 2.34 
the smart ones d CASTING most au- Philip Morris Ine. 440,833,708 408,813,852 17,089,913 15,759,439 4.90 4.50 
thenti d — co ig sce the ; cae |Pitney-Bowes Inc. .... 51,340,817 45,906,583 4,424,325 4,137,147 3.20 3.01/ 
atic and complete reporter of everything new in 2 | Scott Paper Co. ...... 285,004,323 275,006,366 22,114,465 21,560.126 2.75 2.68 
radio. Get-acquainted subscription brings you 26 weeks | ney rg beees sate PP ee Rap PR, —~4 rr a4 
q ow es epeteeys A . S. Steel Corp. .... 3, 4 ,413,800, .500, 400, . : S 
for $1.75! Order now—pay when billed. | Wm. Wrigley Jr. Co. . 92,424,050 | 93.121,.498 91,349,130 92.277.165 5.19 554 
Yale & Towne Mfg. Co. 115,734,391 128,558,408 3,626,251" 4,692,259 1.63 2.11 
Zenith Radio Corp. .. 195,041,624 160,018,978 12,116,165 8,165,577 12.30 8.29 


BROADCASTING 


1735 DeSales Street, N. W., Washington 6, D.C. 


“ Not reported. © Includes $29,500 from sale of bottling plant assets—about 4¢ per share. © Includes i 
net credit of $392,000 from sale of timber land. ¢ Estimated. * Adjusted to stock split Dec., 1958. ! 
’ Restated to reflect 2% stock dividend in 1958. 2 Gain due partially to competitors’ strikes. * Includes 
$1,168,504 credit from settlement of 1950-52 federal income tax. 
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AWARENESS 


is a fact of 


Awareness comes early to some people, never to others. 
People who have it are easily identified. They are busy 
with what’s going on, intrigued by what’s happening now. 
For these people the attraction of LIFE is natural. LIFE 
has their spirit, their know-for-yourself attitude. They find 
in LIFE the things they respond to in the world around them. 
LIFE helps these people stay aware. 


Awareness is a fact of LIFE. One fact. You might say 
that for more than 32 million receptive readers, LIFE is 
everything that’s new and now and in the present. 

Retailers who are aware know the facts of LIFE, too. In 
their newspaper advertising, retailers feature “‘Advertised- 
in-LIFE” products six times as often as products advertised 
in the next two leading general magazines combined. 
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IT PAYS TO 
CALLINA 
BUSINESS SUIT 
WHEN YOU 
CALL ON A 
BUSINESSMAN 


Business is no “cloak and dagger” 
affair of secret passwords and 
mysterious approaches. The formula 
for “getting in” is quite simple. 
Important doors open readily for the 
man who comes calling dressed 

as businesslike as his mission. And 
it works just as well for your 
management advertising, too. You get 
just the right size and fit 

here in Business Week ... for 
management only, by subscription 
only ...strictly. business-tailored... 
120 editors concentrating on 


nothing but news for business men. 
Why wouldn’t your own customers 
and prospects insist it’s 

“most useful” of any news weekly 
or general-business magazine? More 
management readership for your 
advertising dollar, too. 


YOU ADVERTISE IN 
BUSINESS WEEK 
WHEN YoU 

WANT TO INFLUENCE 
MANAGEMENT MEN 


A McGraw-Hill Magazine 


oa Mees eked eas 2 : eae eo ee Ne ene Seng Ya a | a as - OF ae Sarena Had 
ee. ae esi a = he ricky Se. et 3 Ta. Pies : : re ae peal ee oe eoiaen seem Ber. 84. geet ee oe i Aetigeere eae ei “7, 8 le 
a oe PU EGS cope) Rag MRE: "ala lg ala ae So ae | 
a TER Sei ie if NRG RS sae SENS ee ae a as 
Oo a ers os Fis i ea a4 ee ee a ENE Seer Bees ase so a ie ts 
cae, 1 ah aan e © aaa ef vee ee ee oe 
ii cic ta 
ink 2 <a AO . 
(cra a 
: Y ee i . ce a 
‘ Pig sat ee ~ . 7 Pa Oe Wile. ted, ae 4 
ws ee es © SP etree... <my & rr es tas ie San eS. i ey ee 
i a = oe on. 4 a m * a ; Se ; i= ‘ im : S ie gis, P . 3 4 3 
ae + ee ti J Rin ™s P “her - oat is ? Lgl ‘oo ; #6 phy $ ; & 4 ™ 
: — ee » En a ee te, or me. i re re i oe : 
ae ¥ Re: oe _o. " ~Ghes ia Ee. Wee = — : os » & ~~ a f . Pr ro my: o 
i ee . oe ene a 36 ee, m es ae ee - a Se 1 eae re 
Oe s Pte, Oe aes eee een ee ae Be es ee 5 Pa * Ny @ « % “3 cues 
a | ie we baiaaal — —_ > » > — —4 ra = = ete ee : 4 3 = * ae ee mm ca : 7 a me . ¥ A mi 2 ’ ame 
ine Se eee Oe ee ey ee! ae ae Mm Ky a ie ‘s at * F, & ‘ae Cone 
C—O Uhl kelhltlté‘“‘i«~e SO Si aS * etek ae 
a a SP ae tec ale PIE Beslan aye gee ee eae oe A 5 a a — . ae a /. oe tg ae 
| is. °C OS 2: eee Se aK ee 
a oS Se oo nn AS ove m ess ~~ Raat 
ae 288) ae . Le ames | tt Fran ee inte’ os ee} ems es a * ‘ 4 y - Vain 

“4. 2 Seder pa ye a oe nn han oo A = aT 4 . x ‘ wy Of hy es 

ia. Penta emer eee wr, ARS. NS ‘a Ae ao 

rile ae i eee eo actos een de iS SA + i ~ \ le ¥ ae 
ae a tec? a ieee ae ee ate Pie os) arta th aX, :* . A 2 ’ ; me Sn eciony 

? ; 7 4 al ite ‘pe ge ee ei Br & ’ i wy bad ~ Ye ,.* xy ? “ > ¥ a se vi 

Reta: |e ee OEE ie Sth me ee * j ny +" « cy ine tle an Bs 

“ae Pe ey ER tee eee) ay Mas Y Y a Fate (hen jy 
ictal Seen ee LS OLA oS Ae ae a7, Ae oe 
ae ee ee ee Ae eae 1%. a Our Sad 
es: iit Came ee ee Cle oS! a “es = 2a uy. Ve % <. ae 

De as a Ween oie se as eres <a ES bY h » > Ba Ag ~ wre +, . ; sy € 

ma 4 Care ia oe ee aes Ve Ws Aas ae a a . a > Ae ; roe. 7,3 ‘, ps 

We. ere cas oF site Soe ay ot. a a a gh ee yal A — ~ 2% oe * +" m “S «9 

oie: SERN Ss, VI ie oe vs “ 4 LA ee . ’ A YC eae Dae. - a 
on a a || ASE Mee i be i 

- ie ~ a ¢ = . 3 * ; % . 3 b- P ‘ *, 0 

Pete a “ ma = 3 —_, ; aD xr * . J ny — , + ¥ eh or oe 

: er S Ae oe nel : Si. AS ihe ae. > re ee * : 

é ; oa ‘il? ee 2 “ a J WA, Sect 4 a ‘ y's" a 4 . S ‘ 5 Pay oa : + % “, Ft : 

i nn , s Py: ae "a ee: = /, y ‘ *, ~~ . we ae tt % x A eZ 4 : 

Ra gee wi se ee Ls ¢ o ‘ A ? 4 a . ~®@ nf 4 “~ om 7 s : | 

Ear POT. == Ee .* act ce ANY +t po * . 

reo 8 heal a i . en No VA 9, ie <z 
oe ‘ am He arte > ees : : > « * Rem uf 

POG Sag SO x > ee ee ? * 4% 3 > ye | 3 | at > ha ™ > ys # a - 
ih ‘aa rhe’ >» * ee ' . + _) Aa +. ‘ 7 & i” , 

Wes. gee \ Saetvamae: ' > 20-4430 5 5 oe , eet s % @, : . ie 

» é 7 M1 ie is f ~ ro rt « i “¥ 3 « > \ wm tte SG ' bs : (ae 

pte ' ph ie = SAAN ob © 5 yee ght. - re Ps 

2 ee. CO ae, na ee aS, 2 

eee. ik. 7 ty ae Pe eS br 4, at A y ~*~" 2 =e x i aot © Toes ce 

Bee wae ~~ ' i GE te tein ; “~ ; . i woe mt @ al a 

a a SB PE , } 2 ‘v — Ys "# % *, Fe ty “ 4d + ‘ q vie 

“one . ; . eige 3, a We «gop } > ; ; % ‘ * i. + a ’ cde a Ps * 4 ? et fie 

ee. Re i le a ea y % i oe , % NN: 2 ' e . » * dae 

baci ' Nese a ee Pit 4 - x e435 5a " 4 Pitee 7 , *, “LD wt aa 
ag OE rm Hip i oe ” , = Y ‘. ‘it: s Me ¥ “ey % aa Si % : 5 - i. a a i rc Hie 
ee OR ly oy poe a ee 4 ADs ee Ane Ps 
‘age ee . 4 * ie ae ee Fd ? = y La 4, > ee ot ‘. Pe % f . 4 E 
2 ee te ig ig y eo ¥ a oe! » $2 ’ , NAF % Z o) . 
‘ ee mee oz ah be: { i a Py , Jaga S a ; J ‘ Me 7 : ’ 
: ga Oa 46 ° & ¥ oi 
: eae eS oo Fe, — oe ee Lae wert 7 
i ha vg a th Se nx oes eg: F: \ =| A ‘* : > Pe, ip’ ert 2 
ees ee (ade NS aaa “ ts ie = sy » < Sars Ss T 4 Aer Ve, 
ra ae we eae mun ee a x oe ~ Bag 4 ? ¥ + 7 Fie ‘ eh é ‘a? 5 P 
~ (oS oe ee : eae = * Nee 4 & : vanw % a : 
; ee see ee .. ry =" > aX = 3 a 
aa ay ee 2 ) EAE pts ys va) ay Te | ae 
= ht ‘nae Seg ‘ rare ae Sy % +*. A a. aa ly 4 ‘ta, ¥ : 
Bi as pa 8 eee : : aa ee ¥ay ‘ > > 7 4 ye, \) vy x : oe 
a as fs a Hes: ri wis ‘a yee : a bee - * > ca ; LRA ‘ i,’ ‘4 ‘ al eT j oe 
: Pe S22" alee yo Se. a ey: ay, Sy sie 

| #2 wae les Sy as , 

ee alee 7 i ee ise aa arr Be eek ee , ‘ > he ~“ ; 

ae aS hes gee see, ee a a a : “* ; . ’ : 
= ah ee. 8 ey | H2. ABR NS YON 

Bicins ee RT ear ee C3 he? »*P ae Shue ~ 

ee | ee es bts ae A eS a a A es , > , a > . Oy \ ae 
— Roy tt: fy i Sg ‘gS ea ®.% ea 

(iw i. ge Se a ee SE OAS WAS fet 
i ee . toni Sere | si Pray ie. " ie ey = 2 ] ie ‘ C Saree 

a Te Cee. oe ee Ria os, a ® YS ss F aA SNe eee 

oot : Se eee ee ats «tv Sree o:. =k, BES : yes te =. ~ wi ‘ tes a 
J ci. 8 | © Fee oe ees. Pass) a 
Ln ma we. | Ra: a” tg a "Sy A . a? y ‘ 
Pai ay, ; a uf! f Babee cere Ree’ ae ie + ae iy oo ¢ eZ & 7 1 { Y x . 
fees hs ni EBON Re ag ah a a ish ue 7 a él rt 4 Fs ; 

ia ea ‘ Ry See yey Mieke ee _- = ey 5 > be! o?: n . eho ; 

, Giaay Nee 2) 5 = rare: ; S ean . ——4 e H : 

: ace 1a pete eae ae a . ; : Sis r ; "fs hy » > * ; . : 
ae i hRs ae aed : nee, At s "4 \, “ & Reo ’ 4s \ 
ee ae - eee 2 ee. 1 Ja > : 

) aes | a ae an 7 oe ATT SI: 6S. Oy Ge, te <a > a es Va 

; eae ; " wa A ‘SS SS 3 Garon WS. S. 

ia 6 Be sat = dé NNANNEIN SY SSE See a 

5 ae | re eras = ‘sth o hee ~<\ \ woe * ae ‘4% “ * Ba 

ae se — ‘je Bl. AAA ” shea 

— | eae ee oy oF i “ee. i aia, 3 % AY a NaS ss e ‘ ee 

eo | a eee Ni a — ft - .* a on : : ae 

re pte ees eee ok Gee os , , = ; qs 74 , a ae 7 
ff 8a . * °~ ’ “Y ry {2 oO ae 
ar 1 Dee. ee RO sas +» . eee ao * ha a — 4 , a ek. 

5 Se ' Ns bea, tl Ae ar sr ; _ . >. ee a % ’ et 

Cae | # TSS silt ue 8 ‘ ; os: iS SS > & ’ 4 ae Aa 

| BB @oee) ear ee ae .: 

| Bh. (ea et ONY N\ w\ Se -Ot oe i 

le ne. ‘a Ss cl ; 1 At BE eee ; 

S ie sy a aes if: ; BPA. ee es, & 3326 rs, Sod, Nae tk Os : a 4” i 

c ae } akong ee Paine ae a, (cis ao oe ig te. Be ee SET ha ae « %, ’ : ce e S . * % : 

2 fale us HOES EN reat ne ante be sy: ar te Te te Ae oh a &: ; re - , ae 

= A } Pee i aig eae comes Se eee matt ee hk ‘at + a 7 ee. 7 &. ‘ ; Le ‘ E saga 
oe i apes Be ees othr eens Beats ae ae as ay ie ag ¥e “ct he e ¥a > %% +: 5 c+ ot. i ‘ 

_ ©. 60 Geese 3” OCS 2096 336440 WAS = 

7 is Ngee, erg Cad. | Us ea es St eae ee ye So oe OA ae ee a De gird 

: ee es ARE Ae ae Nees Segre ieee. oe = 7g. Ss te ks, ca ." ‘ 2 Mahe gs 

ee bay t a: the a le ee ie te = a oh a. Ba ae cae 

: oe Peis ti) i. oO a oy a ae ee oe ak ae e f ¥ .o Va e . . ea 

cde ee ae oe ee eed er ee % J ee : we sa c aes 

, ae ee OO OW Net mine ie 7 

; 5 .) | aol ey a al ih, on . one 4 ee) =e te oe, A a oa <e en Bs ss & a Ny &, a) %. FN -. | Si - iS Race 

a Bie eter zy eee ae Se a a te. . 4 _ +S Y) , ms PA. a >: 7, 4 ty, * api 

= an Pm SOS OO “i # 

’ ; % 2 ST re ' : 4 Fae . , 
ay 0 ; ‘' , Sa ag ‘y . = ie < f : ts see 
1s \ Ca ~*~ - hs +, ” . a a eit : i. ne ¥. , a ~ ; : 2 \ oe a 
vif oF ae ® . a Bes ae cent ¥ ’ F ‘ag on ~~ ee ae 

Pe t oc ee Gacy Riera ee he C mt ne “ Deo eee x 

{ - A ™ png . Ra aes bey cc - Sea lf a ’ J i. , a oS ee . 

ne 3 / We : oe le * *% _—z Suen 

“~y ‘ | a} i - Me “, ; > e aa . ig _ , Es “ore iis ie = , oe at B45 / M 7 % , a . -< nd - “ R 

s ‘ ae ay % , c eter ee ae ef , wr’ \ ug, ; 

-| at 5 ahd \ a ery Sarr eee ti aE . I Va 

be : , wh, . Sh es ae se : : Te =a * 
eee a ae a : b hs : 
» ( ; ca i ee. ve & ae 
; 4 i a = Pee a _ ‘ ; & —_ ) 
— eo oD s ah ae ehee 5 - ae 
t Ww = x 7 RISA 2. ee, 
i = Ws Saas ue ig Saale ? +e Oe a : 
. ' ~ Ts; = * Pere of “> - . . : 2 sf : t a i pe * al 
% sf fr uP ~ ean, .. * < — , ) 4 : ‘ , -< ‘ ; a 
‘. > -* : a oad in ar . . » ~ —_— : : OY la ~ ’ ae os, 
; ty: rae a”. ‘ ">.  * me ry% es eek is ‘ta er 
( ek at ify y Se oie ote Siete PT he Soe: 8 ae 
| 4 - we en . nek, “ + 4 +4 + ee cy #5 ae ; ie ge ay 
> # “wig RX. 4 Oram tas ‘ Mie: 52 ao ft ; be Bae, st 
Ls leae - , : Pei Be “9 a re eater pik” %F + Vie ; a f 
| + a e 7 F as et 2 , ; $ : iat 
| bite Shakers 3 ; 
4 ; eg PP RN Aare aby cae 2 SGN han teens | Seneca n te ; 


58 


Trench Elected President 

Archer W. P. Trench, 
of American Metal Market Co., 
New York, has been elected presi- 
dent of the company to succeed the 
late R. A. Langer. The positions of 
president and chairman have been 
combined in the one office of pres- 
ident. 


Want awe? 
Information? 


Call on Burrelle’s for clippings from 
daily or weekly newspapers (on 
national, sectional or local basis) 
magazines, trade papers. All read in 
one reading room. Staff of 250. Our 
service is PROMPT . . . THOROUGH. 


WY 
GH 165 Church St., New York 7, N.Y. 
Phone BArclay 7-5371 


14 E. Jackson Bivd., Chicago 4, Ill. ~ WA 2-5371 


1456 N. Crescent Heights Bivd., Los Angeles 46 
memes Phone Oldfield 6-030) —__— 


Est. 1888 


PRESS CLIPPING BUREAU 


chairman | 


Information for Advertisers 


“The 1959 Market Data Folder”|nal has released a 16-page illus- 
of the Iowa Farm & Home Reg- | trated market-media guide to bet- 
ister is now obtainable by writing) ter understanding and selling of 
the advertising department, lowa|the school market. Besides anal- 
Farm & Home Register, Register 
& Tribune Co., Des Moines. The | chure provides basic facts on 
folder contains information for|editorial direction, circulation, | 


computing sales potentials in all| merchandising services and adver- | 


of Iowa’s 99 counties. In addition,|tising rates. 
direct comparisons are made with 
specific farm operations in neigh- 
boring states. Included is a state- 
wide farm land and crop summary 
as well as livestock, poultry and 
machinery comparisons with pre- 
vious years. 

e The Daily Telegram, Temple, 
Tex., has just completed its fourth 
annual food product survey, cov- 
ering sales performance of specif- 
ic brands of frequently used food 
products. Copies are available on 
request to the newspaper. 


School Board Jour- 


Requests should be 
| addressed to Bruce Publishing Co., 
400 N. Broadway, Milwaukee 1 


published a statistical analysis en- 
titled “Economic Support of Mass 
Communications Media, 1929- 
1957.” The 32-page report pre- 
sents in tabular form—29 tables 
in all—the growth of consumer 
and advertising support of the 
mass media in the last 30 years. 
The economic data is related to 
population growth and is adjusted | 
to show the effect of inflation. | 


e American Sources of basic data are identi- 


SPREADING THE NEWS 


REVERE PHOTOENGRAVING CO. 
WaAbash 2-8816 
712 FEDERAL STREET ¢ CHICAGO 5, ILLINOIS 


described. The report is available 


Research, 1124 
Bldg., Cincinnati 2. 


Union Central 


e “Corset & Brassiere Directory,” 
published by Mackay Publishing 
Corp., 30 E. 29th St., New York, 
will appear on May 10 as the 13th 
edition. This was formerly dis- 
tributed as a section of Corset & 
Brassiere. 


ing a market data brochure, a food 
distribution map, a retail route 
list, a food study and miscellaneous 


sued by the Standard-Times, New | 
Bedford, Mass. 


e Facts and use illustrations about 
“straight-line” advertising are pre- 
sented in a new book offered by 
Capper-Harman-Slocum, publisher 
of Ohio Farmer, Pennsylvania Far- 
mer and Michigan Farmer. The 
book shows how advertisers can 
effectively localize their advertise- 
ments with photographs, testimo- 
nials, dealer names, prices and 
local coupon return address at lit- 
tle or no expense because the pa- 
pers are printed by rotogravure. 
Other services of the “straight- 
line” program are also outlined. 
They include field staff reports to 
help guide advertisers on current 

situations in given areas, photog- 
‘raphy assistance and “local-ac- 
| tion” editing. The 20-page book is 


TRADE 
ZONE 


CIRCULATION 
93,602 ABC 


nm 
Pp 


ted +i. 


tly by 
Texas Harte-Hanks Newspapers 
Natl. City Bidg., Dallas 
New York Atlanta Chicago 


A.B.C. RETAIL 


_.'| available, free of charge, from the 


. Almost as big as West Virginia! 

More people than Maine! That's © 
the Tip of Texas where the Caller-Times 
is the one big selling force. Over'a 
million people in 23 counties. More 
than $1.25 billion buying power. The 
Caller-Times is delivered daily to 
homes in 75 cities and towns from the 
Gulf to the Rio Grande, with 36% 
coverage in the 23-county area, 76% in 
our retail trading zone. We've just 
doubled our plant and installed ten new 
presses to serve this big market better 
—and to help you sell it better. 


Write today for latest market data. 


yzing the school buyer, the bro- | 


e Scripps-Howard Research has) 


fied and the method of analysis is | 


without cost from Scripps-Howard | 


e A special “food folder” contain- 


other market material has been is- | 


| 


| 
| 


| 


sanitary napkins display shipper 


Cheese Co., 
| 


publisher, Capper-Harman-Slo-, 
cum, 1010 Rockwell Ave., Cleve- 
land 14. 


e Look has just released a new 
marketing study which breaks 
down all important marketing 
areas by buying income, total re- 
tail sales, retail sales by store 
groups and population, and also 
shows the coverage in these mar- 
kets by all leading newspaper sup- | 
plements and Look, Life and The | 
Saturday Evening Post. In addi- 
tion, all data in the study—includ- 
ing the net and gross audiences of 


the media—are related to popula- | 


tion by the four major divisions 


and D Nielsen counties; by the top 
50, 100, 200 and 280 metropolitan 
areas and by total non-metropoli- 
tan areas. For further information 
write Larry Hanson, Cowles Mag- 
azines, 488 Madison Ave., New 
York 22. 


e Results of the ninth annual sur- 
vey of beer and ale distribution 
and estimated sales in Philadel- 
phia have been published by the 
Philadelphia Inquirer. The statis- 
tics cover retail liquor licensees 
and distributors and offer current 
and five-year markings of all lead- 
ing brands. Copies of the booklet 
are available through the Inquirer, 
400 N. Broad St., Philadelphia 1. + 


Wunderman Adds Book Club 

Readers’ Subscription Book 
Club, New York, has appointed 
Wunderman, Ricotta & Kline, New 
York, to handle its advertising. 
Vos & Co., New York, is the pre- 
vious agency of record. John To- 
bias, formerly with Batten, Bar- 
ton, Durstine & Osborn, has joined 
the copy department of Wunder- 
man, Ricotta. 


Caprico to House of Graphics 
Caprico International, New 
York, importer of sporting goods, 
has appointed House of Graphics, 
New York, to handle its advertis- 
ing. Kameny Associates, 
York, is the previous agency. 


THREE OF TWELVE—These are three gold medal winners out of 12 cate- 
gories in the fifth fiber box competition sponsored by the Fibre Box 
Assn. The floor stand for displaying gift wrappings was made by 
Ohio Boxboard Co., Rittman, O., for Papercraft Co., Pittsburgh; the 


of the U.S.: by regions; A, B, C} 


New; 


was made by Container Corp. of 


America for Kimberly-Clark Corp., Neenah, Wis., and the box for 
gourmet foods by Hinde & Dauch, Sandusky, O., ati Daub Bros. 


Pittsburgh. 


einai Dusiiie | Sets 
Monthly Media Days 


PORTLAND, ORE., March 24— 
|Georgia-Pacific Corp. will set 
\aside the first and third Thursdays 
\of each month, beginning April 1, 
\for media people. 

Robert O. Lee, director of pub- 
lic relations and advertising, who 
|has told media men around the 
country of the new deal, explained 
that almost 100 media people were 
in “frequent contact” with his ad- 
vertising group. 

“Most of these people need from 
|30 minutes to two hours to get 
their story across. Thus we are 
faced with devoting almost 100 
hours a month to this activity.” 

Mr. Lee’s new arrangement calls 
for 30-minute interviews for each 
rep, beginning at 8:30 in the morn- 
ing and continuing to a closing 
session from 4 to 4:30 p.m. This 
jallows 14 sessions in an eight-hour 
| day. 


=e Mr. Lee said four qualified 
Georgia-Pacific admen, plus one 
McCann-Erickson man, will be 
available. 

“This allows a total of 70 possi- 
ble sessions every two weeks. Our 
check with several media people 
indicates that a half-hour should 
suffice, if the facts are well-organ- 
ized and well-presented.” 

Under the old system, which 
added up to 100 hours monthly, 
Georgia-Pacific people were “too 
often interrupted in the middle of 
some important project” or were 
unable to see media men because 
of field trips, priority conferences 
or other commitments. Then the 
media rep often had to make the 
same pitch twice, the second one 
being to the agency, McCann- 
Erickson, # 


Charney Joins Reinhold 

Felix Charney, formerly with 
Bill Bros. Publications, has joined 
Reinhold Publishing Corp. as New 
York advertising district manager 
of Automatic Control. He succeeds 
Lin Williams, who resigned, 


a Y -_ : loa ree Ri 2 ene a # Pei f ee ae aoa ae = be <i Pe i an ‘ i s £ ere ie - ae ie see a oe K io : See a ; sedi he has ‘ Phy AEGIS : ; 
eee 
= Advertising Age, March 30, 1959 é 
i | . ae an ae - sa 
f | rd Pe . é eel a se) oa < x ; 
eo / ae ae -* ee 5 
on the ' ‘ie 2 ae me i ood >r a a : P 
- mg) F yne a 
5 aay i ; 5 i aks 
oe if bs + a ue ae a Pre i. “oft-: aa had j 
- 4 Mer <2 >: tay 
£ ‘« ig =) is 
SSS SS ae ; 
ee me a _ 
Saad aeaicaenetegpedat aataiaataaaa-apeamemaraaaa RETIRE | : ’ et | oe 
ae | > ae yi. | z 
- a SINCE 1922 a ! | : 
este BN < ‘— i : : ” , on ‘ ‘e . 
| ss oe wr | | 
Biv <2 a ' 
ri i all Ja , FT | a » be 4 
2, e an) ie by DAY - al 
| ; Xe, at Shall and | :., 
se , P 4 a NIGHT | a 
ie ee, . > oe i 
shew \ ~ —_ i 
7 Pai ~ ’ ‘4 made? nag 
Seon n>, § “A 
( % 
Re" (America’s First Engraver) 5 
= a — 
. =a a pee { 
f { : 
{ 
{ re 
ee { ee i 
oe ee Eee = 
Wate PRR OFAN OS RN ES a ee ih 
sie: te = =—s(§-§-« THE: CALLLER- TIMES SELLS IN THE a a 
vial 4) i : © ' oo — 5 ia 4 ‘ coe : eS aerate eis a se 
a os Te : | i so 
ze —- — "4 YSN} | i 
- | \ § Uae A | 
. i \ — ~~ - = 
tie wna of : 
le Corpus Christi J | 5 
peas fF Y = 
ie i ss 
| | ae 3s) 
| ; “al | 
by \ : 
. | | 
x | 
\ 
a FS | 
{/ 
ee : 
ede os pre ¢ ra ” : = 
so ChercnicCaller-Cimes | : 
ies : . | | i 
7 i oe 23% aR ii 2 Ay So - uF i F : Sa Se ‘ i ae € eee st ae a Pci ed » 4 
Sel fetes. 


‘Lhe Washington Star 


—first choice of Washington's retail grocery advertisers 


is now being published in 


its New Plant...one of the 


most modern in the world 


68 Page Retail Grocery Lead for The Star 
in five month period ending February, 1959 


In a three newspaper town, The Star carried 48‘ of all retail grocery advertising and 47% of 
total grocery advertising (retail & general) during the past five months. This is indeed a fine 
testimonial to the remarkable pulling power of the Star—and the reason why The Star outgained 
the other two Washington newspapers during the past five months. In the Metropolitan Wash- 
ington market, The Star reaches the families that make up your best customers. And because The 
Star is an evening newspaper, readers have ample time to study the grocery ads at home while 
making up their grocery shopping lists. Manufacturers and distributors seeking a larger share of 
this big, important market will obtain the strongest results by using The Star—Washington’s big: 
gest and best guide for grocery shoppers. 


‘he Washington Star 


EVENING AND SUNDAY x WASHINGTON, D.C 


Represented nationally by: O‘’Mara and Ormsbee, Inc., 342 Madison Avenue, NYC 17; Chicago—Detroit—Los Angeles—San Francisco 
Special Florida representative: McAskill, Herman & Daley, Inc., 1205 Lincoln Road, Miami Beach, Florida 
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TOCANEA ORONO LU: 


Versatile 
Adwoman... 
Marie Janice 


Weekdays, Marie Janice is 
casting director and fashion co- 
ordinator at Cunningham & 
Walsh. Weekends, she’s a pro- 
fessional pop singer on band- 
stands in and about New York. 

She’s been singing since she 
was six. Until she was married 


pops ToPS—Weekends she sings. 


she was a regular vocalist with 
her father’s dance band. She 
has no plans for a fulltime sing- 
ing career though—“It’s too 
hard a life.” But she wouldn't 
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be averse to a record contract. 
Her two careers suit Marie fine. 


The weekend vocalization gives 


her a chance “to blow off steam.” 
And it helps her in her casting job 
too, she believes—being talented 
herself gives her better under- 
standing of talent casting prob- 
lems in her job. 

She rarely combines her two vo- 
cations. However, when the agen- 


cy has a trial commercial to try 


out on the client, Marie is often 
called in to give it the professional 
touch. She’s also an enthusiastic 
member of the adman’s jazz com- 
bo, the Many~Splendored Stomp- 
ers. 

Before joining C&W, Marie was 
with Young & Rubicam for 13 
years, then moved to Atherton & 
Currier as assistant to the head 
of radio-tv. She majored in fash- 
ion illustration and design at 
school—hence her duties as fash- 
ion coordinator at the agency. This 
relates to her singing career too 


~~. ~ 


ON THE JOB—As casting director of Cunningham & Walsh, Marie 
Janice checks over a tv commercial with Actor Hal Hackett. 


Tv peBut—Marie sings “The 
Weaver” on “Jimmy Dean 
Show” (CBS-TV). 


—she designs and makes her 
own costumes. + 


MU 


TELL LCR 


BUY A RIFLE...GET 
A SHOTGUN, TOO: 


RIFLE 


- METROPOLITAN 
MEMPHIS — 


163,930 FamuuEs 
- 576,700 POPULATION 


seceded Combined Daily 
_ Gireulation 


“12, 275° Sunday | 
Circulation 


THE 
SHOTGUN 


76-COUNTY TRADE AREA 


the 61 Major Towns 
(Excluding Memphis) in 
_ Memphis Market 


CRS 


TOTAL PAID 
CIRCULATION 
Combined Daily 356,433 
Sunday 255,182 

ABC Pub. Statement 3-31-58 


THE 
COMMERCIAL APPEAL 
MEMPHIS 
_ PRESS-SCIMITAR © 


SCRIPPS-HOWARD NEWSPAPERS 


See 


702, 350 2,613,400 
Families Population _ 
pt EE ‘ ° 59% Family Coverage in - 


| Ross Llewellyn Names 
Fingulin; Adds 2 Accounts 
Ross Llewellyn Inc., Chicago, 
has appointed Alfred J. Fingulin, 
formerly an account executive 
with Scheel Advertising Agency, 
Cleveland, an account executive. 
Armour Leather Co., Chicago, 
moved from Scheel to Ross Llew- 
}ellyn with Mr. Fingulin. Armour 
_Leather, a division of Armour & 
Co., makes upper and sole leathers 
for shoe manufacturers and the 
| repair trade. 
| Ross Llewellyn also has been 
|named to handle advertising for 
Electro-Golf Inc., Batavia, IIL, 
maker of a new electronic golf 
practice driving range for country 


.|@¢lubs, schools, colleges and similar 


installations. Mr. Fingulin is ac- 
count executive on both accounts. 


Baxter to Cargill, Wilson 

Robert E. Baxter has joined 
Cargill, Wilson & Acree, Richmond, 
Va., as an account supervisor. He 
formerly was advertising and sales 
promotion manager of C. F. Sauer 
Co., Richmond food manufacturer. 


ARE YOU OVER-LOOKING THE 
VAST POTENTIAL OF THE 


6-BILLION-DOLLAR CERAMIC 


The ceramic 
field is so vast that 
it offers a big market 
for advertisers in just 
about every field! Investi- 
gate the ceramic sales po- 
tential today. Write for your 
free copy of the “Scope 
and Size of Ceramic Pro- 
duction in the United 
States”. 


AMERICAN CERAMIC SOCIETY BULLETIN 


Dailies’ ‘59 Linage 
Is Up 1%; General, 


Auto Brackets Trail 


NEw York, March 24—Newspa- 
per ad linage in the first two 
months of 1959 was 389,620,491 
lines, up 1.1% over 385,419,981 
lines reported for the same period 
in ’58, according to a Media Rec- 
ords check of newspapers in 52 
cities. 

Linage in February was 196,- 
095,753 lines, a 4.1% gain over lin- 
age reported in February, ’58. 

Biggest gains for the year were 
in classified, financial and retail 
advertising categories. Classified 
linage was 102,480,670 lines, up 
7.6% from ’58. Financial linage 
was at 9,318,804 lines, up 5.3%, 
and retail advertising, at 210,130,- 
825 lines, was up 1.4% for the year. 

Automotive and general linage 
for the first two months continued 
below 1958 levels. Auto linage was 
18,024,865 lines, down 18.9% from 
the same period in ’58. General lin- 
age, at 49,665,327 lines, was off 
4.1% from last year. + 


California Dodge Dealers 
Set $400,000 Ad Budget 

The Dodge Dealers Assn. of 
Southern California, Los Angeles, 
will invest $400,000 in advertising 
this year. Half of the budget will 
go for 10 consecutive hours of 
KLAC every Sunday for 52 weeks, 
beginning March 29. The first of 
four 13-week promotions will fea- 
ture a grand prize for two of a 
holiday anywhere in the world. 
Grant Advertising, Hollywood, is 
the agency. 


Hi-Fi Magazine Sold 

Audiocom Inc., publisher of High 
Fidelity magazine, has purchased 
Hi-Fi Music at Home, published by 
Sleeper Publications. Following 
the May, 1959 issue, Hi-Fi Music 
at Home will be absorbed into 
High Fidelity. 
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| this Wonderful thing about families 


Pr " » ey 
= z 


Dine out alone and it’s just another meal. Take your family along and it’s more... 
much more. Your wife’s glow of pleasure. Your daughter’s delighted smile. And afterward, the 
talking-over—the ‘‘wasn’t it fun when . . .”” reminiscences. 

Whatever you do takes on added zest when those you love are there to enjoy it with you. 
That’s why families with children do (and buy) so much more. It’s also why so many 

families with children are LOOK families. For LOOK is edited to be shared, to be talked over, by 
men and women and teenagers—by every member of the family. 


LooK’s 27,900,000 readers are concentrated more among families with children than is the 
audience of any other major magazine. Through its accent on human values, the warmth and 
variety of its exciting story of people, LOOK has won a unique place in the minds and hearts of 
America’s families. And it is the family that holds the key to success for American businesses. 


avericas ramuy wacazine LOOK—the exculing slory of people 
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62 Advertising Age, March 30, 1959 


Spot TV Advertisers by Product Classification: 1958 


Source: Television Bureau of Advertising from N. C. Rorabaugh Data | 


Estimated Gross | Woxes ........ ; 4,146,000 HOUSEHOLD, GENERAL ........ 4,101,000 
Time Costs| Gloss Cleaners .................... 392,000 | Brooms, Brushes, Mops, etc. 430,090 
Home Dry Cleaners 405,000 | China, Glassware, Crockery, 


Shoe Polish 148,000 | COAIIIID © cesccreictcicccerecess 356,000 | 


Miscellaneous Cleaners ........ 508,000 _ Disinfectants, Deodorizers .. 1,090,000 : 
Miscellaneous 0.0.00... 604,000 HOUSEHOLD EQUIPMENT— Fuels, (heating, CHE.) reeves 488,000 : 
ALE, BEER, & WINE oo... 44,214,000 | APPLIANCES ......0ccssnesnnn 4,621,000| ‘mecctieiden, Redonticides.... 821,000 | # 
Beer & Ale 40,299,000 Kitchen I lad ak 89,000 ‘ 
a on SRaEnamgattaS 3,915,000 | HOUSEHOLD FURNISHINGS .. 2,926,000 Miscellaneous ...................... 827,000 ¥ : 
| Beds, Mattresses, Springs .... 1,671,000 
AMUSEMENTS, ENTERTAINMENT 559,000 Furniture & Other Furnishings 1,255,000 | SS 384,000 
AUTOMOTIVE ooc.ccccccceccseeneeeeen 7,376,000 | HOUSEHOLD LAUNDRY | PET PRODUCTS ..............1..- 4,411,000 Jack N. Pitluk Jr. Jack N. Pitluk Louis Pitluk 
Anti-Freeze 192,000 | PRODUCTS coececcscccssecssccseseons 29,940,009 PUBLICATIONS ooo... ccccsseee 757,000 FATHER AND SONS—On the occasion of the 40th anniversary of Pitluk 
BIE ssinorerscoccestescnsesersete 131,000/ Bleaches, Starches .............. 4,814,000 | spoRTING GOODS, BICYCLES Advertising Co., San Francisco, Jack N. Pitluk, who established the 
TEIN. -Leosesouvoonestnsensonersartsververe 4,134,000 | Packaged Soaps, Detergents* 23,217,000 toys ¢ 3045000 Wwency in 1919, poses with his two sons, Jack N. Pitluk Jr. and Louis 
Tres & Taba 1-554,000 | Miscallane0¥8 rn 1,909,000) Bicycles & Supplies... 35,000 N. Pitluk. 
able obama © | HOUSEHOLD PAPER PRODUCTS 5,163,000 To¥s & Gomes oon 2,819,000 
 -teenctanaactt 1,313,000; Cleansing Tissves .............. 1,411,000 | Miscellaneous .................00 191,000 Shatter, Lazarus Adds Five Doro Mfg. Co., maker of office fur- 
sueneid MATEMAL BQUIPENT Food Wraps Sahetapciuda ble ieionein 1,417,000 STATIONERY, OFFICE Shaffer, Lazarus & LaShay, Chi- niture; Important Imports, which 
name oncom . oe Napkins aicetapspaperrenbadeinvesteet 347,000 | EQUIPMENT o.oo 149,000 cago, has added five new accounts, sells radios and recorders; and 
F q NTS oesssrrssee 789, TI ai ccncenscssosscesene 755,000 * Liquid cleaners (i.e. Lestoil) now included all in Chicago: Tote-Brush Inc.,| Chicago Vogue Club, a social or- 
lg Supplies 552,000 | Miscellaneous...» 1,233,000 | in sub-class, “cleaners, cleansers.” manufacturer of pocket dental kits; ganization, Made-Rite Bedding Co. 
PIED scscccocene sis ~ - 
Power Tools * 
Miscellaneous... 327,000 
CLOTHING, FURN!SHINGS, 
ACCESSORIES oon... cecsscreserses 13,241,009 
| ESE 11,269,000 
IEEE ‘scepsanisdiuatquastvecnroase 1,445,000 - 
Hosiery ..........- 497,000 
Miscellaneous 30,000 
CONFECTIONS & SOFT DRINKS 28,237,000 | 
EES 12,039,000 | 
SE PEED -ennscsdcresorerecoseress 16,198,000 
CONSUMER SERVICES .......... 14,605,000 | 
Dry Cleaning & Laundries 81,000 | 
PIED i crsessnscececivessesvrpneste 
IASUFOMCEE  ......ccceeeeeeee 
Medical & Dental 
Moving, Hauling, Storage .. 317,000 ms 
Public Utilities ..........00.0000 7,099,000 i 
Religious, Political, Unions. ‘1,224,000 ‘ 
Schools & Colleges ...:...5... 135,000 f 
Miscellaneous Services ........ 644,000 ; 
COSMETICS & TOILETRIES .... 46,749,000 ; 
I sadensecccercnsecsinserstens 8,133,000 r 
Deodorants 3,426,000 | 
Depilatories 295,000 | 
Hair Tonics & Shampoos... 8,674,000 
Hand & Face Creams, Lotions 2,813,000 
Home Permanents & Coloring 5,890,000 


Perfumes, Toilet Waters, etc. 1,704,000 | 


Razors, Blades ............60065 1,904,000 | 
Shaving Creams, Lotions, etc. 1,694,000 
We BUD sicctbedpeneseicssceosee 10,744,009 
Miscellaneous aeseie 1,472,000 
DENTAL PRODUCTS ............... 14,467,000 | 
BNI c.c\aciactexpinsecceseceess 
Mouthwashes si 
Miscellaneous ............606 880,000 
DRUG PRODUCTS ..........06 44,626,000 
Cold Remedies .................... 12,863,000 
Headache Remedies ............ 7,792,000 
Indigesti Remedies ........ 8,988,000 
IID. ncthhontistengesensese cegedin 3,082,000 
Vitamins 2,825,000 
Weight Aids 1,917,000 
Miscellaneous Drug Products 6,285,000 
IIIS scctrcsscessosonvesecene 874,000 
FOOD & GROCERY PRODUCTS 135,687,000 
Baked Goods ................0.. 26,469,000 


Cereals 11,552,000 
Coffee, Tea & Food Drinks 32,140,000 
Condiments, Sauces, Appetizers 5,515,000 


Dairy Products .. 7,853,000 

STEN ele a eee 2,023,000 

Dry Foods (Flour, Mixes, 
6s scscesaseniibigd 8,314,000 


Fruits & Vegetables, Juices 9,429,000 
Macaroni, Noodles, Chili, etc. 1,934,000 
Margarine, Shortenings ...._ 6,673,000 


Meat, Poultry & Fish ............ 6,366,000 | 
Soups 461,000 
Miscellaneous Foods ............ 6,420,000 
Miscellaneous Frozen Foods 1,454,000 
BN RNID. «bins stetsntasatssceeins 9,084,000 


GARDEN SUPPLIES & EQUIPMENT 661,000 
GASOLINE & LUBRICANTS .... 24,479,000 


Gasoline & Oil 
Oil Additives ..... 
Miscellaneous ..............006 
HOTELS, RESORTS, 
RESTAURANTS. ............00006 423,000 
HOUSEHOLD CLEANERS, CLEANSERS, 
POLISHES, WAXES* .......... 29,650,000 
Cleaners, Cleansers* ........ 24,051,000 


Floor & Furniture Polishes, 
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American Seeks 
L&N Successor; 
Split Unexplained 


‘Often’ Account Moves 
‘for Reasons Other Than 
Ad Quality’: Rheinstrom 


NEw YorRK, March 24—A com- 
pany now looking for a new agen- 
cy on Madison Ave. had good news 
last week for Wall St. 

American Airlines reported that 
1958 sales were the highest in his- 


tory—$317,240,000. Net earnings | 


soared to $16,080,000—up 43.5% 
over 1957. 

On the New York Stock Ex- 
change the common stock of Amer- 
ican bounded to its highest levels 
in history for two days in a row. 
The stock broke $31 on Tuesday 
and $32 on Wednesday. It sold for 


as low as $15 last year. 


\: On Madison Ave., this sterling 
performance only tended to un- 


|derline an unanswered question: | 


'Why is American pulling its $6,- 


|000,000 account out of Lennen & | 


| Newell? (AA, March 16). 
| There was no answer from 
|Charles Rheinstrom, exec vp of 
| American, who this week contin- 
| ued to see agencies eager to replace 
| LEN. 

Mr. Rheinstrom told ADVERTISING 


AGE he was sorry but he could not | 
give the reasons for the dismissal | 


|of L&N. 


| “It’s not anything insidious— 


‘something you couldn’t tell your | 


mother,” he said, “but I just can’t 
| comment. As you know, it is often 
that an account will move for rea- 
{sons other than the quality of the 
advertising.” 

Mr. Rheinstrom’s implication 
that American has not been dis- 
satisfied with the advertising pro- 
duced by Lennen & Newell indi- 
cates that the split may fall into 
that amorphous area known as 


tie 


| FOR LOVE—A pr campaign for Stoner-McCray, Des Moines, plant 


operator, includes these painted 


bulletins suggesting a little do- 


mestic charity. Wesley Day & Co. is the agency. 


| “personality conflict.” 


® According to one observer close 
to the American Airlines picture, 
Mr. Rheinstrom’s dissatisfaction 
with L&N stems largely from the 
fact that he did not select the 
agency. 

“Charley Rheinstrom is a per- 
fectionist,” this observer said, 


, “and he likes to run his own show. | pervised the account at Ruthrauff | 
| He wants to have working for him |& Ryan before it moved to L&N | 


an agency of his own choice.” 


| At Lennen & Newell, there were 
no answers to the question either. 


\@ “I don’t know why the account 


|is moving. You will have to ask 
Mr. Rheinstrom that,” C. L. (Bill) 
Smith, senior vp of the agency, 
told ADVERTISING AGE. 

| Mr. Smith, brother of C. R. 
| Smith, president of American, su- 


| in 1955. He is not expected to move 


to the TOP..g0 ABC-TV 


You’re going where the growing is when you go ABC-TV. ABC’s 
nighttime audience has grown by 1,100,000 homes over this time last 
year (another network gained only 55,000 homes — and the third lost 
590,000! ). Some of the more important reasons are right’on these pages. * 

These pages are the picture of efficiency, too. ABC programming pulls 
in audiences more efficiently than either of the other two networks. 
Average cost per minute for 1,000 homes on ABC is $2.78. (The other 


two — $3.13 and $3.43, respectively.) ** 
Which, we think you'll agree, makes ABC No. 1 for the money. 


ABC TELEVISION 


*National Nielsen Feb. I & II Report, Average Audience Per Minute. Sun.-Sat. 7: 30-10: 30 PM all sponsored eve- 


ning programs. ** Nielsen Cost Per Th 


d C 


cial Minutes Delivered Data, Nov.-Dec., '58. Evening Once- 


A-Week Programs, based on Nielsen average audience ratings and estimated time costs and published talent figures. 


| with the account this time. 
| Mr. Smith insisted doggedly that 
|he could not supply any reasons 
|why American should be in the 
market for a new agency. “We will 
stand on the record,” he said. 
The record he proposes to stand 
on is a rather distinguished one. 
American and its agency have won 
numerous citations for advertising. 


= Between 1954 and 1958 Ameri- 
can Airlines advertising in news- 
papers and magazines won seven 
awards from the New York Art 
Directors Club. The advertising 
was also cited every year from 1955 
through 1958 by the American In- 
stitute of Graphic Arts. And it won 
awards in 1956, 1957 and 1958 from 
the New York Type Directors Club, 
A survey just completed by El- 
mo Roper for L&N shows that 
American enjoys greater public 
recognition than any other airline. 
L&N handled what has been 
called the most successful promo- 
tion ever launched by American 
—the introduction of Royal Coach- 
man service in May, 1956. A sur- 
vey taken last year showed that 
the Royal Coachman service was 
more familiar to the public than 
any other flight by any airline. 


# In some circles, Bill Smith has 
been mentioned as a possible cause 
for the agency-client friction. Mr. 
Smith was relieved of his manage- 
ment supervisor’s post last Sep- 
tember, six months after Mr. 
Rheinstrom returned to American 
from J. Walter Thompson Co. 

Mr. Smith told ApvERTISING AGE 
he could not understand this line 
of reasoning. 

“If the advertising has been suc- 
cessful and I have been working 
on the account all these years, why 
should the agency be changed be- 
cause of me?” he asked. “And be- 
sides,” he added, “if I haven't been 
on the account since September, 
why should it move now if I’m the 
reason?” 

Mr. Smith also heatedly denied 
that he had anything to do with 
the switch of the account to L&N 
from Ruthrauff & Ryan; he de- 
scribed this story as “wholly un- 
true.” Lennen & Newell, he said, 
was selected “by American’s sales 
and advertising department—I 
didn’t even speak to Adolph Toigo 
{president of L&N] until after the 
|agency was selected. This rumor 
has more to do with my mother 
than me. I didn’t make a dime 
more than I was making at R&R 
by moving over here—and I can 
prove it.” 


s In the memorandum circulated 
at the agency, Mr. Toigo said: 
“Historically our association with 
American Airlines has been one 
of the finest in our experience, and 
we will do nothing to detract from 
this.” 

| A team of 30 people work on the 
| American account at L&N—a num- 
|/ber of them holdovers from the 
R&R days. T. J. Ross, ex-R&R, is 
the account executive. The art side 
is headed up by the talented Suren 
Ermoyan, also ex-R&R. Gail Ra- 
| phael, who had been copy super- 
visor at R&R, left L&N Jan. 1 to 
join Doherty, Clifford, Steers & 
Shenfield. # 
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Advertising Age's 
12th Annual 


MARKET DATA ISSUE 


to be published 
APRIL 20, 1959 


German Steyr-Solothurn 
9 mm. Submachine Gun 


Go ahead! Shoot the works in the market that ranks 12th (in retail 
sales) among cities over 600,000.t And, when you think of the Indi- 
anapolis market, remember it’s a 45-county trading area with over 
two million population. People with more money, more spending 
power (per family, 15.6% above the national average). With 56.4% 
coverage by The Star and The News, it's like getting a twenty-one 
gun introduction to more sales for your product or service in a 
flourishing industrial, agricultural market. Write today for complete 
market data. 


+ Sales Management, Survey of Buying Power, 1958 


NEWS... 


‘Newhouse Enters 


Magazine Field in 
Conde Nast Buy 


(Continued from Page 2) 
by Conde Nast Publisher I. S. V. 
Patcevitch and purchased 450,000 
shares in the company from Amal- 
gamated Press Ltd. in London. The 
price was reportedly about $5,- 
000,000. 


s While his holdings represent 
only 50,000 shares short of control 
in the company, Mr. Newhouse 
said he will not actively partici- 
pate in management of Conde 
Nast. His wife, however, will prob- 
ably join the company’s board of 
| directors. 

| Mr. Patcevitch, who reportedly 
| holds the next largest interest in 
Conde Nast, and who now controls 
the company together with Mr. 


with buying power... 


THE INDIANAPOLIS AREA‘ 


*THE 45-COUNTY TRADING AREA 
THAT'S BIGGER THAN YOU THINK! 


Population: 2,117,100 
Income: $3,740,248,000 
Retail Sales: $2,472,792,000 
Coverage: 56.4% By 


The Star and The News 


3 2 5 


KELLY-SMITH COMPANY + NATIONAL REPRESENTATIVES 


Advertising Age, March 30, 1959 


Newhouse, will remain as publish- 
er and president. 

The Newhouse purchase ended 
a three-month period in which sev- 
eral major magazine publishers, 
financial groups and private in- 
vestors were ‘reported to be ne- 
gotiating with Mr. Patcevitch for 
the stock option. Among those 
mentioned as prospective buyers 
were McCall’s (AA, Jan. 26), Time 
Inc. and Seventeen. 


® The option to buy controlling 
interest was extended Mr. Patce- 
vitch after a recent merger of 
Britain’s Mirror-Pictorial group 
with Amalgamated Press Ltd. 
(both are giant publishing chains 
with holdings in and out of Brit- 
ain). Entry of Mr. Newhouse into 
the Conde Nast operation shifts 
control of the company from Bri- 
tish to U.S. ownership. 

Mr. Newhouse told ADVERTISING 
AGE today that his reason for buy- 
ing into the magazine field was 
simply that he considered the 
Conde Nast property “a very ex- 
cellent investment if the manage- 
ment is left alone.’”’ He added that 
Conde Nast would now be an even 
better property since it will oper- 
ate “without interference from 
England.” His share of Conde Nast, 
he said, will probably be held by 
the Newhouse newspapers. 


® The son of an immigrant fac- 
tory worker, the 63-year-old pub- 
lisher seems to have an unlimited 
supply of money. At 27, he had 
acquired enough cash to buy 51% 
of his first newspaper, the Staten 
Island Advance. Since then he has 
paid out millions—nearly always 
in cash—for a string of newspapers 
extending from Newark, N.J., to 
Portland, Ore. 

In addition to the newspaper 
chain, which includes the St. Louis 
Globe-Democrat (bought in a rec- 
ord $6,250,000 cash deal), Syracuse 
Post-Standard, Long Island Press, 
Long Island Star Journal, the Port- 
land Oregonian and the Harrisburg 
News, Mr. Newhouse also controls 
five radio and television stations 
spotted around the country. 


® The Conde Nast operation— 
which includes the highly profit- 
able Conde Nast Press in Green- 
wich, Conn.—has also been 
acquiring new properties, though 
at a much slower pace than the 
Newhouse chain. 

In January, Conde Nast pur- 
chased Bride’s House Inc., pub- 
lisher of Bride’s Magazine (AA, 
Jan. 5). Although the price was 
not announced, a report filed by 
Conde Nast with the Securities & 
Exchange Commission revealed. 
that the company had borrowed 
$1,000,000 to purchase the prop- 
erty. Bride’s Magazine, with a 1958 
ad volume of more than $1,500,000 
and a ’59 circulation of over 660,- 
000, is said to be the leading book 
in its field. In January, ’59, the 
magazine reported 214.6 pages as 
against 207.9 pages in ’58. 

Other Conde Nast books did not 
fare so well in ’58. Total ad pages 
in Vogue during 1958 were report- 
ed at 1,628.7 pages, as against 1,- 
851.2 pages reported in ’57. Gla- 
mour reported 870.2 pages for ’58, 
as compared with 1,086.3 pages the 
previous year. House & Garden 
reported 806 pages for ’58, down 
from 949.1 pages reported the pre- 
vious year. # 


4 
Lyncoach Names Riger 
Lyncoach & Truck Co., Oneonta, 
N. Y., has appointed Fred Riger 
Advertising, Binghamton, N. Y., to 
handle its advertising. The com- 
pany makes aluminum truck bod- 
ies, mobile control units for 
guided missiles and other special 
purpose vehicles. 


Dr. Schweidel to Shaller-Rubin 

Dr. Millard J. Schweidel, for- 
merly with Cortez F. Enloe Inc., 
has joined the Shaller-Rubin Co., 


New York, as medical director. 
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REF. SUPER, short for refinery superin- 
tendent, finds plenty in Petroleum sb 
Week. For Petroleum Week broadens the a 
horizon of more than 45,000 men in the oil : 
industry, at all levels and in all segments. 
It’s the magazine where busy oil men keep ma 
informed, where they get up-to-the-minute Baie! 
reports on news, technical developments, aah 
and trends that affect their daily activities. 
Out of this information they acquire the 
industry perspective so vital to doing a 
good job. 


A good, responsible refinery superintendent 
has to keep informed, and that’s why he 
likes Petroleum Week —oil’s most readable 
magazine. He is in charge of the personnel 
and equipment of a petroleum refinery — 
normally a multi-million dollar responsi- 
bility — and he takes more than a passing 
interest in important tools of his trade. 
Refinery superintendents are among the 
many thousand subscribers to PW who are 
actively and directly engaged in the refin- 
ing segment of the oil industry. 


Whether you want to reach foremen or 
presidents, technical men or operating men, 
the pages of Petroleum Week can carry 
your advertising messages effectively, for 
all groups of buying influences are covered. 
That’s why more and more companies are 
placing more and more advertising in this 
magazine in 1959. 


PETROLEUM 
WwW FKEK @ Ai pais @ ausited circulation 


Oil’s Most Readable Magazine 


A McGraw-Hill Publication 
330 West 42nd Street, New York 36, N.Y. 
Refinery superintendent for independent refiner photographed near Houston by W. D. Murdy. 


One of a series of portraits of oi/ industry management and operating men. 
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66 Advertising Ag’, March 3), 1959 
M h Pp d L 1 1 F Pp bl Icalti 
: Current Figures for U. S. and Canadian Publications Reporting to Advertising Age 
rd : 
Pe : KEY: (mon)-monthly; (sm)-semi-monthly; (bm)-bi-monthly; (bw)-bi-weekly; (w)-weekly; (d)-daily; (q)-quarterly. 
‘ Commercial Dis- Commercial Dis- 
play Excluding play Excluding 
Poultry, Classified Poultry, Classified i 
and Livestock, and Livestock, : 
-—Total Advertising, in Pages——. ———Total Advertising, in Lines———, in Lines -——Total Advertising, in Pages——, ———Total Advertising, in Lines ——, in Lines i 
March March Jan.-Mar. Jan.-Mar. March March Jan.-Mar. Jan.-Mar. March March March March Jan.-Mar. Jan-Mar. March March Jan.-Mar. Jan.-Mar. March March a 
1959 1958 1959 1958 1959 1958 1959 1958 1959 1958 | 1959 1958 1959 1958 1959 1958 1959 1958 1959 1958 x 
ee 
a | Ohio Farm Bureau News (mon) 11.1 12.0 29.3 33.3 5,010 5,409 13,483 14,980 : . 
ay General Farm Publications $Washington Grange News: (sm) = | 
GAmerican Agriculturist (sm) 40.1 405 68.5 69.0 29,241 29,507 49.938 50,307 26,768 26,934 | East Edition .......... M1 9.7 = 24.7 19.3 15,334 10,567 26,803 21,032 15,008 10,196 : 
§Arizona Farmer-Ranchman (bw) 59.1 79.2 130.8 135.5 44,707 59,902 98.955 102,462 43,533 58,666 West Edition .......... 13.1 10.2 23.3 19.2 14,178 11,015 25,298 20,822 13,852 10,644 - 
SAstenees Pormar: (men) Average 2 Editions ...... 136 99 240 19.2 14,756 10,791 26,050 20,927 14,430 10,420 ne 
#Delta Edition .... 2.5 ——- 25 —— 19,264 19,264 18,423 ——— Total Group ........... 149.6 1533 395.7 “446.1 67,311 63,941 180,044 205,639 57,303 59,357 a 
‘ Western Edition ..... “4a8&ke eee 24.8 — 18,761 —— 18,761 ——— 17,920 —— § Not included in totals; figures shown are for February issues as March figures were not available as this issue went if : 
Average 2 Editions ...... ai 25.1 — 19,012 19,012 18,171 to press. Commenced publishing sectional editions with the September 1958 issue. § 
§California Farmer: (bw) : 
Northern Edition ... - $09 567 85.5 926 43,135 43.025 75.657 70,048 41,813 42.450 Dairy & Livestock 
Ce ee ee ee ee ee oe oa nin | Caer Guth Gad... MS NS 2 OS ANS 92 98s 787 OMe BET i 
= gh ll meng onl 1 2 = ’ The Cattleman (mon) ..... 110.8 94.4 291.0 250.0 46,500 39,645 122,195 105,005 22,600 17,903 a 
Capper's Farmer (mon) 47.9 70.3 131.7 180.9 20,529 30,172 56,479 77.590 19,121 28,751 | geo Belt Farm Dailies: (d) : ; 
k Colorado Rancher & Farmer (sm) 51.3 48.1 112.2 102.6 38,822 36,419 84.831 77,684 37,485 33,980 7 
Dakota Farmer (sm) 79.6 79.1 189.6 181.7 62,394 62.034 148.617 142.490 60,694 60.451 —— } ay Aga dra, 314 312 67.3 = 70.6 66,928 66,541 143,260 150,669 35,011 36,604 
tElectricity on the Farm (mon) 13.4 10.7 29.7 24.9 4,625 3,825 10,257 8.901 Drovers Telegram 33.6 32.9 68.0 65.2 71,541 70,129 144,801 138.757 41.676 40.573 
Farm & Ranch—Scuthern a ee: ee) me ee eee | all ie oe j . ‘i ? i . y 4 
#Southeastern Edition 52.3. 46.1 133.2 128.2 22,418 19,790 57,132 55,014 19,829 17,894 gay Fee Stockman 39.0 41.6 82.3 = 86.0 63,069 88,603 175,169 183,108 41,094 55,447 
HzSouthwestern Edition .. 43.9 41.5 116.2 124.6 18,833 17,799 49,832 53,460 16,266 15,585 
Livestock Reporter .... 246 23.2 511 48.0 52,463 49,518 108,800 102,172 33,320 28,459 
A. Nar nasers 49.0 44.3 (126.5 126.8 21,020 19,013 54,285 54,415 18.440 16,993  corirvmen’s League News (bw) 21.2 127 37.9 256 15.408 9.280 27554 18636 14.675 8731 
; Florida Cattleman (mon) .. 63.6 75.0 237.1 213.6 26,721 31,318 95,421 89,471 13,252 14,651 
— —." ot ao pony ny) Pope} Pops rye god fae Seccs  Hoard’s Dairyman (sm) ... 828 70.1 210.6 192.8 60,304 51,003 153,306 140,367 53,893 45,413 
eae edition’ , 787 774 1995 2067 33769 33219 85597 88690 31.454 31.007 Livestock Breeder Journal (mon) 88.0 71.8 233.4 223.2 37,252 29,972 98,096 93,793 4,004 4,032 
SETA ERON . . P . ; 06. ’ ’ , ’ ’ : National Hog Farmer (mon) 23.8 13.5 58.6 35.9 24,157 13,710 59,480 36,474 22,650 11,658 
sWestern Edition ...... 95.7 95.9 246.2 235.1 41,065 41,158 105,626 100,850 38,750 38,946 yitinns Live Stock 
Average 4 Editions .... 92.0 90.2 234.9 230.5 39,471 38.688 100,792 98,878 37,156 36,476 
| Producer (mon) ........ 22.8 17.7 559 42.9 16,596 12,868 40,470 31,241 16,268 12,528 
Farm Management (mon) .. 23.6 30.0 67.4 70.9 10,140 12,851 29,116 = 30,417 10,140 12.851 | Western Dairy Journal (mon) 42.1 35.2 136.6 120.2 18,053 15.113 58593 51.236 11,648 11.432 
“Farm Quarterly . — =» 2 # £712 34,280 32,894 33,195 31.778 | woien Livestock Journal: (mon) 
The Farmer (sm) ..... ... 123.1 119.5 303.1 281.2 96,493 93,672 237,622 220,469 89,046 87,420 | ~ cl 
| Mts. & Plains Editions .. 73.9 46.6 228.1 166.1 31,682 20,013 97,861 71,279 13,285 7,721 
po ee and (mon) Se ee a Pacific Slope Edition .... 92.3 76.2 318.3 317.3 39,564 32,690 136,520 136,123 16,614 13,290 
' Oklahoma Edition - 37.2 33.4 104.6 97.8 28.255 14,329 69.153 40,993 25,868 14,329 . fb Ae 624.6 522.0 1,820.7 1,612.8 311,355 255.663 883.880 776.786 183,430 147,160 
ZTexas Edition .... 34.6 32.0 97.3 90.9 27.713 13.765 65,903 39,054 25,136 13,765 §Not included in totals; figures shown are for February issues as March figures were not available as this issue went to press. 
Average 2 Editions 35.9 32.7 101.0 94.3 27,984 14,047 67,528 40,024 25,502 14,047 ‘i 
{Georgia Farmer: (mon) Farm Linage Trend __ Fines in thousands 
#North Edition .... 135 —— 185 —=— 11,776 11,776 11,448 
#South Edition ....... 195 =—— 195 —= 14,719 14,719 14,415 
Average 2 Editions .... 73 —_-— 15 =— 15,387 13,247 12,932 
tHIndiana Farmer (mon)... 188 24.4 43.4 59.9 14.728 19,138 34.029 46.939 12.088 15,026 GENERAL FARM PUBLICATIONS FARM ORGANIZATIONS & EDUCATION 
lowa Farm & Home . 1959 1959 
Register (mon) ........ 249 31.0 59.4 65.1 24,974 31,010 59,489 65,123 24,580 30,54 
§lowa Farm Bureau MAR.| 1,259 | MAR. —- 
Spokesman (w) ...... 57.1 57.3 113.0 114.0 57,956 58.110 114,694 115,625 54,806 55,050 
Kansas Farmer (sm) ...... 60.0 53.6 132.3 129.8 45,616 40,722 100,519 98,684 41,992 36,830 FEB.| 960 | FeB. [65] 
Kentucky Farmer (mon) ... 29.5 29.3 67.3 78.6 23,093 22,988 52,709 61,659 21,413 20,979 | 
Michigan Farmer (sm) ..... 83.4 748 193.4 172.7 64,013 57,429 148,554 132,655 57.227 52,054 | 1958 3838 
Minnesota Farmer (mon) .. 23.4 25.0 47.3 41.3 18,380 19,629 37,121 32,392 17,596 19,237 | xe mar. O79" 
Mississippi Farmer: (mon) 
#Delta Edition ........ hg am = 0 Oe C8627 8,627 8.327 — 
HEastern Edition ...... 0S —«— 105 —— 7,963 7,963 7,663 
Average 2 Editions ...... 109 =—— 109 —— 6295 8,295 7,995 TOCK TRY GET ANADIAN 
#Missouri Ruralist (sm)... 59.6 62.8 138.7 144.0 45,333 47,750 105,392 109.421 41.763 45.074 DAIRY & LIVESTOC POUL FRUIT & VEGETABLE ¢ 
Montana Farmer-Stockman (sm) 78.7 74.0 182.0 174.9 59,468 55.907 137,613 132,217 50.561 45,967 | 1959 1959 1959 1959 
Nebraska Farmer (sm) ..... 121.1 125.2 321.4 279.1 92,216 94,696 243,753 211,110 83,436 85,516 | [an ] MA MAR 
§New England Homestead (sm) 32.3 39.0 60.1 68.1 22,580 27,303 42,075 47,642 17,707 21,993 | MAR. R194 | {91 FEB. | 350 
New Jersey Farm & | 
Garden (mon) ......... 43.2 57.7 109.3 147.0 19,425 25,946 49,146 66,148 17,150 22,782 Fe8. [233] FEB.190 | . FEB.| 83 | JAN.[293 | 
New Mexico Farm & | 
Ranch (mon) .......... 162 15.2 436 336 12,247 11,614 32,949 25.862 12.086 11,481 | wes 1958 1958 1938 oa 
Ohio Farmer (sm) .... 97.6 89.3 242.2 215.8 74,942 68,578 186,003 165,721 66,996 63,115 MAR. EIA MAR. MAR. FEB. 
§Pacific Northwest Farm Quad: (sm) 
The Idaho Farmer ..... 47.8 47.1 70.1 -73.4 36,167 35,626 53,023 55,488 35,154 34,575 
The Oregon Farmer ..... 43.0 44.2 62.7 69.7 32,525 33,428 47,435 52,707 31,680 32,377 
The Utah Farmer 44.0 44.4 67.2 69.2 33,286 33,618 50.810 52,356 32,189 31.727 | Poultry 
The Washington Farmer . 44.5 46.4 64.7 73.1 33,648 35,091 48,926 55,281 32.803 33,851 | American Poultry Journal: (mon) 
§Pennsylvania Farmer (sm) 57.2 52.8 133.1 121.3 43,940 40,568 102,243 93,147 38,733 36,450 $#€n0 Producer Eastern Ed. 21.9 37.3 «77.8 —«99.7_—«9,375 16,020 32,789 43,759 5.994 12.580 
Prairie Farmer: (sm) : : 2 ‘ i : ‘ ¢ : . 4 
#Eoo Producer Midwest Ed. 24.5 38.2 79.7 99.5 10,416 16,370 34,087 42,652 6,594 13,451 
#lllinois Edition ....... 132.8 1181 340.0 290.2 on ype pels paged poy oo #Egy Producer Southern Ed. 24.7 388 87.0 101.4 10,605 16,671 37,391 43.517 6,779 13,053 
#Indiana Edition ...... 130.6 116.7 326.5 288.1 95,126 84, 237, , , ’ H#Eg9 Producer Pacific Ed. 25.6 36.7 81.1 91.2 10,981 15,765 34,755 39,123 6,617 11,939 
Averaye 2 Editions ...... 131.7 117.4 333.2 289.2 95,898 85,457 242,624 210,544 85,167 76,069 [ne tein ie, Th coax Ch a tae 21 88) an 
Progressive Farmer: (mon) k me : ‘ . 
#Carolina-Va, Edition .. 106.3 115.4 240.7 265.9 72,311 78,498 163,692 180,781 69,195 75.888 | Auree'G cuitions (or 4) 208 S71 485 964 8914 15906 29708 alss2 case lbya0 
#Ga.-Ala.-Fla. Edition . 101.4 113.0 228.2 260.8 68,951 76,859 155,175 177,360 65,729 74.145 | groier Growing (mon)... 428 426 1183 1115 18357 18282 50.748 47843 18417 last) 
#Ky.-Tenn.-W.Va. Edition 96.1 104.0 216.9 241.0 65,341 70,697 147,517 163,849 62,578 68,573 | Everybodys Poultry , , ; 
Z#Miss.-La.-Ark. Edition 93.1 105.9 215.2 240.1 63,269 71,978 146,357 163,253 60,610 69,570 Genie teen ....... 40.8 40.4 120.6 112.0 17,490 17,326 51,720 48,047 11,854 11.837 
Texas Edition ........ 93.7 1041 218.7 245.4 63,774 70,813 148,684 166,862 60,465 67,782 | gceorgia Poultry Times (w) 324 212 767 565 34580 22624 80066 60340 28630 17964 7 
Average 5 Editions ..... 98.1 1085 223.9 250.6 66,729 73,770 152,285 170,422 63,715 71,192 | Sthe Poultryman: (w) ’ 
yeneet New. verter: (sm) National Edition ....... 19.3 18.5 46.2 38.9 20,979 20,027 50,167 42,238 11,545 10,035 
aoe 2 oe.  —— Se oo ge Dixie Edition .......... 212 189 50.0 412 23.016 17,685 54,311 44,730 12,980 10,035 
Penn.-A.2.-Delmerve E6. :. oe 2 ae New Jersey Edition ..... 30.8 31.3 70.9 67.9 33,503 31,227 77,056 73,754 19,608 18,636 
Southern Planter (mon) 30.2 32.3 74.8 88.3 21,119 22,583 52,351 61,781 20,463 21,957 New England Edition 24.1 220 566 47.3 26209 20.993 61,411 51.286 14937 12095 
Successful Farming (mon) .. 109.7 97.1 244.5 221.4 49,382 43,693 110,044 99,625 48,529 42,801 | poultry Tribune: (mon) . : : : , , ’ , ’ ’ 
Tennessee Farmer & ak 
Mommie (non... 192 214 80 S80 4g 16799 a7 aan ass rsaor | een Elen... BP ABE UBD. MOS ZIM TaN Gat ena L6ale BT 
eee Sa en oe Se ate ain | Sab Ste .....: 56.6 55.1 1648 151.1 24,263 23,688 70,698 64,835 16617 16,639 
Wallaces’ Farmer (sm) 136.0 131.0 331.0 303.8 106,613 102,736 259,484 238,213 99,027 93,137 Southeast Edition S46 529 159.4 1511 23427 22703 68384 64810 17:060 lees 
§Weekly Star Farmer: (w) — i . x ‘ f 4 r , 7 
tomes ee 1 168 308 m3 anes assy Ta9u7 77.208 26823 sone | Zomtmed Etim SRS M62 M7 IME ZEsOG 199 Gaol S553 als 1Asee 
——, oe. oe} ae 4 a; myrd aeons orate pane poten Aid Turkey World (mon) ...... 61.8 52.1 189.0 187.8 26,514 22,342 81,100 80,568 19,026 14.752 
Average 3 Editions ...... 17.9 165 30.1 30.7 44191 40,962 75,522 75,792 27,058 25,919 | Total Group ........... 219.0 “223.3 “623.1 650.2 93,935 95,785 277,943 279,146 68,872 70,212 
Western Farm Life: (sm) # Not included in totals. + Commenced publication with the September 1958 issue. § Not included in totals; figures 
H#Reguiar Edition ...... 22.9 33.9 63.3 94.6 18,013 26.613 49,669 74,230 13,110 22,124 shown are for February issues as March figures were not available as this issue went to press. 
HColorado Edition ..... 30.0 40.5 1045 134.7 23,521 31,795 81,988 105,690 18,413 26,760 | ‘ 
Averaye 2 Editions ...... 26.4 37.2 83.9 114.7 20,767 29,204 65,828 89,960 15,761 24,442 | Fruit & Vegetable 
Wisconsin Agriculturist & American Fruit Grower (mon) 38.1 45.4 109.5 118.1 16,548 19,599 47,319 51,021 16,083 19,140 
Farmer (sm) 2.0... 005 92.9 928 231.9 213.7 74,318 72,764 183,357 167,570 72,797 70,455 | American Veg. Grower (mon) 38.2. 41.1 106.4 103.7 16,502 17,744 45,957 44.785 16,106 17/528 
Wyoming Stockman-Farmer (mon) 47.4 44.4 125.2 117.2 35,854 34,762 94,737 — 90,832 30,493 29,050 | California Citrograph (mon) 215 24.9 59.6 67.0 14,476 16,730 40,054 45,094 14,182 16,394 
Total Group ........... T8055 17552 4494.7 4347.2 1,259,085 1,209,714 F109, 399 2,956, 160 1,190,221 1,143,623 | Florida Grower & Rancher (mon) 33.0 36.3 92.1 98.1 22,474 24,689 62,716 66,746 20,676 23,204 
§ Not included in totals; figures shown are for February issues as March figures were not available as this issue went to | fVedetable Growers 
press. t Commenced publishing sectional editions with the March 1959 issue and therefore there will be no 1958 figures. Messenger (bm) ........ 10.7 8S 2 UG 4594 3570 = 6,880 3,402 4,099 93,373 
# Not included in totals, ¢ Changed from a 357-line page to a 345-line page in January 1959, * Published quarterly | Western Fruit Grower (mon) 38.4 43.5 1026 109.1 16,128 18,270 43,092 45,822 16,128 18,270 
in March, June, September and D ber. ||| Changed from a 428-line page to a 760-line page in February 1959. tt For- a Te 179.9 199.7 487.4 510.6 90,722 100,602 246,018 256,870 87,274 97,909 
merly known as the Indiana Farmer's Guide. {{ Four issues in February 1959; two issues in February 1958. « February | ¢ Published bi- Sata figures shown are for the combined March-April issue. 


figures; not included in totals. 


; -—Total Advertising, in Pages. ———Total Advertising, in Lines——, 
Farm Organizations & Education Feb. Feb. Jan-Feb. Jan.-Feb. Feb. 


Feb. Jan.-Feb. Jan.-Feb. Feb. Feb. 
Agricultural Leaders’ 959 1958 1959 1958 1959 1958 1959 1958 1959 1958 


1 
Canadian (February) 


| 
Digest (mon) .......... 121 184 302 449 5,201 7,872 12,979 19,235 5,201 7,872 
Better Farming Methods (mon) 34.7 37.9 78.0 101.0 14,874 16,246 33,466 43,335 14,731 15,674 | Country Guide (mon) ..... 47.1 451 76.2 65.1 33,909 32,518 54,909 46,899 ——— —— 
California Farm Bureau | Family Herald (w) ....... 77.9 77.9 149.7 145.7 75,957 76,040 146,012 142,106 54,731 55,808 
Monthly (mon) ........ 96 128 30.0 36.2 7,280 9,709 22,750 27,349 6902 9,261 | Farmer's Advocate & 
Cooperative Digest (mon) .. 5.6 58 186 216 2,345 2,450 7.805 9,217 2,345 2,450 Canadian Countryman (sm) 46.9 43.6 86.2 76.7 32,853 30.539 60,354 53,664 26,117 23,805 
County Agent & Vo-Ag Free Press Prairie Farmer (w) 96.3 98.6 173.7 177.9 101,068 103,497 182,354 186,812 55,140 57,450 
Teacher (mon) ......... 29.5 244 90.4 92.3 12,665 10,422 38,757 41,795 12,630 10,422 | Le Bulletin des 
Missouri Farmer (mon) .... 151 149 37.3 37.4 6,330 6,264 15,677 15,699 5,386 5,418 | Aogriculteurs (mon) ..... 59.6 57.6 1006 99.3 41,736 40,311 70,444 69,487 41,736 40,311 
National 4-H News (mon) . 24.1 19.7 58.0 55.9 10,118 8,260 24,358 23,452 10,118 8,260 | Western Producer (w) ..... 60.6 64.4 121.0 116.4 64,828 68,888 129,499 124,542 39,461 42.197 
Nation's Agriculture (mon) 7.8 7.4 23.9 23.55 3,488 3,309 10,769 10,577 “707.4 “681.1 350,351 


Ss ee vaae “BE4 BB72 7074 “BIL 350,351 351,793 643,572 623,501 214,185 29571 
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% Despite our own multi-million dollar expansion 


in the South in recent years, we have just 
managed to keep in step with the fast-moving 
Southern market. But it was easy to keep that 
big, important segment of the South—the rural 
South—up to date on Republic Steel and its 
products. For over 20 years we have used The 
Progressive Farmer as a major advertising 


medium to sell the rural South.” 


NORMAN W. FOY 
Vice-President in Charge of Sales 
Republic Steel Corporation 


STEEL IS ROLLING DOWN SOUTH! 


It’s almost an axiom that an expanding econ- 
omy accelerates the demand for flat rolled steel 
products. For these are the things most used in 
every aspect of modern living. That’s why 
Republic’s expanded flat rolled facilities and the 
newly announced big plate mill soon to be built 
in Alabama are both the answer to the South’s 
present need, and a bright omen for its future. 


No “Temporary” Boom 


There can be no doubt of the solidity of the growth 
down South. Expansion has been sure and steady 
for years. Of the nation’s four big regional markets, 
Southern retail sales for 1957 showed the greatest 
10-year gain per capita. A gain of 457% as compared 


to 31% for the U.S. And 1957 also marked the 
fourth consecutive year that the South built more 
homes than any other region. In fact, the South was 
the only region to build more in 1957 than in 1956. 


The Key Word is “Rural” 


This $53 BILLION-and-growing-bigger Southern 
market has its own special character, in that it is 
mostly rural! Over 51% rural—compared to 29% 
for the rest of the U.S. It follows that the key to 
getting the most out of the Southern market lies 
in advertising aimed at farm families. 


How to Hit the Farm Target 


You can’t miss getting the South’s biggest farm 
circulation with The Progressive Farmer. Over 


1,383,000 subscriber families . . . more than 5% 
million readers. And five regional editions—specially 
edited to local needs — give you a loyal, more recep- 
tive audience . . . extra flexibility for either state 
or South-wide marketing. 


Buy The Progressive Farmer FIRST 


For complete results with any advertising campaign 
aimed South, you need The Progressive Farmer. 
Nowhere else—not in any other publication .. . 
not in radio ... not in TV can you duplicate its 
massive selling power in the rural South. That’s 
why The Progressive Farmer is FIRST in advertis- 
ing linage among farm magazines . . . one of the 
leaders among ALL monthly magazines. Buy The 
Progressive Farmer FIRST... to be FIRST IN 
SALES in the rural South! 


More than 5,500,000 readers in the 16 Southern states 


THE PROGRESSIVE FARMER 


Advertising Offices: BIRMINGHAM + 


RALEIGH 


* MEMPHIS «* DALLAS * NEWYORK * 


CHICAGO + 


LOS ANGELES °* 


SAN FRANCISCO 
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Pro Brush Sets Drive 
Pro-phy-lac-tic Brush Co., Flor- 
jence, Mass., has started a new se- 
|ries of two-color pages for its Pro 
double duty toothbrush in the 
|Ladies’ Home Journal, Life and | 
The Saturday Evening Post. Lam- | 


The Bull Pen room 
<9 


© The Four Sixty-Five’s BULL PEN 


dedicated bert & Feasley, New York, han- | 
yo wa ner ll radio dles advertising for the company, | 
television industries a subsidiary of Warner-Lambert | 
- . | Pharmaceutical Co. | 


We feature: Generous martinis and 
other fine beverages, large 
steaks and wonderful sec- 
food dinners. Service to meet 
the tightest deadline. 


‘Weekly Newspaper Goes Daily 

The Register, Red Bank, N. J.,| 
a weekly newspaper since 1878, 
will publish Monday through Fri- 
day starting Sept. 1. 


@ Rooms for Private Parties 
e@ specialize in dinners 
465 Lexington Restaurant LEXINGTON AVE., BET. 45th AND 46th ST., N.Y. 
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TOPSY TURVYTISING—F rank L. Wright Distilling Co., Loreley, Md., de- 

liberately posted two out of 40 outdoor signs for Sherbrook rye and 

bourbon, like this one, upside down. The company reports numerous 

phone calls to report the mistake. Simons-Michelson Co., Detroit, is 
the agency. 


IT COMMUNICATES! 


WOOD.-TV is first 


morning, noon, night, Monday through Sunday November ‘68 ARB Grand Rapids 
Sosa 


WOOD-AM is first morning, noon, night, Monday through Sunday Pulse Grand Rapids 


The deft flick of a woven blanket over a smoldering wood-fire once translated wisps of smoke into meaning that produced action. 
Electronic images have replaced the smoke signals of the Mackinaws, but the sense of communication remains. Now, the “flick” 
switches on television sets to the only real communication WOODlanders know — WOOD-TV! It blankets their firesides, weaving 


messages that inspire the buying action of the whole tribe. Got the message? Signal for the Katz brave and give ‘im your schedule. 


yr , and Central Michigan: Grand Rapids, 
Battle Creek, Kalamazoo, Muskegon 
and Lansing. WOOD-Radio — NBC. 


OAI’s Bricker 
Warns Admen of 
Overspecialization 


CoLuMBus, O., March 24—‘“Ad- 
vertising, like many other activi- 
ties in American life, is running 
| the danger of becoming overspe- 
| cialized,” John L. Bricker, exec vp 
|of Outdoor Advertising Inc., New 
| York, told the Columbus Adver- 
| tising Club last week. 
“Specialization is essential,” Mr. 
| Bricker said, “but there is a need 
among advertising people for a 
widening of horizons within the 
area of advertising itself. Many 
of us need to get outside the limits 
of our own responsibilities and 
|learn about other segments of ad- 
| vertising. 

“A greater understanding of ad- 
vertising within advertising,” Mr. 


MUSKEGON 


‘onano Ga Bricker said, “would not only have 
&> “ca practical business results, but 
cag /would help to give advertising 
the greater inner strength it needs 
; to cope with unfair criticism and 
- AM attempts to restrict, harass, and 
Ww oO Oo — | impose discriminatory taxes on 
A TV | advertising.” 
‘ WwooDiand Center, Posner Offers Baby Free Shoes 
f ? Grand Rapids, Michigan Dr. Posner Shoe Co., New York, 
3 WOOD-TV—NBC Basic for Western is celebrating its 70th anniversary 
f is \by offering a free pair of Cradle 


|Toe shoes to-:every baby born in 
metropolitan New York during 
the first part of 1959. The offer is 
being promoted via full page and 
seven column ads in seven New 
| York and Long Island newspapers. 
|The shoes, a $3.50 value, along 
with a booklet, “First Step For- 
| ward,” are obtained by showing 
|the dealer the baby’s birth certifi- 
cate. Mervin & Jesse Levine Inc., 
| New York, is the agency. 


Grant Names Munzer, Medici 

| Grant Advertising has appoint- 
ed Martin Munzer, formerly office 
|manager of Ted Bates & Co., con- 
‘troller of the New York office. He 
is succeeded at Bates by John 
Steeves, who joined the agency 
last November from McCann- 
|Erickson. Grant also has named 
|Howard R. Medici Jr. marketing 
}and merchandising director of its 
|Chicago office. A former ad direc- 
tor of Orange Crush Co., Mr. Me- 
|dici has been marketing consult- 
|ant to Cott Beverage Corp. for the 
past two years. 


Bon Ami Releases Ads 


Bon Ami Co. has released “the 
most intensive radio, television 
and cooperative print media ad 
'schedule” in its history to support 
the introduction of new formula 
/Bon Ami cleanser in 12 northeast- 
ern states. The schedule includes 
404 radio spots and 154 television 
spots weekly in metropolitan New 
| York, and comparable schedules 
|for other cities in the region. 
Cole Fischer Rogow, New York, 
handles the account. 


||MacPhail Joins ‘Legion’ 
,| James F. MacPhail, formerly of 
all '|Army Times Publishing Co., and 
om 2B " Vernon J. Quigley, previously 
3 oa . oe Pr 

te Se 


» &, 
oe, 


|with Jerry Fairbanks Productions, 
|have joined the Chicago sales 
|staff of American Legion Maga- 
| zine. 
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Any marketing plan in Boston must start with... 


the upper two-thirds 


x 


*"s gp - > ei ie: a 


PERRTP PLE 
no 
> ‘ 


Divide Boston into three income groups: upper, middle, 
lower. You'll find that the upper and middle-income groups 
(two-thirds of the population) read the Herald-Traveler more 
often than any other newspaper. (Boston University Study.) 

Upper and middle-income people account for 75% of the 
Herald-Traveler’s circulation, which is the largest among the 
standard-sized Boston newspapers. 

These are the people who buy more of everything — from 
food (LIFE Study of Consumer Expenditures) to outboard 


motors.* They are the people who have the greatest brand 
loyalties — and will spend more for quality. They are the 
people whom Boston retailers have in mind when they give 
the Herald-Traveler the major share of their advertising 
(linage leadership for 27 years in retail, 25 years in depart- 
ment stores, 21 years in grocery advertising). 

They are the people whom your marketing plan — any 
marketing plan — should consider first in Boston. 
*53% of all U.S. families purchase 67% of all goods. 


Statistics from Boston University Study of Greater Boston Market. 


The Boston Herald-Traveler 


ist IN BOSTON LINAGE FOR 32 YEARS 
Represented nationally by George A. McDevitt Co., New York + Philadelphia + Detroit +» Chicago »+ Los Angeles. 


Special travel and resort representative: Hal Winter Co., Miami Beach. 


ae ——_——— —- — 
SS 


* oF a ee lee * may oe eee oe eS i, ee ee ie ARE: og) tne aa pong Sea SEX o 1 ape Sine is co =~ cape hi ao . 
noe ea ae ae a <a nae cre Sat ee bias Piers te ae a = a ie land. i # eee 7 we pares : wh Se oe ee ees ae ie | Soe. 

: Re oP or ee aa ee : Meet ee St Re PR NS he a Be ee = ae aS . Brent ee Se icea! 5 ae ae. dat irateca ae al ' ei 
Pee - : - on (a SO eee, ee oh oe ia "Mig tae ho. Beit Sars oe es one ee CE aR a <a Fa, em qe ore Ue ee ee tea 7 ¢ Te wn. ae Fh Mag eS a he a 
; ; ee a ee oe eh ee ee he Le ee ee eee, eee aE yn ES ge ee ee : = > ee ea. po fA eg ey =, 

i ei es i ec i a ee 
(ie Pate ec eat eh eee eet here ‘ ae Ree 2A ac ee” ie Ere Re ee Be gt ails cg Feri ie ee Se oe ‘agi 
lon peo al FES eS ET ey ae eee. epee ee et Eo ance ee esi | . eee eee oe oe wae? = ; ay is ee ; aul hci Ao 
= eae ae ee ie Leaner gc Sperone oF ee 2 ee Fe £ Ree af Saye ae Sey ee Be nt ea pe © = f 2 tae : oe hae A . Pep cde . an ve 
as Be e = z vas all asi ae" " ri = i 
yt senna oN ee ian ~ oe ye 
Loe 
‘ ' : r 
ce, —— Sf . often aae”. “we : i. es ‘ ‘ : : . dee, lig Sean , F 
} 4 ae ae . - ae Nee ' 29 a 7 . 7 : ars q a 
ee \ t-. ceug y ae a ~ Fe ro one i : en es ee ee ec bie re © we woe & OSE RS wae tees a 4 i ae he ’ saps ‘ : 
: 7 nual oe! apa E bit it ele + ae iS) cena |” get ne ia A Bes 2. She oe ies Soy a asa PE in : = soi ne 
a ‘| Bin: aetedon ; wa Pe ch. reas tam: Og age a occ ; ae os de P | hd ty Pe i se My ; Wis a ‘aa —s — of Pa. & ~ J ; 
- Deng tah ea > ct ath Sale! oo aa > ‘tae met orm Fe ue aed SP hey ; oS eae " gta faxes . ; i = 
oe wee Oe Ce eee ee ae Oo er en a ES, on Si = Ss” A iy iN EN a 
| = 2 xe Cie awit epee: See io Ce ee a co Se ae vs! hia RO ec Mie oe 
2 a c+ . er ae sie ys, Rie ; ie nal * i a ocd es * oa ah 4 =. * oo efi a aes ia ae an ‘ Re M 
: i! Tay . nf ny — . ea 3 Ene Age > > oe — . aan | “Tt oe oa . ne Ogee Te 7 
: Se Mee em ‘eons oo a oe “fot int rr, 4 ~~ >. yt : yas la oe 2 pr ; 
P "ee “ vt J -.. eee = ie gers Ee a bn : a one oe ake — "4 1 io , - 
mht iad . pe pS se a mi Ey Bas i 7 Pin a ee te os os 4 ia Vi pe <& cs ~ * eae pig ea + 
sie —- ae i x (ili naa mee ee oA ae . # _ en th # bd a ‘ wae + ; Reh ~-% ‘4 
5 ane f aa 7 a ane ee ~ Perey ey - ‘iin soll ade es ree go> ay Be: ¥ —— arora ee Poe fi Z 
<a * = eee hae nag os gan fee: a Hw: be vi . ee By ~ + Fite, ae O sper aie 
ek a. Cots eS ti ee gears Ye % eg ee 2 jw sg Pt is Wet like oft? edt T 2 

fie ' - 3 ~ 3 pe a “a feat oe : 2 ‘ a: +8 a pe ee . cpiliaa sll as ~ 

5a -¥ i Pee oe ure ee ae Sea ie OO te en i : Be ‘ + i ia © an ey a - iat oe tie 

peer { * ; - 1 Gut ae cae eres ee AP ate | : — i ian the GR Bi) Ps dads i 

ae Srey #3 — — ; ae ae J ee She, p a ‘ , t oe 
ee Ui occ Segenenigi : oe oe ; — os a tee = e - A eee ae 3 
ey d 1 ed Nee) ~ — ar ee pre f ¥ tp F ; rT ‘ . e. p a r 4 ue] A J a ed gd a 4 see . a & J . + 

ie ' ee ..< ae a ; P3 = : E be tac <c, 7] =f = tn ee a ee , Pw : ed oa ™ ., ria ory . a : = 
ie . e ae = ies mig. alt ae . PT nee” < By eZ ing 3 a wee, ‘, a es La oe - : 
a ee, Ti Pe ; nd SS eee CE og a ee "2s 5: LSS eee ee ; 
Sam i. =. oS ‘ Pes 9 _ a oe a | oa at 4 - ee Ee Sb 
ir. “ean Poe. ns |) =e § | 7 te ae ee ie 
*hh PA ol t ss eee & >. Uae . i : a “fi a ’ ae a ia ae 7a) pie 
? ek ~~ . fs laa Fie py Cay: rae , a : : eR % 7 + — . lJ a 
; ad * ir. ‘= tf = iss te arr : ce ve me = aia aa *€ wie ans Z d na a Fg | : er as s ree oY : 
‘ J ’ we é e a = ane + Mx. ve She mee ae aa i * pega rie ‘ wy . ee Bs Taae ; 
wee “ ‘isl hey ard ae PFS rt’ , “Sa Sees AES arias Otte o.. bi ae: >. are cf -~ a ee le ee 
a eenal . va] é 3 . Am = +0 eS ele Sr ae Mee ath. ae oF - " “ae f — * + ie ag ne eo ae: 5. 
ae z a i = r am ag he [ € Le > 4 “Sp Mss peg anes bea oe. te te } ee * Pe bags PA . ree , =}. «= ‘ 
oie " a ae Be he , jy thease i i eG | CN sere Me ec vee a ig be ab a eo es rs — es nn 
4 wen Pen Si “i en * ws i . ef il mre |e rH m ‘a a PEt is 4 . - > Sa lps. ree , & : 
EDE ae See oo Ao Ce yd a ee. come ae ee 8, 3, ar 3 eos) ee nM hat _. =. is pany. a oe ; 
: Pew, Pe , Fw Sh ag RN oh cM ey tin.” meme) oe ~a B ~~ 2s ~ eid hel 
“Phe “Cae aI AF ere SS ist (ae ee ee a, het oa a ” a La a Pail 
, p a yr *, SEL ei. O a pane. neliiiemeeaaiia ————- - - , . = = - 
Si. . ™ “ . a 2 _ pz ines a , 78 see Ae “ ae 7 ogee, ae i Pg * ihe i x - : q 
4 er "i " Bad *» ¢ “y re a & i 3 as ee - ie rg ee ED gee rei 5 Set a ey al “< Pe RS Nee 
guy) f mary : DS - we , ( a ayia! PSS ieee: ess, et : i ih Se : of ita al , 
5 ie! : ft” Ge ¥ an / =, ae a” a Te ys te? Eos, “oe io ain etre hue hy es : By = ‘ . gr eM » . 
“a “a * et J 9 aes "sy : : a Berets ae «allie Tapers «Meritt 4c. Ney oy : i cy ese Sam ee i se ; 
cf a ee rm 2 ae z Kaze, Mey a oe * ee alge eM oer Deane ees 1 ie eel MRS. ST era oe PS gt yo ¥ . fe ere ‘ 
‘ BF 4 ; — a AL = ea wane ; * oe Ee SS me eee ene “3 . hee i A ag pos - Sra 
é 4 aes, Me ial pers le ee <«/. oar . : WEES a 0 a eet om = Lita 2, ey tee .. 
‘ Sr et: jg sie 3, 7 ia” ae Pee me oe a ior” keep Boe - ; ar fo spe forts ea ; 
. OF im eal ae se ie OF ed mer cae F ® Pelle 3 sia —") 
= oe a4 Se ‘dae 5 Bee Tate eee a po aa gat “y y " i i a _ f, 
4 “) -. 5 4 5 Nae ah ie ia eh erae dh a ¥- : ~s er rs a a , 4 ee CS . 
: mee: 5S a geet “ie oe BaP » at ai Hee oo eee ‘ wer Free ' { wee , a ae . 
; Ss ee ee EE —= a ee , 
; ‘. ee ee ie eee oe s = se ae uf, : =i ; i y: ee ee See —— ra a fe -- 4 z te _ see wx * 
» Ca “na! = as “it aa Stee tar ae’ 5. 4 Sse weet or ta le DS ae oi ks ee 
2 is 4 n a tks : 3 Se CR ee, Z Nee gel ea % Beet oe : i fees neat be j gan aS : 
a ane ae" : : a ees Mia Sih 5 | lar ee eee gi See i 2 ae - oF or — l 
Gye * ? Pa " +d ae (AAR et es SNS cn PY eo ee a < bi) a Bee Rk «eae ay tc iia tq ae ae 
He 7 **: ig *. tye oF: A Res ne ac. ES ot Se Bs ge vied a a Sd Acer j Ne , 
ns ( 4 ‘se .. & ¥ : ee <3 ats 3 = ee Pe Ba seal ee area ed Pies a pee here i i riety ‘ 
ak ‘ama - 4 * gga ae oe i he = le eee sea €or yl bt mo hm ooh ae 7 
ap - ie Be ce a 4 t ’ oS ee it ee ype Ge mae Ae saaeage ? teers cee ; oe : 
hs ears a ie en ae i a om cami es : Say cule 1 ‘aes occa See ‘ “a : 
i y 7, oS wt. : y i Re, ae i, jae TARE ge, tial ae pan Pde - Sos a ‘eon te ‘ : 
eC ae aes ¥) C3 $i sh) ee aN Be ta gp Se ene = Ee. apis Oe ae SS 
| eM Ganige Oe San ee Be ae . 
‘ pa ‘ n a et Nt We 0 x at. ae gibi aS > Bhae Ph ed fo ae ee 
ae : a8 ete ag ee A eS i ne a em oe ; ne ee ee ee ae eo — 
7 eg ’ “py 4 ak ie Se SES Ne es ae hers eK Brine Ss ca ae: 2 P eee. iS, Se soe 2 ae ca . ee 4 
: Big as 7 F WER ee S| ee Oe ee eae Beet, Soe <=.) Se Peay se Sirs f ; 
a } BP, wea .. ioe a ) eee ee ¥ pa hat 1 Se Sot a iN SS ae oe gene te ai de, " mere ae +f “a9 Sipaieen : o 
a "SO “8 : 3 .Z » Ce oe | a een — vB : Saati: ° Peta s: ae Be se eC BRAM 
Bae baa cle Te gee ape i > = flea ye wt " 4 ih am ; eee x é ary om i ae ~. mga en . » ae , : 
ae 4 abet ee a ae ort aa rece! eo ae . og toe - %. 4 : ’ Pages, PE pon = Be Gr  — ae A 
, ff af ae Pa past moe! 3 Chee Tay: © ne . a Fa He be i ci? et *. aes a Acti ee pin = , 
Fe Te. ~— ne 4Key Jy er gp Packer fe s i ; eb wile a o ahr ae 
— : Yi ae < - eo NS ee ep » S- , ; : ° . od roe 
> ‘ sf 4 - } 
' ee 
bs I ‘ 

aay 

mate 

abe 
Son + 

a ae 2 aa ees ’ ‘ zigiz . gee te See Ke ? 

Bee 2 ; -_ .. -—“= 8 

t a ; a? ’ yx =e Pet in ee 6 oe, z 3 a eae eae : em 

= ES My B] Sa es rs era s= RR —— = 
eB eee ee oe vag a . ae ce ; Teelen see SOLES a ae as BM ge ; Ee hy 
teh lc a ¢ J eS < “f kite i a, ue " a. jee } Ss a <p GON SS are ear ; ‘ 

i ; 4 oe. * ‘2 * aS a - Se et SE Ts Soka ws, ne _!. * ot . teat 2 ae Pwo oe = << 

3 i ee 4 De mh ic oY © ae a is tS ¥ aa by : ‘ Eaten # ee : ee = ; 

= -.\ Wh <2’ ee ge ee / ee ley ste Sak ee in , ¥ 

m tg bree: - Z AL ae: 2 i er wi ©. fiers ms ot is ie af > prey ee may f ky ° mie. D r : 

3 { pe Sn | ae Be - cag 2 OF RRR eB ai 4 re ee ie. Pe, ee oe BY , : ae ae ot > ie ’ Se 

; |) fee (hm te: ak! CMe 36k oe e|UU Re EE ee ol 

d 40 eee / Pe Oe i. ee. § a ee, eee Be, SR: Se. Phen, Me Sea Fe = . Ce A 

i : “an 4 ° Sie : ii pales 0! ete; A, Jos or : RRA Ree” SAE i, SY, ie ee “ hes -. R peat yaa uf ane Ree © 2 

7" oe io. * ess eee,’ See Se ee oe cee ys: een | Ss = eel 

a 4 Mis : hn cae, oa ee i > Sn, . iio ee; : : fy : ale eed ‘ 
tia Pe ae bis gen a, ha agian, i : x ; y oy — " ea, aa 

a ima. ff i oe MME Tes ee . eS a, re oe Pe 

aie . Ree a F ra it. ec ee 2 tae SS ee o_o y ee te x4 eee aS : 

: * ee a q = te —- is Ff rn ui ‘S + eae - ieee es = ee & is = on sa 4 ae ee Mais i J ce ee 1 
oo i. aa i ai cig oS i eae . ee ee Ry aan . hee Be ie bis =A 
: 4 (eee Xe SP ee ee o ~ ee ES lip mm. .% & Be ; ae 
eae eee alia va © ~~ be 5 eae gf a eas: SS eats a = — tes, ee ies og a ide Tier i 
f i ee 1 nae % ; ae - 5 i ae ay 4 ee omen aie = ee ; Fees # aie 
. ’ = ae» Py oo. “eee eS 3 oe acl { , ™" < ; eee Bein oe =e 
Se [Ans Te | Mt 4.0 Sas Stead, a a Cl et ee OE :) P ay 
‘ ae . 5. oe pti aoe ee % it eR ge < Sen. - CO: tee poe > Ue Pee * Aen h "Ree aoe ae ; . ie 
agin * ; a : ry I F way * ; een a oe Oh ee Pa. eee ears , me a a ,. # * Be. eee ‘ 
_#§ 2. i ee at ; Pee er oe oto t |. ty Se i aah ae d ee - Co gs = - oo te: 
- t) aa, Vs aS. ead + wel bee ot eh _ —- eee ge 
a If Te ; 3 aot aa 4 ‘ Sig ie 
sed Fe i 4 reo Lae . es: Sr. * ot a . 7 $ , eget Mp eure: -— ait ea 
‘ ae : ae r —— Pi : he fe | to? ee w Bes! aes gis Ques he ee 
" a iow - ee 7 ” P te. . 7 a icHie Sf Feo es ; i 
J i * é Fy hir- ae : ia %, : a Re Cee ee PEN ~ 5 ‘ ¢ ae ie Ps a: pon 
ae 2) 8i3 see Bah baal oa a ‘ = mioe é - te . . " oe “See o ~ che 
; oe 
” -— 
: = 
ia 
:§ f ae 
] eeree 
h) i 
— ey 
4 ieee 
é : ae 24 . 
ore 
f aed 
ase 
Aves 
Bieri: 
} ee 
‘ 

a 
pie! 
frp 

ee - 

iy a ah 

i eis 

} e's 

W eid 

tT ay ty 

; \\ 

Sings : ~~ pa cer ene fh ghee 
ORE ahi ark wee es dy amet Fotos AS fore 
pee ae Be a Br pete at eee ea ew 


70 


Merchandising Ideas 


Bud Aims at Busch, in a pitch Puget Sound region was endowed 
Baseball Fans for Budweiser with so many superlatives in 


beer sales among | scenery, geography and resources, | 


Chicago baseball fans, is doing @ his company was sending along a 
repeat of a booklet for fans which | tangible sample in the form of a 
the company says made a hit all | «.arioad” of choice: sockeye sal- 
last season, The booklet is a four- | } 
page spot-color liftout section that |~ 
will run April 5 in the Sunday- 
Midwest roto magazine of the Chi- | 
cago Sun-Times. Timed for the 
April 10 opening of the Chicago 
baseball season, the booklet is sim- 
ilar to the one that appeared last 
April in the Sun-Times, the only 
daily in the country to receive lo- 
cal Budweiser copy for a section 
of this type two successive years. 
The section is designed to be cut 
and folded into an eight-page | 
booklet, with 1959 schedules, ros- 
ters and team pictures of the Cubs 
and White Sox. Both covers and 
the center spread will contain Bud- 
weiser ads. 
The local Budweiser office also 
will distribute 250,000 reprints of 
the baseball guide in taverns and 
package stores throughout the Chi- 
cago area. 


e The classified 
McGraw-Hill advertising de- 
Boosts Annual] partment of Mc- 
Graw-Hill Pub- 
lishing Co. is promoting Electronics 
Buyers’ Guide with a series of 


mailings to used equipment deal- 
ers, manufacturers’ representatives 
and electronics distributors. The 


COFFEE BREAK—This promotion piece | 
wrapped up a series of four mail- | 
ings from McGraw-Hill Publishing 
Co. to promote classified advertis- 
ing in its Electronics Buyers’ | 
Guide, an annual which will be is- | 
sued June 15. 


series has a coffee-break theme, 
with the first mailing carrying a 
wooden spoon and the legend “we 
just want to stir up your thinking.” 
The second mailing, three days 
later, holds a pack of instant cof- 
fee, and the third has Pream and | 
sugar. The fourth mailing wraps 
up the series with a final reminder | 
that May 1 is the closing date for | 
the annual publication. 


e Salmon by the 
Sends Salmon carload, minia- | 
By Carload ture in size, made | 

up a unique) 
mailing piece sent by Puget Sound | 
Fabricators, Seattle, to 700 custom- 
ers and business friends through- | 
out the country. A week ahead of | 
the mailing, Gordon B. Anderson, | 


CARLOAD OF SALMON—Puget Sound | 
Fabricators sent out canned salmon 
in miniature carloads like this in 
a promotion to its customers and 

friends, 


630 THIRD AVENUE - 


mon. A few days later the salmon 
was mailed in cartons printed to 
resemble a railroad box car. Each 
miniature car contained two spe- 
| cially labeled % lb. cans of sal- 
|mon. The enclosure suggested that 
i“just as Puget Sound fishermen 


|} salmon, so Puget Sound Fabrica- 
tors has earned a reputation as 
‘craftsmen in metals.” The mailing 
was prepared by David Pollock 
Agency, Seattle. 


says ROBERT N. LANDO 


President 


Lando Advertising Agency 


e How can you 
sell outboard mo- 
tors when the 
lakes and rivers 
are frozen? The Marine Products 
| division of McCulloch Corp., mak- 


Florida Drive 
Sells Motors 


? er of Scott outboards, answered | 
e Anheuser-| president, wrote that since the have earned a world famous repu- | this question by shifting its sales | 
| tation for quality of their sockeye | 


forces to the battlefront where it 
could make the greatest gains— 
Florida’s “sun” country. McCul- 
loch began its Operation Snowbird 
in Miami late in February, starting 
with open houses in Scott dealers’ 
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stores, and climaxing the program 
with a Sea Fair staged on the Mi- 
ami waterfront March 1. Similar 
programs were conducted in the 
Tampa-St. Petersburg area and in 
Orlando and Winter Park. 

More than a dozen Scott sales- 
men from points as far north as 
Minnesota and upper New York 
state drove station wagons to Flor- 
ida to assist local dealers. The 
dealer open houses and Sea Fair 
rides were promoted with new -pa- 
per and radio advertising. 


“I find Industrial Marketing’s meaty reporting of actual 
marketing experiences and marketing successes invaluable 
in our advertising business. Unlike many of the trade 
journals which are screened before they reach me, I 
personally screen IM first, then recommend flagged portions 
of it for our agency department heads.” 


An honor graduate in journalism from the University of Missouri, 
Mr. Lando started a one-man shop without previous agency 
experience after World War II service in the Air Corps—during which 
he rose from private to major. He now heads a staff of about 40 
members, and his agency has offices in Pittsburgh and Erie. “This 
need not be the rough business others would have you believe it is,” 
Mr. Lando says, adding “I love the work—love the pride of 

knowing our recommendations helped a client sell_—love a good 
idea battle.” This busy executive also reports he lets off steam 


on the golf course, where he shoots in the 70’s. 
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Wisconsin Record Dealers 

Form Anti-Record Club Group 
A group of Wisconsin record 

dealers have formed a new organ- 


| throughout the state. It will spon- Adman Is Neither 


sor state and national legislation | 


against the mail order record Villain Nor Hero 


clubs. 
ization—the Wisconsin Record Bayter Gets Denison-Johnson in Griffith Book 
Dealers’ Assn.—to combat national | New York, March 24—Advertis- 


Denison-Johnson Corp., Man- 
record clubs. About 40 stores, half | ” ing men, who often come off sec- | 


‘ |kato, Minn., maker of Johnson 

of them in the Milwaukee area, | fishing reels, has named the Wil-|ond best when treated by other 

have joined the new group which liam L. Baxter Advertising Agency, | advertising men, don’t fare much | 

is headed by Arthur Mark, Mil-| Minneapolis, to handle its account.| better with an editorial man. 

waukee record shop operator. Forrest Ashcraft & Associates, Wa-| In his new book, “The Waist- 
The group is seeking member- | seco, Minn., is the previous agency | High Culture” (Harper & Bros., 

ship also from another 250 stores! of record. $4), Thomas Griffith says: “We 


are the gainers for the marvels of 
mass production, and acknowledge 
the necessity of advertising to pro- 
vide its market, but we are dinned 
and dulled by its insistence and 
pervasiveness.” 

Mr. Griffith, who is foreign news 
editor of Time, also thinks adver- 
tising “presumes to tell the pro- 
ducer in advance what the public 
wants. The modern adman, like 
the augurs of old, with much occult 
mumbo jumbo and crafty search- 
ing of entrails, also promises to 


= ou! - : _~ . va _ 


Se ee ee ee 


ae 
——— 
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says G. W. GUTEKUNST 
Vice-President/Sales 


Gardner-Denver Company 


“New methods of marketing industrial products can 
vitally important when serving such diverse markets 


us informed of new techniques and changing trends. 


straight out of Cornell University. He served in various offi 
the firm until his appointment as general sales manager. In 1 
he was elected vice-president in charge of sales. Since Gardne 
has plants in such widely-separated cities as Johannesburg 
Rio de Janeiro, his sales activities have taken him to many 
points of the globe. Among the professional organizations in 
Mr. Gutekunst is active are the Compressed Air & Gas 
Institute and the Hydraulic Institute. 


says C. R. SIMMONS 
Advertising Manager 
Hooker Chemical Corporation 


“Industrial Marketing does a good job of pre-spotting as well 
as keeping up with the trends in this fast-moving profession 
of ours. I am sometimes surprised at the number of IM 
tearsheets in our files on various subjects which I have 
occasion to refer to now and then. What’s more, I make it a 
point to see that IM is read by all the men in my department.” 


Before entering the chemical industry in 1937 (as assistant 
advertising manager of Durez Plastics & Chemicals, Inc.), 

Mr. Simmons graduated from the University of Michigan and racked 
up a variety of experience in advertising, sales promotion and 

field sales work. He became advertising manager of the 

Hooker Chemical Corp. shortly after the merger of Durez with 
Hooker in 1955. In addition to participation in such professional 
groups as the Society of the Plastics Industry and the 
N.I.A.A.—which he now serves as a national director — Mr. Simmons 
enjoys most spectator sports and has a “modest interest” 

in Early American furniture and glass. 


be 


as mining, construction, petroleum and general industry. We 
find Industrial Marketing plays an important role in keeping 


” 


Mr. Gutekunst, a twenty-five year veteran of the heavy equipment 
field, joined the sales department of the Gardner-Denver Company 


ces of 
957, 
r-Denver 
and 


which 
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foretell the most propitious mo- 
ment for launching profitable op- 
erations. 

“Advertising agencies have 
erected vast empires of research, 
and employ brigades of opinion 
samplers, market testers and mis- 
placed psychologists to tickle the 
public’s fancy, fee] its pulse, recoil 
from its breath and probe its 
psyche. But if their intentions are 
often unworthy, I think these 
pseudo scientists are not nearly as 
effective as they or their critics be- 
lieve, who make the mistake of 
taking these ‘persuaders’ at their 
own inflated valuation .. .” 


® Nevertheless, he admits “for- 
tunes turn on the promises and 
hunches of advertising specialists. 
Millions of dollars are involved as 
high-priced executives listen anx- 
iously for the ‘feedback’ from the 
public, and in this echoing process 
fancy themselves manipulators of 
opinions. 

“They develop an understand- 


able contempt for a public that 
|can be diverted from one brand 
| to another by the sight of a pretty 
girl or a sly hint that one cigaret 
| is less unhealthy than another. But 
| perhaps the public is not so dumb 
as these manipulators take it to be. 
Perhaps it can be diverted from 
one soap or one cigaret to the next 
precisely because it never took se- 
riously the advertiser’s previous 
nonsense, and considers most 
standard products to be more or 
less alike.” 


s But Mr. Griffith has a gentle 
conclusion—"I do not think the 
advertising man is the villain of 
the piece; he is only more visible. 
Perhaps there are no villains. The 
| fellow who at work writes ads that 
debase others as well as waste his 
own gifts may at home be a con- 
siderate father and on the golf 
course a friendly companion. He is 
as apt to be disturbed as anyone 
else about something awry in the 
values of our society, and perhaps 
in his own community seeks to 
offer his persuading talents to 
worthy enterprises. 

“He sustains his pride either by 
thinking that all human activities 
have their disabilities and their 
price, and asks accusingly who 
then is entitled to criticize him, or, 
more positively, by persuading 
himself that he is essential to keep 
the production lines at full pace, 
the trucks rolling, the cars sold, 
and the economy going—as in fact 
he is.” 


® Little of Mr. Griffith’s book is 
concerned with advertising or 
communications. It is mostly mus- 
ing on the nature of a _ society 
which concentrates on the middle 
—or mediocre—stratum. In the 
course of it he has some hard 
words for television, entertain- 
ment, education and politics. 

“Democracy,” he writes, “is sus- 
picious of high standards .. . Is 
there something in a democracy 
that is inherently hostile to the 
first-rate?” # 


KTIP Purchased by Gateway 
Gateway Broadcasters Inc., San 
Francisco, has purchased KTIP, 
Porterville, Cal., from Ralph Mil- 
ler, subject to approval by the 
Federal Communications Commis- 
sion. Gary Garlund, president of 
Gateway, will be general manager 
of the radio station. He formerly 
was sales manager of KSFO, San 
Francisco, and is currently account 
executive at KLX, Oakland. 


Patricia Stevens to Williams 
Patricia Stevens Cosmetics, Chi- 
cago, has appointed William R. 
Williams Inc., Chicago, as its agen- 
cy, replacing R. Jack Scott Inc., 
Chicago. The company’s products 


| have been sold primarily through 


|professional outlets, but it now 
plans to widen its distribution in 
| selected markets. Newspapers and 
|tv will be used, 
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Tatham-Laird Names Kuhn. 
Cohen, Focht, Bleyer 

Edwin D. Kuhn will join Ta- 
tham-Laird, Chicago, on April 1 as 
account supervisor on Swanson 
products division of Campbell | 
Soup Co. He formerly was an ac-| 
count supervisor 


VHE WESTERN HORSEMAN 
Readers Own 720,776 


j 
} 


in the Chicago | 
office of Cunningham & Walsh on 


Why buy a jingle 
when you can buy a 


TRABIMARK 


MUSICAL TRADEMARKS, INC., 135 W. 52 ST, N.Y. 19, N.Y, JU 2-3820 
© 1958 


the Sara Lee and College Inn ac- 
counts. 
Tatham-Laird also has named 


Bud Cohen, formerly with the 
Chicago Daily News, premium 


|manager. William Focht and Cor- 


nell Bleyer, members of the Ta- 
tham-Laird account service de- 
partment, have been promoted to 


October (AA, Oct. 6), previously | senses 
was handled by Larson-Duncan | | 


Advertising, Milwaukee. Schram 
has been Fox Head’s agency. 


Fetridge Joins Little, Brown 
Robert H. Fetridge, formerly ad- 


vertising manager of Macmillan) 


Co., New York book publisher, has 


account executives. been named advertising and pub- 


licity manager of Little, Brown & 

Weber Waukesha to Schram °., Boston publisher. 
The Weber Waukesha division 
of Fox Head Brewing Co., Wauke- 
sha, Wis., has named Schram Ad- 
vertising Co., Chicago, to handle 
its advertising and public rela- 
tions. Weber Waukesha, which 
was merged with Fox Head last 


Storm Promotes Frank 

William Frank, formerly an ac- 
count executive in the Rochester 
office of Storm Advertising, has 
been named manager of the agen- 
cy’s St. Louis office. 


| 


| 
| 


Advertising Age, March 30, 1959 


SURREY WITH THE FRINGE—“I’ve seen 


everything now,” an Advertising 

Age reader writes, sending in this 

page ad from the Arkansas Farmer 

in which Arkla Air Conditioning 

Corp. introduces its new line of 
horse carriages. 


Simmons Schedules 8-Page 
Catalog in May 25 ‘Life’ 

Simmons Co., New York, will 
run a color spread plus an eight- 
page catalog in the May 25 issue 
of Life to promote the “Simmons 
Bedding Bargain Sale.” The left- 
hand page of the spread will call 
attention to the catalog of bedding 
bargains, and the right-hand page 
will list dealers in one of seven 
regions, according to the region 
in which the copies are distribut- 
ed. 

An additional 7,000,000 copies of 
the catalog have been printed for 
use by dealers as mailers. Three 
million of the mailers carry a free 
premium offer of a gold-plated 
slave-link bracelet monogrammed 
with the owner’s initials. The re- 
maining 4,000,000 mailers were 
printed without the premium of- 
fer, and dealers are given a choice 
between the two. Young & Rubi- 
cam, New York, is the agency. 


Ptizer Publishes Report 

as Supplement for 3rd Year 
For the third year in a row, 

Chas. Pfizer & Co., New York, is 


|/publishing its annual report as a 


newspaper supplement. It will 
appear as a special advertising 


{section in the April 5 New York 
| Times. MacManus, John & Adams 
‘is the agency. The pharmaceuti- 


Beginning in April, AMERICAN AVIATION Mag- 
azine becomes airlift—the monthly magazine serv- 
ing the world air transportation market. This is 
not only a change in title but an updating of 
editorial concept brought about by the evolution 
within the air age itself. airlift is edited for the 
worldwide commercial, military and corporate Air 
Transportation Industry. Feature articles are de-. 
signed to interpret trends and developments. They 
highlight new products and equipment, operations, 
maintenance, communications, and engineering. 
airlift offers editorial coverage of all phases of the 
market concerned with transportation of people 
and goods by air. 


Airlift—a Multi-Billion Dollar Market. With 25,000 
circulation, airlift reaches men in management, 
engineering, operations, maintenance, overhaul and 


air/lift, v.t. to transport by air 


the magazine of world air transportation 


purchasing, in all segments of the Air Transpor- 
tation market. This includes both domestic and 
international air carriers, supplemental and all- 
cargo carriers, military transport and logistics, 
airways and navigational facilities. Also business 
aircraft, terminal airports, helicopters and fixed 
base operators. 

Airlift—Another ‘Market of the Future”. airlift is a 
specialized magazine for a specialized market— 
world air transportation. It is not concerned with 
combat aircraft and weapons systems. Military in- 
terests aside from airlift are served by MISSILES 
AND ROCKETS, and ARMED FORCES MAN- 
AGEMENT—other American Aviation Publica- 
tions serving “markets of the future” Sell the 
world air transportation market in airlift No other 
magazine serves this market directly. 


airlift 


American Aviation Magazine Since 1937 


AMERICAN AVIATION PUBLICATIONS, INC. 


1001 VERMONT AVE., N.W. © WASHINGTON 5, D.C. 


World’s Largest Aviation Publishers 


cals company reports worldwide 
sales of $222,726,000 in 1958, com- 
pared with $207,151,000 in 1957. 
Net earnings advanced from $22,- 
908,000 to $23,965,000. 

This year’s supplement is 20 


|pages and compares Pfizer today 


with the world of 1849, when the 
company was founded. 


Carr Named National A.M. 

John B. Carr has been named 
national advertising manager of 
the Philadelphia Daily News. Mr. 
Carr, formerly head of the News’ 
national food department, also has 
worked for the Philadelphia Bul- 
letin and the Inquirer. 


Ash Joins Curtiss Candy 

James B. Ash has been named 
director of public relations for 
Curtiss Candy Co., Chicago. He 
formerly was assistant manager 
of public relations of Lukens Steel 
Co. 


Jordan Promoted to Exec VP 

Paul R. Jordan, vp and general 
manager and chairman of the ex- 
|ecutive committee, has been pro- 
moted to exec vp of Hixson & 
Jorgensen, Los Angeles. 


‘Flying’ Names Two 

Flying, New York, has appointed 
Richard V. Macy to its New York 
sales staff and James H. Cash 
southwestern ad representative, 
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<waren THE WOMEN GO BUY...WATCH THE WOMEN GO BUY... WATCH THE WOMEN 


Largest Circulation Newspaper in the Northwest 
233,856 Daily; 296,143 Sunday 


The Portland 10-year change J at a glance 
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Daily Circulation Total Advertising 
WATCH THE WOMEN GO BUY...WATCH THE WOMEN GO BUY... 


Nomen 


Sources: Sales Management Survey of Buying Power, May 10, 1958, 
ABC Publishers’ Statement, 6 months ending Sept. 30, 1958. 
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Grocery advertisers watch the women go 
buy food every day. In Portland they know 
women buy when the advertising runs in 
Oregon’s BIG newspaper, The Oregonian. 
That’s why THE OREGONIAN LEADS IN 
RETAIL GROCERY ADVERTISING. 
Portland grocers sell more food because they tell 
more people, when they advertise in the 
newspaper that ’s big as all Oregon... 

The Oregonian. 


How big is the Oregon grocery market? 
A half-billion dollars annually! That's double the 
Boston market, and triples Cincinnati! 


The Orego 


Leads in retail 
grocery advertising 
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—blanketing a billion dollar 
market-and 


SPRINGFIELD NEWS-SUN 


ell distribute 


Parade 


starting Sunday, May 3 


The Dayton Daily News and the Springfield News-Sun completely dominate their respective 
metropolitan county areas—markets in which family coverage of other syndicated Sunday magazines 
is less than 2%! 


Both markets are rich in retail sales—Dayton ranking 40th in the United States, ahead of such major 
markets as Toledo, Birmingham, Omaha and Richmond. Parade is now distributed to 9,000, 000 
homes through more than 60 fine newspapers in key market areas. 


Both newspapers nationally represented by Sawyer-Ferguson-Walker Company 


Pages 
Tie» Parade Sunday Magazine “X”__216 
success story in these Parade 211 
First Quarter ’59 Sunday Magazine “Y”_ 136 | 


ad page figures, too: Sunday Magazine “Z”’_118 
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Detect Patterns and Adapt or Fail 


Lid’s Off, Armstrong Finds 
Books for Communications 


Woolf Cites a How-Not-to 


Opinions expressed here are those of the writers, and not necessarily those of Advertising Age. Comments are always welcome. 


. THE NATIONAL NEWSPAPER OF MARKETING . 7 


Mass Media Must Detect Changing Social Patterns 
and Adapt Quickly or Fail, Says Scripps 


By Charles E. Scripps 


Chairman of the Board, E. W. Scripps Co., 
Cincinnati 

A little over a year ago, there was a 
conference of Scripps-Howard editors at 
Gatlinburg, Tenn., a lovely little town 
in the Great Smokey Mountains. One of 
the editors was telling of his efforts and 
problems encountered in trying to pro- 
duce exactly the kind of newspapers the 
people of his community would like best. 

“The trouble is,” he said, “We simply 
don’t know enough about our read- 
ers ... how they use their newspapers 

. and what they really want. Why 
doesn’t Scripps-Howard have an editorial 
research department to try to discover 
some of the answers?” 

Guess who stuck his neck out and vol- 
unteered to launch such a project. 


= As you know, a great deal of money 
has been spent on research by both me- 
dia and advertisers. Most of it has gone in 
the study of relationships existing be- 
tween consumer products, advertising 
and the consumers themselves. Very 
little seems to have gone into study of 
the relationships that exist between the 
media, as consumer products in them- 
selves, and the people who read, view, 
or hear for their information or enter- 
tainment. 

I’d like to suggest that all of the media 
spend too much time talking about our- 
selves. It’s the most human thing in the 
world to do. Our advertising efforts are 


full of our own trade jargon . .. ABC 
figures ... Media Records . . . Hooper 
ratings . . . Nielsen ratings . . . Pulse 


ratings, Trendex, etc., etc. 


@ This reminds me of the story about 
the sales manager of a manufacturer of 
small tools. He was lecturing his sales- 
men, and at one point he said: “Gentle- 
men, I want to show you the very latest 
thing out of our laboratories.” 

He took out of his pocket a small twist 
drill—the kind everybody uses to drill 
holes in wood or metal. 

“T want you to know all about this,” 
he said enthusiastically. “This is a %” 
drill. It’s exactly 634” long. It’s made of 
a new secret alloy that will outlast any- 
thing on the market.” 

He went on and on, describing how the 
research department had determined just 
the right degree of twist, the angle at 


_ the point, the strength and hardness. 


“Gentlemen,” he said, “there are 3,- 
500,000 3%” drills sold in the U. S. every 
year. Every garage mechanic, carpenter, 
machinest, plumber, electrician, home 
mechanic—everyone who works with 
tools—has to have one. But, gentlemen, 
let’s just keep one thing in mind—not a 
single one of those people wants a drill. 
Wiiat they want is holes.” 


= The advertiser doesn’t want circula- 

tion ... or home coverage... or me- 

dia comparison. All he wants is sales. 

Now, what about editorial research? 

It’s simply a matter of studying a news- 
a 


Research at Scripps-Howard, says Charles E. Scripps, shows 
that a newspaper can change for better (or worse), and many 
people will not change their thinking or feelings about the paper 
for three or four or five years. Because of this time lag and be- 
cause patterns of living are changing fast, newspapers must 
use more current research and must be more alert to the need 
for change as it arises, or they may fall too far behind to catch 
up. This is one of several important and provocative points 
about newspapers—and all mass media—made by Mr. Scripps 
in the following talk before the Advertisers’ Club of Cincinnati. 


paper or periodical—not as a medium 
for advertising, but as a consumer prod- 
uct in itself. But, good heavens! Did I 
say “simply”? I very quickly found my- 
self entangled in the most wonderful 
web of unknowns and variables that in 
mysterious ways correlated with still 
more unknowns and variables. 

Surely, just as the people who buy 
drills don’t want a specially designed 
piece of steel, the newspaper reader 
doesn’t want a half-pound or more of 
sulphite paper and a few ounces of ink. 
Then, just what does the reader want? 
Just what are the bases for his or her 
preferences? 

We became intrigued with the pos- 
sibilities of motivation research. We 
wanted to know more about how the 
reader feels about his newspaper—what 
the M. R. people call the personality or 
image. 


Public Is Stubborn 
About Changing Its Opinions 

We found that the image doesn’t come 
out very clearly. This, I think, is because 
we aim for a broad appeal, as contrasted 
with something like The New Yorker 


... Fortune ... Holiday .. . National 
Geographic. 
But we found that the individual 


newspaper image, in spite of its vague- 
ness, is often remarkably persistent. 

A newspaper can change for better or 
worse, or it can re-direct its appeal, and 
it may be.three, four, or five years be- 
fore many people cease to carry in their 
minds the same old feelings about it. 
Many people seem never to change these 
feelings. 

People will say it’s this kind of a paper 
or that kind of a paper long after changes 
have been made, and they will continue 
to buy or reject accordingly. 


= This in itself probably isn’t news to 
anybody here. But our research brought 
us into direct contact with people’s stub- 
born resistance to changing their opin- 
ions ...some of them outdated... 
Some of them never valid ... and it 


started us to thinking all over again 
about ways to get people to take a new 
look and to re-evaluate a newspaper. 
This is a very real problem for pub- 
lishers and editors, who are constantly 
trying to make a qualitative improve- 


ment or change. The very slow reaction 
makes it difficult to determine which 
changes produced what effect. 

Also, it’s a long time before a good 
change starts to pay off. Compare this 
with the speed with which a new auto- 
mobile model or a new brand of cigarets 
either makes a hit or fails to. 

What can we do to change this re- 
markably ‘stubborn feeling for the bet- 
ter, and change it more quickly? We are 
still trying to find out. 


s The difficulty, I suspect, is that we 
are selling a service which is intangible. 
Even the experts find it difficult to 
evaluate editorial content in terms of 
what the reader wants. 

Maybe a really satisfactory answer to 
how to sell qualitative values in news- 
papers can never be found, but I’m sure 
we can learn a lot more about it than we 
now know. 

In the area of money and media, there 
is a lot more solid information. Records 
have been kept for many years by the 
media and their associations and by the 
U. S. Department of Commerce. Stu- 
dents and researchers in business and in 
academic roles have spent much time 
sorting and studying the information. 

Let’s look for a moment at some figures 
that are familiar to many of us con- 
cerning Cincinnati newspaper circulation 
trends. They certainly indicate a change 
in reading habits. 


Fewer Newspapers per Family 

The ratio of newspapers per family 
reached a peak for daily papers in 1937 
with a figure of 1.83 papers per family. 
In March, 1958, the figure was 1.03 news- 
papers per family. 

The top year for evening papers was 
1930 with a ratio of 1.41 per family. By 
March, 1958, this had dropped to .62 even- 
ing papers per family. 

The Sunday paper reached a peak in 
1940 of .79 per family and fell off to 56 
by March, 1958. 

These declines in ratio have been slow 
and steady. The exception was the morn- 
ing paper which reached a peak of 45% 
of the families in 1937 and has declined 
only 4% since then. 


s This picture is roughly comparable to 
what has happened in similar markets 


Charles E. Scripps 


in the country. 

The ratios for the country as a whole 
don’t tell us much because of the diver- 
sity in the types of markets making it 
up. 
A look at a number of individual met- 
ropolitan markets reveals a general pat- 
tern. There seems to be a natural mar- 
ket for morning paper reading that runs 
from 40% to 50% of the families, and 
for evening paper reading that runs 
from 60% to 70% of the families. 


s This suggests certain qualitative dif- 
ferences in these two markets probably 
related to living and working patterns 
of the individual families. It is dangerous 
to generalize about this because of the 
almost revolutionary changes that are 
taking place today in social patterns. It 
looks as though industrialized areas tend 
to show greater evening paper preference 
and white collar areas show a greater 
preference for morning papers. 

Washington, D. C., perhaps the great- 
est concentration of office workers in the 
world, has a morning paper ratio of 60%, 
which is 10% or 15% out of the pattern 
for the rest of the country. 


s One thing appears certain: people just 
don’t have the time to read two or three 
papers as they used to. Not very many 
people read both a morning and an even- 
ing paper, and only a very few read two 
morning or two evening papers. 

But the proportion of non-newspaper 
readers to total population seems to have 
changed very little. From an economic 
and advertising standpoint, the squeezing 
out of duplication no doubt makes for 
more efficiency. 

Whether the lessening of direct news- 
paper competition has affected quality 
depends on two things: (1) whether in- 
creased economic strength makes it pos- 
sible to do a better job, and (2) whether 
competition from remaining newspapers 
and with other media makes it necessary. 


2.4% of Income Is Spent 
on Media—Same as in 1880! 

Now, let’s take a look at some money 
patterns. What can we learn from the 
direct expenditures by the American 
people for the various media? 

Here’s a surprising thing: “Way back 
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in 1880, the mass media then available— 
newspapers, periodicals and books—ab- 
sorbed 2.4% of the average family in- 
come. 

In the year 1957 all mass media—news- 
papers, periodicals, books, radio, televi- 
sion and admissions—absorbed 2.4% of 
the average family income. 

In 1930, the peak radio year, the figure 
went up only 9%. And that was the top 
year. 


= The depression years seemed to keep 
this ratio high. It ran around 2.6%. But, 
of course, the ratio was high because in- 
comes were down, and people didn’t seem 
to want to give up their mass media 
communications. There was less money 
to spend on other pursuits. 

The war years brought the figure 
down to just under 2% of family in- 
come, 1950, the big tv year, took the 
figure to a second peak of 2.9% as com- 
pared with 3.3% for the big radio year. 

Now that things seem to have leveled 
off again, we are back to the old 1880 
percentage of income—2.4%! 


s I am still amazed at the remarkable 
stability of this pattern, and I think it 
suggests much regarding the ability of 
people to consume mass media, I would 
have been willing to bet a sizable sum 
at good odds that there had been a con- 
siderable increase, 
Of course there has been a tremendous 
_dollar increase due to increased popula- 
tion, increased purchasing power and in- 
flation. But circulation prices have gone 
up, too; radio and tv set costs went down, 
of course, as manufacturers got into mass 
production, but many more were sold, 
Taking the printed media alone, the 
figures show an even more remarkable 
consistency. The percentage of family 
expenditures going for newspapers, mag- 
azines and books hasn’t varied more 
than .2% in the last 30 years. Population, 
increased purchasing power, and infla- 
tion raised the dollar figure by 2.35 bil- 
lion, but increased circulations at higher 
prices and new periodicals have absorbed 
the money. 


® The cost of radio and tv sets and their 
maintenance is roughly analogous to cir- 
culation costs for printed media. Ap- 
parently this money didn’t come out of 
the printed media as radio and tv de- 
velopments came along. We know there 
has been some transferral from theater- 
going to tv-viewing. This may account 
for some of it. Actually, there has been 
a decline of only 2% in the amount spent 
per family for audio visual entertain- 
ment since 1929 after adjusting for in- 
flation. 

When I took a look at the expenaitures 
for these items, I had another surprise. 

In 1930, consumers spent 1..% of their 
total expenditures for radio sets and rec- 
ords. In both 1929 and 1950 (big radio 
and tv years) the figure was 1.27%. 

All other years were significantly be- 
low this, and, as you would expect, this 
figure has fluctuated considerably .. . 
going up with the advent of radio, down 
with the depression and with World War 
II, but up again with the postwar boom 
and again up when ty arrived. Today, 
however, it is remarkably close to the 
1930 figure. 

The largest single development in con- 
sumer expenditures for mass media has 
been in radio and tv repair, which has 
risen rapidly as more and more families 
acquired more and more receivers. 


8 The shift of new money into radio and 
tv has apparently had no effect on ex- 
penditures for printed media. 

Here is a rather interesting paradox: 
in 1957, the radio and tv advertiser con- 
tributed 34% of the economic support 
for radio and tv media .. . the consum- 
er picked up 66% of the cost by buying 
and maintaining receivers. On the other 
hand, in newspapers and magazines the 
picture was almost the direct reverse 


with the advertiser contributing 68% and 
consumers paying only 32%. 

Perhaps this is‘a reflection of the dif- 
ficulty of selling the intangibles of edi- 
torial content against the tangible of a 
radio or tv receiver. In order to keep the 
peace at the head table, I’ll avoid com- 
ment on the relative merits of the two 
media. 

It is also interesting to note that in 
radio and tv where the advertiser con- 
tributes the lesser share, he plays a 
much stronger role in determining con- 
tent. 

Incidentally, the advertiser was con- 
tributing about the same share of sup- 
port to newspapers and magazines in 
1957 as he was in 1929. The only signi- 
ficant change in this pattern occurred 
during World War II when lack of con- 
sumer goods brought the advertiser’s 
share down to 50%. 

I was surprised to note that in radio 
and ty the advertisers’ share of the total 
cost has shifted by only 5.5% upward. 


What Consumers Spend on Media 
Hasn‘t Changed Much 

Well, I must stop talking about figures. 
The points I wished to develop are 
these: 

1, Patterns for consumer expenditures 
for mass communications media have 
shown a remarkable stability over many 
years. Even when new media have been 
introduced, the expenditures very quick- 
ly fell back into the pattern. 

2. Such changes as have taken place 
have been gradual, or they have been 
changes from printed media to other 
printed media ... or audio visual to 
other audio visual. 


3. The pattern of advertiser support 
and consumer support seems to be con- 
sistent. 


4. Newspapers and magazines seem to 
show such a constancy of consumer sup- 
port throughout economic changes and 
even after the advent of a new major 
mass medium—tv—as to suggest very 
strongly that printed media are funda- 
mental and non-substitutable in Ameri- 
can living patterns. 


s Up to this point, I have been guilty of 
just the thing I accused media people 
of doing: I’ve been talking too much 
about the drills and have said nothing 
about the holes. 

In terms of the mass media, I believe 
the holes are minutes—minutes in the 
lives of people—minutes receiving a 
service either in information or enter- 
tainment. What we are really dealing 
with is time. 

At this point, I have no theories or 
proofs—only hypotheses. I feel quite sure 
that the remarkable consistency of ex- 
penditure patterns isn’t brought about 
by any economic restraint. It is brought 
about by the fact that people have only 
so many minutes to devote to the mass 
media. 

In other words, the statistics I have 
been relating about consumer money and 
media don’t really prove anything, but 
they suggest some mighty interesting 
ideas about consumer minutes and me- 
dia. 


® The various media are competing with 
one another for just a few of a tightly 
limited number of minutes available. 


Consider our [Cincinnati] market: 
3 tv channels . .. a half-dozen radio sta- 
tions ... two mewspapers ... popular 
magazines special interest maga- 


zines by the score . . . dozens of moving 
picture theaters . . . and—don’t forget— 
some people still read books. 

All of these are fighting for a little 
bit of that tightly limited amount of 
leisure time. 


@ If there is one point I want to make, 
it is this one about consumers and that 
little bit of time in which we hope to 
have them exposed to all of our mass 
media. This, in the final analysis, is 


The Creative Man's Corner... 
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opposites, a clash of aims. 


Creative Accomplishment? 


f be / 
Look 4 Aat ( 508 t 1 WONG Aor 


ony GAS A does so much more...for so much less! 


It goes without saying that advertising is a commercial undertaking. By 
which we mean that it is undertaken solely to stimulate the use of products 
and services mamufactured and offered for profit. 


But it accomplishes its end only as its message gets across, only as it com- 
municates clearly:to the person who sees or hears it, only as it-stirs curiosity, 
interest and desire in the individual to whom it is addressed. 

And this requires art. It requires art, not in the sense of illustration. Or a 
painting. Or a photograph. But in the sense of skill, intuition, esthetic feeling, 
expression. And this brings about a remarkable schizophrenia, a battle of 


This American Gas Assn. ad is a good example of that clash—and why so 
much advertising is as confused and poor and dull as this. The headline, the 
illustration and the copy undoubtedly all satisfy the uncultivated communica- 
tive ability of the people who hold the purse strings. But unless the persons 
who held the pen and the brush that produced the ad are equally insensitive, 
we cannot believe the design, the illustration, the copy or anything about the 
ad resulted in any feeling of creative accomplishment on their part. 


The tragic irony of this ad—as of so much advertising—is that, had the 
purse-string-holders given the pen-and-brush-holders full rein, the com- 
mercial ends of the message might have been realized much more successfully 
than they ever will be through this sad example of an advertisement which 
looks as if a committee had put it together. + 


where the mass media compete, and we 
just don’t know enough about the way 
people would like to use that time. 

Like the drill salesman, we are so busy 
talking about our products that we have 
neglected the fundamental question of 
how people use them and why. Are we 
really giving them what they want, or do 
they just accept us because we are there? 


Can Public Appetite for Media 
Be Increased? Maybe Not 

When I consider the seeming inflex- 
ibility in the amount of money or the 
number of minutes people are willing to 
spend with their mass media, I wonder 
how often we kid ourselves in the hope 
that we can add something to people’s 
use of the media. It begins to look as 
though we can’t add something without 
displacing something else. For a single 
consumer—at a given moment—the me- 
dia are mutually exclusive. 

I wonder, too, if the increased amount 
of leisure time available to people isn’t 


offering 
than help. 

The last ten years have brought in- 
creased use of the automobile for pleas- 
ure ... boating ... hobbies such as 
photography and hi-fi . .. home work- 
shops ... bowling .. . outdoor sports... 
gardening .. . and many others. Radio is 
the only one of the media that has been 
able to go along with these pursuits to 
any extent. 

I’m beginning to wonder, also, if the 
appetite of the mind for information, 
ideas, and entertainment—like the ap- 
petite of the body for food—is a sort of 
constant. Possibly the human mind is 
hungry for these things up to a certain 
point, and at that point it becomes 
satiated for a time. The psychologists tell 
us that reading is extremely complex 
work for the brain. 


the media more competition 


Changing Patterns: More Education, 
Informality, Self-Indulgence 
Let’s just skim over some of the almost 
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This man might be Project Leader, V. P. of Manufacturing, 
Chief Engineer or Test Engineer. But whatever his 
title he is representative of the technical management 
men who evaluate, specify, direct the purchase of the 
materials, components, equipment, systems that go 
into high-performance aircraft, missiles, spacecraft. 
These are the men who make the technical decisions. 


SpAcE/ AERONAUTICS reaches more of these men than any 
other publication. Only in SpAce/ AERONAUTICS do 
they get the full range of detailed technical information 
they need to keep abreast of developments in their 
own and related technologies. That’s why the 

editorial and the advertising in Space/ AERONAUTICS is 
so well read. We would welcome an opportunity 

to show you the evidence. 


aeronautics 
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revolutionary changes that are taking 
place in the social patterns of the Amer- 
ican people. 

We know from hard statistics that the 
number of people in the over-40 age 
bracket is constantly increasing. Educa- 
tional levels have increased .. . spend- 
ing power has increased. These things 
alone are bound to alter the American 
pattern. 

Sociologists say that there is a drift 
away from the traditional to the new- 
est. Away from the old virtues of self- 
reliance, hard work and thrift toward 
social and technical advancement. Sun- 
day has changed from a day of quiet 
austerity to a day of relaxed leisure and 
self-indulgence. 


® The automobile, for years the great 
American symbol of status and achieve- 
ment, seems in some areas to be losing 
that particular function to such things as 
the suburban home, travel, clubs and 
outdoor activities. 

Also, we have the move to the sub- 
urbs, bigger families, informal attire, 
rapid changes in style from traditional 
to modern, color (in men’s clothing and 
refrigerators) and the worship of youth- 
fulness and vitality rather than of age 
and wisdom. Informal entertainment has 
taken the place of the dinner party. And 
a tuxedo that fits is getting harder to 
find in the “over-40” group. 

Fears are often expressed about the 
cult of conformity but when has this 
country ever seen so much self-indul- 
gence in the expression of individual 
tastes and preferences? Only in the last 
few years have the great luxury hotels 
of Miami or Las Vegas catered to the 
many rather than the few. 

We see a greater sophistication in be- 
havior among a great many people. Com- 
pare the advertising appeals of 30 years 
ago with those of today ... or the pop- 
ular heroes of fiction ...or the at- 
titudes toward the escapades of a few 
personalities in the entertainment field. 
I almost think people are getting bored 
with them. 


® No doubt World War II and the Kore- 
an War shook people out of traditional 
patterns. Marriage at an early age, even 
during college years, is now an accepted 
thing. People today seem more willing 
than ever to try something new—to break 
out of socially safe and conservative 
ways. 

I am told that one of the major auto- 
mobile makers has under way a very 
comprehensive study of the changes in 
social and living patterns during the last 
30 years. They expect to use the infor- 
mation to help them create the kind of 
designs and styles that people will want. 
It will also tell them how to talk to 
people about their product. Apparently 
they are not satisfied with the informa- 
tion that is now available. 

If this kind of information is pertinent 
to an auto maker, it must be an absolute 
necessity to people in the mass communi- 
cations business. 


® All of these changes in the pattern of 
living are coming swiftly and are rapidly 
reaching more and more people. 

The question is: What are we in the 
mass communications field going to do 
about it? Experience is said to be the 
greatest teacher. It is as long as your 
field remains constant, but trial and er- 
ror won’t work if, the next time you try 
something, the thing you try it on has 
changed before you are aware of it. 

If the first law of nature is survival, 
the second law is adapt or die. I suggest 
that experience alone won’t be enough 
to enable us in the mass communica- 
tions field to adapt as quickly as we will 
have to adapt. 


® I don’t want, for a minute, to discredit 
experience or wisdom. Experience tells 
us that the fundamentals of human be- 
havior are probably constant. But, with- 
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in these constants, there is room for vast 
changes in modes of behavior... in 
values ... in attitudes . . . and disposi- 
tions. 

The changes are coming so fast that 
we must look more and more to current 
research to tell us about the people we 
are trying to reach and how to reach 
them. Those who fail to adapt quickly 
enough may not survive in mass com- 
munications. 

If I am correct in my hypothesis that 
the appetite for information and ideas is 
constant, then any changes in the use of 
media must be changes in preference. 

Changes in the social patterns are 
coming so fast as to be alarming—par- 
ticularly alarming to publishers and edi- 
tors of the printed media, where public 
reaction time, as I suggested earlier, is 
slow. By the time the public begins to 
react, we can be in very real trouble. 


Can Media Keep Up? 

I believe that we will have to look 
more and more to current research if we 
are going to keep in step. If people 
change their ways of living and thinking, 
and change their tastes, and some of us 
fail to adapt, we may suddenly find our- 
selves too far behind to catch up. 

In closing, I’d like to leave one more 
thought with you. Admiral Arleigh 
Burke, Chief of Naval Operations, said in 
a recent speech: “Mass communications 
and the threat of mass destruction are 
the weapons of modern war with which 
we must contend for many years to 
come.” 

Alfred Korzybski, the father of modern 
semantics, referred to man as “the time- 
binder whose specific means of survival 
is communication, not only among the 
living, but also from the dead to the 
living, and from the living to generations 
yet unborn.” 


® Man alone can develop complex ideas 

. store them ... and pass them along 
for re-use. 

Today, man, by this means has vir- 
tually eliminated the threat from other 
species of living creatures, but he has 
increased the threat of man against man 
to a terrible degree. 

I suggest to you, however, that the 
atom bomb is not nearly as powerful as 
that other weapon Admiral Burke re- 
ferred to—mass communications. Organ- 
ized mass communications is really not 
a great deal older than the atom bomb. 
Nothing in history can tell us what a 
civilization can do with it. We have yet 
to learn whether we have found the 
means to level out the cycles of rise, 
decay and fall of civilizations. 


= If it is true that survival of our civili- 
zation depends on adequate communica- 
tion . . . not only between people but also 


between peoples ... then we in this 
room today are the professional prac- 
titioners in the one new technique that 
offers hope that somehow the old pat- 
terns of history may change. 


® Today, information and ideas can reach 
millions of people in all parts of the 
world literally within the hour. I feel 
sure that this ability to reach out and 
communicate quickly with people every- 
where will soon prove to be more sig- 
nificant to mankind than the ability to 
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reach out beyond the moon with a space 
ship. 

We are barely beginning to know how 
to pass mass communication through 
barriers of prejudice, conflicting ideolo- 
gies and ignorance. 

Let us recognize then that those of us 
in the field of mass communications are 
dealing with some of the newest and 
most powerful instruments created since 
the dawn of civilization, and we have 
barely begun to know how to use them. 

We had better hurry. + 


From an Art Director's Viewpoint... 


The Lid Is Off 


Devotees of the dry martini are never ir, ; 


without Lejon extra-dry Vermouth ~~ “iis * 


By Andy Armstrong 


A California bottler now joins a Ger- 
man automobile maker in demolishing a 
taboo that used to scare the pants off 
every liquor advertiser from Milwaukee 
to Louisville. 

Many layouts have 
been hooted at,, 
stamped upon and 
thrown out the window 
just for showing a duck 
hunter holed up in a 
blind with a bottle. 
Sometimes the bottle 
was no more than part 
of the background 
while someone cleaned 
a gun. Even so, the cry 
invariably went up that liquor and fire- 
arms could not appear together, and in- 
sults were tossed at art directors who had 
not caught up with this rule. 

Liquor and automobiles were thumbed 
down as a picture combination even more 
dunderheaded. Downright unthinkable. 
Today, things look different. Either the 
law against showing booze with cars, if 
there ever was such a law, has been 
lifted, or the liquor industry has begun 
to ignore a self-imposed code. 


Andy Armstrong 


® Lejon’s page, here, prompted one read- 
er to send in a questioning letter. His 
remarks are reproduced in part with little 
damage to their sense: 

“I am no bluenose, but the slogan, 
‘Drinking and Driving Do Not Mix,’ has 
made an impression on me. I wonder 
how long it will take for the antics of 
one alcoholic beverage maker to undo the 
continuing efforts of distillers like Sea- 

” 


7 As (there's nothing Grer 
£Az.<d except maybe 
ae Bur ORY searior) 
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gram and the alcoholic beverage industry 
as a whole... ; 

“.., the model in the picture does look 
as if she has had a snootful, and there is 
no promise in the copy line, ‘Devotees of 
the dry martini are never without Lejon 
extra-dry vermouth,’ to dissuade one 
from the belief that that bottle is meant 
for on-the-spot martini mixing right in 
that Mercedes-Benz. The reader equipped 
with a magnifying glass could, of course, 
see that the bottle in the picture is sealed, 
and is presumably merely en route for 
consumption elsewhere.” 

This he calls a good thing “... because 
the hill on San Francisco’s Upper Mont- 
gomery St., where this picture was taken, 
is hard enough to maneuver sober, much 
less by a couple of bottle-waving blades 
in a sports car on the wrong side of the 
street. They should not be waving that 
bottle, they should be getting arrested.” 


= Now, sir, let us approach this more 
cautiously. Remember, these are martini 
drinkers, who are known to be ultra- 
smart and voguish and somehow excused 
for a lot of odd capers in advertising, 
even on foot. Here, they are driving an 
ultra-smart, voguish and imported sports 
car, which tends to lift them farther than 
ever above unenlightened criticism. Be- 
sides, they are handled photographically 
in such an ultra-smart and voguish man- 
ner that they do not necessarily represent 
a flouting of law or public opinion. They 
may have a deeper meaning. Certainly 
they imply that some bottlers and some 
car makers may have learned through 
new research that the once general feel- 
ing against mixing alcohol with gasoline 
is now just the mumbling of a church- 
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ADVERTISEMENT 


A Report to Advertisers and Agencies 


The Construction Market Today 


Condensed from Engineering News Record’s 84th Annual Report and Forecast Issue 


1958 WAS THE SECOND BIGGEST YEAR IN 
HISTORY for heavy construction contracts— 
7% higher than 1957 and 12% under record- 
high 1956. It was a big year technologically, 
too, as the industry: Built the highest and 
largest earthfill dams in the world; erected 
skyscrapers with the thinnest walls ever 
tried; laid runways to carry the biggest and 
fastest planes ever built; fabricated the heavi- 
est steel columns on record; used electronic 
aids to revolutionize surveying; made roofs 
of folded steel plates and thin concrete 
shells; and installed bridge girders of bent 
aluminum sheets. 
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EN-R forecasts show contracts will rise 
5% in 1959 and then another 7% more in 
1960. The long range outlook is equally 
strong as U.S. output, again on the rise, will 
more than double by 1975. Just as it guided 
the economy through the postwar boom, con- 
struction will pilot this future growth be- 
cause the economy can move only as fast as 
construction will pace it. Actually, construc- 
tion must grow faster than the economy as a 
whole to catch up with the huge volume of 
work inthe current construction backlog—a 
staggering $114.4 billion. It would take six 
years at the 1958 rate just to award all the 
projects in this backlog! 
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in building and construction, if you're important, you either read 


*Backlog Contract Awards 
Millions of Dollars 

Type of Forecast 
Construction 1958 1958 = 1959 1960 
All heavy 

construction 114,175 19,165 20,150 21,500 
By ownership 
Private 49,505 7,730 8,275 9,360 
Public 64,670 11,435 11,875 12,140 

State & Municipal 50,593 8,609 9,425 9,340 

Federal 14,077 2,826 2,450 2,800 
By type of work 
Public 
Waterworks 2,660 306 450 500 
Sewerage 3,576 618 650 650 
Bridges, inci. 

priv. bridges 3,419 74 885 900 
Highways 12,920. 3,729 4,000 4,300 
Earthwork, 

waterways 11,906 1,045 800 750 
Buildings, exc!. 

housing 20,658 2,610 2,600 2,550 
Housing 1,055 900 900 
Unclassified 9,614 1,369 1,600 1,600 
Private 
Mass housing 3,739 3,850 4,300 
Commercial 22,392 1,795 1,925 2,200 
Industrial 17,075 1,756 1,850 2,100 
Unclassified 9,955 429 640 750 


*in the Planning Stage, Dec. 31 


Here's the situation in some specific 
areas of the market: 

PRIVATE HEAVY CONSTRUCTION is on the 
come-back trail though still far below its rec- 
ord 1956 pace. The brightest spot is the boom 
in commercial buildings, mainly office con- 
struction. Proposed commercial projects dur- 
ing 1958 topped 1957 by 179% and went 7% 
higher than the all-time 1956 high. Contracts 
in 1959 are forecast to beat 1958 by 14°% and 
1960 volume is expected to show a 23% jump. 


INDUSTRIAL BUILDING is expected to rise in 
1959 after a 2 year slump. The upturn in pro- 
posed work in the fourth quarter of 1958 
started the rise. 


MASS HOUSING contracts will get back on the 
growth track by the second half of 1959. 
Interest rate ceilings on Government insured 
mortgages make growth of this segment of 
the market vulnerable. 


NUCLEAR CONSTRUCTION has not yet broken 
through the barriers of economics and tech- 
nology. Solutions to engineering problems 


should point the way for a lot of expansion 
in the 1960's. 


PUBLIC WORKS construction awards in 1959 
will be the biggest yet. 1960 could be even 
bigger if the growing financial problems in 
many states don’t put a crimp in it. Growth 
of the economy and higher tax receipts will 
help pay some of these bills. Many programs 
have been held up by problems of fixing re- 
sponsibility among local communities, states 
and Federal Government. 


ROADBUILDING keeps rolling. 4,701 miles of 
the 41,000 mile Interstate highway system 
were recorded as being finished at the end of 
58. The program is on schedule. 1959 will 
be a big year for roadbuilding work as expen- 
ditures that went for engineering and right- 
of-way acquisitions in 1958 go into actual 
construction work. The total for all highway 
construction should be $7.1 billion in 1959, up 
almost a billion from ’58. 


Airports ...a 1 billion dollar price tag now 
hangs on the construction job that will pre- 
pare airports for commercial jet traffic. No 
U.S. airport is fully equipped to handle jets 
today; but 27 airports will be made ready in 
the next 4 years. 


RAILROADS ... most are safely back from the 
“brink of bankruptcy” and are thinking in 
expansive terms (for them). There is hope 
for profits in 1959—and for a return to main- 
tenance, repair and construction. Work that 
has been deferred must be done if railroad 
traffic picks up as it should. 


WATERWAYS will include in 1959 the comple- 
tion of the St. Lawrence Seaway into the 
Great Lakes and harbor construction in 
Great Lake ports. This lake-port construc- 
tion will be more than matched in the big 
East Coast cities (New York, especially) 
which must fight the Seaway's competition. 


Materials and Equipment 


Construction contractors can count on fast 
deliveries and good supplies of materials and 
equipment this year. Moreover, the outlook 
is for relatively stable material prices and 
little change in equipment prices. Though the 
demand for materials and equipment is firmly 
up, orders have a long way to go before pro- 
duction moves close to capacity. 


Shipments of Materials, Equipment 
% Change 

Material Source 1958 *57-'58 
Steel 
Fabricated 

structural 

bookings AISC 2,773.4 thous tons —10 
Fabricated 

structural 

shipments AISC 3,664.2 thous tons —I12 
Reinforcing 

bars (net) AISI 2,034.8 thous tons —I1 
Cement, Portland 
Shipments Bu Mines 307.0 mil bbls +6 
Concrete 

pavement 

awards PCA 121.3* mil sy +30 
Lumber 
Orders NLMA 33,312.0 mil fbm + 02 
Production NLMA 33,275.0 mil fom -1 
Shipments NLMA 33,659.0 mil fom -| 
Clay truction product: 
Brick, unglazed 

common 

and face 6,460.0* mil std brk + 6 
Structural 

tile, Bureau 

unglazed of $60.0 thous tons —3 
Vitrified clay Census 

sewer pipe 1,525.0° thous tons — 7 
Alumi ht products (net) 
Sheet & plate, 

non heat- 

treatable 935.0° mil ibs -)1 
Wire and Bureau 

cable of 265.0° mil Ibs —6 
Extruded Census 

shapes, soft 

alloy 681.0° mil Ibs +6 
Asphalt products 
Roofing Bu of $8,400.0° thous sqs +10 
Siding Census 1,038.0* thous sqs + 0.2 
* Estimated 


Sales of the three key construction mate- 
rials—structural steel, portland cement and 
softwood lumber are on the rise. Structural 
steel fabricators look for big volume in 1959, 
The American Institute of Steel Construc- 
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tion forecasts “over 3 million tons” in 1959 
bookings — 8° more than in 1958. Con- 
structors may again be in a buyers’ market 
for fabricated structural steel as prices are 
likely to remain at the relatively low level of 
1957-1958. Cement prices rose at mills in the 
Northeast and West Coast in January but 
were steady in other areas. With mills in all 
parts of the country announcing current 
prices will hold through December 31, 1959, 
contractors will have one less inflator to 
worry about the rest of this year. The firm- 
ing market has caused lumber prices to rise 
in several cities. 


Labor 


The trend of labor costs in construction 
now is more optimistic for both labor and 
management than it has been in many years. 
To be sure, hourly wage scales will continue 
to rise for some time to come—probably by 
another 15 cents this year. However, the 
industry's concern over rising labor costs is 
becoming a stabilizing factor of increasing 
significance. Primary target is not wages but 
indirect labor costs such as featherbedding, 
slowdowns, jurisdictional disputes and other 
practices. Thus the overall effect could be 
higher wages yet lower labor costs. 

Building trades unions are now pretty 
unanimous in their concern over the effects of 
high labor costs. This concern is drawing 
labor and management closer together and a 
joint committee is being set up to explore the 
possibility of devising ways and means of 
solving common problems—a potentially sig- 
nificant development. 


Challenges Ahead 


The 2 major challenges for 1959 are better 
cost management and bigger thinking. Both 
of these are directly concerned with the 
growth of the nation’s economy. More dol- 
lars will be spent on construction in 1959 but 
actual growth in physical volume will be 
slight. This is inflation. Increases in the cost 
of labor, equipment, materials and money 
are eating up the extra dollars. The challenge 
is to make an increase in productivity offset 
the effects of these cost increases. 

It is partly because of inflation multiplying 
costs in the years since the war that such big 
problems as those of transportation, urban 
renewal and adequate water resources have 
become so much bigger; in fact, so big that 
thinking about their solution has been all but 
avoided. That is the second challenge of 
growth in 1959. Broader thinking is a must if 
these great and elusive problems are to be 
solved. The expansion possibilities of con- 
struction are large and encouraging. But 
actual advances could far outpace forecasts if 
the 2 challenges of better cost management 
and truly broad gage thinking are met and 
mastered. 


@ The report from which this. material was 
condensed was prepared by Engineering 
News-Record’s editorial staff of over 200 
editors, reporters, correspondents and statis- 
ticians. For the complete report see the 
February 19, 1959 issue. Reprints are avail- 
able on request. Write to Engineering News- 
Record, Dept. AR, 330 West 42 Street, New 
York 36, New York. 
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basement minority. 

Since this taboo—the big one—has 
been ignored, you may reasonably ex- 
pect lesser ones to give way. From now 
on, look for hunters waving shotguns and 
bottles in advertising, popping corks and 
shells in all directions. Later, other situa- 
tions where booze has glamor, and where 
it has not appeared in ads up to now, 
should begin to sneak in. These situations 
do not require a planning committee for 
their invention. The bottle can be shown 


Salesense in Advertising ... 


in the airline captain’s locker, the brain 
surgeon’s satchel, the politico’s briefcase, 
the schoolteacher’s lunchbox, the nuclear 
scientist’s bunker. You could get a start- 
ling shot of steelworkers having a noon- 
day nip among the girders of a new 
building 50 stories above the street. 

Sir, this alcohol-gasoline mixture may 
be the greatest thing since gunpowder. 
It could blow the lid off a whole morgue 
of sparkling, yet formerly discarded, pic- 
ture ideas. # 


How Not to Build a Favorable 
Brand Image 


108 MORE INFORMATION ote Min 


~ {~~ 


7) MAONON svtNUE Whw rome fr? 


By James D. Woolf 
Creative Consultant 


When I assert, as I often do in this 
column, that advertising is (or should 
be). salesmanship-in-print, I invariably 
receive letters of protest from dissenters. 

I have never defined salemanship-in- 
print as meaning im- 
mediate sales on the 
day or week the ad- 
vertising appears. 

In some cases, de- 
pending on the prod- 
uct, the primary ob- 
jective may be that of 
creating a favorable 
brand and/or company 
image. The assumption 
is that the advertiser 
who dedicates his advertising to building 


James D. Woolf 


Employe Communications... 


the most favorable image will eventually 
get the most profitable share of the mar- 
ket. 

Depending on the circumstances, I have 
no quarrel with this view. But I do have a 
quarrel with those dissenters who defend 
silly and utterly ludicrous advertisements 
on the ground that they are effective 
makers of favorable images. Ads that are 
sensible and conventional are kaput. 


® The ridiculous ad shown here is typical 
of the absurdities reproduced in this col- 
umn from time to time. The off-beat boys 
will probably defend it as a contribution 
to the complex symbol which is the brand 
image. 

I cannot believe that this ad defines 
the image and personality which Knoll 
Associates Inc. wish their brand. to ac- 
quire over the years. + 


Books for the Communicator’s Shelf 


By Robert Newcomb and Marg Sammons 


(Mr. and Mrs. Newcomb operate 
their own organization in employe 
relations.) 


Allow us. to start with a quote: “The 
whole field of business communication 
today bristles with unsolved problems. 
Some have not been solved because re- 
search has not yet produced reliable an- 
swers. Others continue because solutions 


which do not work are still being applied 
out of custom or habit. Meanwhile, the 
communication activity has attracted 
wider and wider interest. The colleges 
and universities are active in it. They 
conduct seminars and institutes on the 
subject. They carry on research projects. 
The semanticists, the social psycholo- 
gists, the anthropologists and other schol- 
ars are prospecting these hills with pick 
and shovel. Professional societies—not- 


ably those in the field of industrial re- 
lations and public relations—have made 
communications one of their primary 
concerns. All of these activities are good. 
But they are also confusing to the busi- 
ness executive.” 

To this, the professional communicator 
—who works at the plant level with his 
sleeves rolled up—can only say “Amen!” 


= Oddly enough, the quote doesn’t come 
from a professional communicator at the 
plant level. It comes from an associate 
professor of administrative communica- 
tion and management at the University 
of Pittsburgh. Prof. Charles E. Redfield 
so declared himself in “Communication 
in Management,” a book published orig- 
inally in 1953 and now happily brought 
up to date (University of Chicago Press, 
$5). 

What Prof. Redfield has done has been 
to vivisect communication, to see how it 
works—downward and outward, upward 
and inward and horizontally. He first 
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conditions the executive by telling him 
what administrative communication deals 
with, and then he provides some guiding 
principles. There is a conspicuously sen- 
sible chapter on employe publications, 
written by Audrey E. Heusser, publica- 
tions supervisor of Olin. 

Harassed newcomers to employe com 
munication are constantly asking fo. 
material by which the boss may be edu- 
cated to the potentials of communication. 
Prof. Redfield’s revised book is beamed 


directly at such executives, although it a 
would do no one in the craft harm to | 


read the book over the executive’s shoul- 
der. What an industrial editor can learn 
from it is plenty. 


s Another nomination for the communi- 
cator’s bookshelf comes also from the 
University of Chicago Press, also at $5. 
This is Prof. Harold J. Leavitt’s serious— 
and occasionally formidable—Manag- 
erial Psychology.” Professor of industrial 
administration and psychology in the 
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GERTRUDE! LOOK 
WHAT I FOUND BACK 
IN THIS FILE--THE 
FIRST DRAWTHINKS 
COLUMN TO APPEAR 
IN ADVERTISING AGE/ 


ORY eS 


WHY, IN THAT VERY 
FIRST COLUMN I LEARNED 
To USE A SOFT PENCIL 
AND UNLINED PAPER 
FOR GREATER LEGIBILITY 
IN MY ROUGHS 


“ DRAWTHINKS AIM: 
IMPROVED COMMUNICATION 


“KEYHOLE PEOPLE” ARE EASY To DRAW~ 
TRY THEM ON YOUR NEKT ROUGHS 
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To make the most of the power of print 
KNOW YOUR PRINTER BETTER! 


He keeps his eye on your customers, too! 


Skilled pressmanship sends your creative sales idea out to do its advertising com- 
munication work at its best. The highly trained letterpressman is unexcelled in 
turning out the well-groomed printed message. 
Among trades of skill, printing in all its phases is of highest rank, and you may 
call on your printer, lithographer, or silk screen processor for experienced counsel. a 2 a S 
He can save time and costs for you and smooth the development of your print job. P ‘Pp ‘ 
See him before you begin any printing project. And you'll like working with him. 
We know. We’ve been supplying him with fine quality papers for more than half 


a century. We are pleased that he turns to us for the world’s widest variety of 
fine papers. 


One of Mead’s fine quality papers is famous BLACK & WHITE LETTER- 
PRESS ENAMEL. This grade, in the 100 lb. weight, was used to print this 
insert. You’ll find more information concerning it on the reverse side of the page. 
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the letterpressman 

Although every step in planning and producing — 
a letterpress job is important, the only 

thing the reader ever sees is what finally 
goes on paper. Upon the letterpressman rests 
the obligation to see that every detail of 

text and illustrations is transferred from 
plates to paper sharp, clean, and rich in 
color. He knows all about makeready and ink 
performance. He is an aristocrat of the 
printing fraternity, respected by his 
associates and ever conscious of his 
responsibilities as a craftsman. 


Mead Biack & White 
Letterpress Enamel 


Black & White Letterpress Enamel earned the name of 
“The Aristocrat of Superfine Glossy Coated Papers” long 
before the turn of the century and, constantly im- 
proved down through the years, it has continued to be 
the first choice of discriminating printers. Its high 

(but not excessive) gloss and uniform surface with an 
excellent affinity for ink make it ideal for the very 

finest half-tone and color work by letterpress. It is 


famous also for its superlative handling of metallic 
ink impressions. 


Black & White Letterpress Enamel, along with its matching 
grade, Black & White Coated Cover, deserve your most 
careful consideration for high grade catalogs, booklets, 
annual reports, school and college annuals, and all 

those graphic arts productions where only the best is 

good enough. 


MEAD PAPERS, INC. 


SALES OFFICES: Dayton @ New York e Chicago 
Boston e Philadelphia e@ Atlanta e Cincinnati 
Detroit @¢ Milwaukee e¢ Greensboro, N. C. 


| Pope rs A Subsidiary of 


THE MEAD CORPORATION DAYTON 2, OHIO 


...imagination in Paper and Packaging 
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Graduate School of Business Administra- 
tion at Carnegie Tech, Prof. Leavitt takes 
the newcomer to managerial circles by 
the hand and introduces him to his peo- 
ple—first one at a time, then two at a 
time, then in threes to twenties and fi- 
nally in hundreds and thousands. The 
reader moves from single, oral, face-to- 
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face communication to the mass method, 
and learns much as he reads. For the 
practical communicator, the Redfield vol- 
ume is probably of more practical assist- 
ance; for the man of management, the 
Leavitt volume has the edge. Both, how- 
ever, can be read by both, to the ultimate 
benefit of each. # 


Constructive Client Contact 
Is Supremely Important 


By Kenneth Groesbeck 
Advertising Agency Consultant 


“If an agency does a really good job of 
advertising,” asks one of our California 
friends, “does it really have to go sit in 
the client’s lap every week, or is less fre- 
quent contact adequate, in your opinion? 
And while you are dis- 
cussing this, would you 
give us what you con- 
sider the essentials of 
good contact work, by 
whom done, and on 
what general princi- 
ples?” 

This might sound 
like Mr. Lincoln’s an- 
swer to the question 
“How long should a man’s legs be,” but 
actually the query is of far more im- 
portance than appears on the surface. 

Frequent client contact by agency peo- 
ple of standing and authority is a vital 
essential for holding and expanding busi- 
ness. Note the various things which are 
accomplished. 


Kenneth Groesbeck 


e 1, The client is constantly impressed 
with the interest the agency takes in the 
account. Too often, business is landed 
by the top brass, and is then handled by 
those of less ability and standing. 

Advertisers are quick to sense this: they 
often fear it, and when it takes place 
they look upon it as a confirmation of 
their previously held doubts. Such doubts 
are more frequently present than most 
agencies realize. 

Many advertisers feel they are buying 
a pig in a poke when they take on the 
uncertainties of advertising, and the at- 
tendant uncertainties of agency service. 
This state of mind is something to be 
constantly combatted, not only by super- 
lative service but also by physical con- 
tact, regular, scheduled in advance, and 
increased by special calls whenever these 
are required. 


® We need to remember that agency 
service, and indeed advertising itself, is 
constantly on trial in the mind of the 
man who pays the bills. It calls forth an 
entirely different attitude from that en- 
joyed by other expenditures for more 
concrete or more easily evaluated com- 
modities or services. 

The more frequently the agency sits 
down and thrashes out problems which 
confront the advertiser—not only those 
of advertising, but also those of all mar- 
keting of which advertising is a part, the 
more uncertainty departs and a measure 
of certainty and reassurance comes into 
being. 


e 2. By constant contacts, with all indi- 
viduals concerned with the client’s pro- 
motions, the agency learns all aspects of 
the advertiser’s business. When contact 
reports are used, as of course they 
should be, the accumulation of such re- 
ports soon assumes the extent and the 
importance of a company or product his- 
tory. 

The client has been at this all his busi- 
ness life: we come in and are expected 
to advise authoritatively on matters 
about which the advertiser has been puz- 


zled for years. 

The most information and rapport we 
can accumulate will be little enough to 
save us from bad breaks, and make our 
advice worth listening to. Only personal 
contact can give us this real “feel” of a 
business. If we don’t get it, we stay large- 
ly in the dark, and our marketing rec- 
ommendations are correspondingly lim- 
ited or downright incorrect. 


8 Contact reports circulated among all in 
the agency interested in this particular 
client may well result in constructive 
suggestions coming from least expected 
sources. That is, if such suggestions are 
invited, as of course they should be. No- 
body has a monopoly on brains. 


e 3. In the give and take of the agency- 
client relationship, all too many deci- 
sions are made off the top of the head by 
both parties concerned: contact reports 
confirming the course of action contem- 
plated give us the chance for second 
thought, and avoid the misunderstand- 
ings which so often wreck an otherwise 
delightful relationship. 


e 4. This same good scout of a client 
with whom we sit down has just been 
out to lunch with a competitor of ours— 
not because he contemplates a change, 
you understand, but because it is his 
duty to his company to learn as much 
as possible about other agency services 
which may be available. 

Frequent personal contacts not .only 
spread the cement of friendship between 
the stones of our relationship; they en- 
able the agency to be selling itself con- 


stantly, which it must do, seeing how - 


many other agencies are waving special 
inducements under the client’s nose. 

The ability to smell smoke is a great 
agency -asset. Big changes spring from 
the small beginnings of a little discon- 
tent, perhaps with our charges, or the 
way our secretary talks over the phone. 
Sitting in the client’s lap, as our Califor- 
nia friend expresses it, is a vantage point 
from which to recognize and correct im- 
mediately any little vexation which may 
soon assume alarming proportions. 

It isn’t enough to sell our clients. We 
have to keep them sold. If we don’t, 
someone else will. 


.e@ 5. Contact, by the agency, should go 


further than that with the top peo- 
ple in the client’s organization. It is fine 
to have the boss pleased with us. But it 
is equally important to sell everyone else 
who has anything to say about the com- 
pany’s promotion work, or who is af- 
fected by it. 

Particularly important are the sales 
manager and his salesmen. They may 
not be consulted about the advertising. 
Frequently it is handed to them on a 
platter, which of course should not be 
done. When this is the case, they will 
often blame the advertising for their own 
deficiencies or failures. 

If the client himself hasn’t had sense 
enough to mesh his advertising with his 
sales operation and make it feed into it, 
the agency should do all in its power to 
remedy this weak spot. The agency will 
receive valuable help from the sales di- 


vision, and the sales people will be far 
better disposed toward the advertising 
if they have. had something to do with it. 

The only way you can uncover this 
situation and remedy it is by personal 
contact with all concerned with sales. 
That goes for the channels of distribu- 
tion as well. Contact with the trade is a 
form of client contact which is often ne- 
glected. Yet the avenues of distribution 
constitute a most important aspect of the 
entise promotion. 

Note the effect it has on the big shot 


when you, the agency, come back to him 
with information you have accumulated 
for him out in the sticks, where even 
he has not been for a dog’s age. “These 
people really know my business,” says 
he. “That’s a good agency.” 

Paste this in your hat, brother. There is 
no substitute for frequent personal agen- 
cy contact with every person and every 
area concerned with selling the client’s 
goods. Be able to say not “This is what I 
think” but “This is what I know. I was 
there.” = 


What They Were Saying 25 Years Ago... 


Shell Oil Co., in an announcement of a 
new campaign that would shun adjectives, 
much used in past gasoline advertising 
(AA, March 17, 1934): 


“This [past] program entailed the use 


of identifying adjectives in all gasoline 
advertising copy, with the result that use 


Learning from the Retail Ads... 


of these elaborate hyphenations must now 
cease or all gasoline advertising will as- 
sume the ludicrous proportions formerly 
associated with motion picture advertis- 
ing, in which the ordinary mine run of 
production was at least ‘colossal’ and ‘stu- 
pendous,’ and the adjectives applied to an 
unusual picture were truly breathtaking.” 


The ‘Off Beut, All Type’ Ad 


By Clyde Bedell 
(Mr. Bedell is a consultant in cre- 
ative advertising and advertising 
training.) 

In this hallowed space I have probably 
more than once inveighed against an 
advertiser's attempt to seduce readers in- 
to his ad through the use of completely 
irrelevant headlines. 

This appears to be such an ad, but it 
isn’t. In this case the advertiser has 
chosen to make his story rejevant to the 
headline although the headline seems to 
be irrelevant to his products. 


® Here is a dairy starting out to do some- 
thing new in the new year. It is the second 
ad I have seen for this organization, and 
“The Pure Milk People” used here as a 
signature, was used prominantly as part 
of the headline in the other ad. 

Excerpting the copy story of the ad re- 
produced, we read: “Leave our cow 
alone! .. . She is a Texas Cow, living 
on Cloud Nine which is just the other 
side of the Moon... It is a Texas belief 
that she came from a Central Texas Dairy 
Farm which supplies us with Milk... . 
Thai cow up there is milked twice daily. 
And we've never made any noise about 
it before . . . Then you all had to start 
whoopin’ and hollerin’ about your Lunik 
barely missin’ the Moon. You dern toot- 
in’ better miss our Cow! Twice a day 
we send up Flying Saucers at milkin’ 
time and fetch that Cow’s milk back here 
to Centra! Texas. That’s one of the rea- 
sons, we guess, that Central Texans tell 
us Quality Chekd Milk is such heavenly 
stuff, do you suppose? 

“Once in a great while our Flying Sau- 
cers get tilted a little and we have But- 
termilk Skies . . . Central Texans have 
been telling us that our Quality Chekd 
Dairy Foods are Out of This World for 
years and years .. . We're not braggin’ 
about our Central Texas Cow bein’ up 
there on Cloud Nine. We’re just warnin’ 
you to steer clear of her .. . She’s a Texas 
critter and she’ll whomp the daylights out 
of anybody which tries to get her behind 
an iron curtain Leave our Cow 
alone!” 


® This ad ran in a Texas city of about 
100,000 population. It’s the kind of small- 
towny humor that people respond to. 
Even though the selling is tangential, in- 
stead of forthright, you can bet many 
people responded to it. 

As we have said earlier, the “off beat” 
is good only when (a) the stark or un- 
usual concept has instant appeal, and (b) 
when the seemingly extraneous or irrel- 
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evant or unusual slant or appeal com- 
pletes an electric circuit with some al- 
ready existing subconscious, unconscious, 
or super-conscious impression common 
among readers. 

Such an ad as this receives wide read- 
ership and there is ample identification 
in the ad, I think, to register with most 
of those who read. 


s An occasional ad of this sort, off beat, 
shock headline, and quite memorable 
copy, can get a new advertising program 
off the ground and into the public con- 
sciousness quickly. 

The big type headline and the Quality 
Chekd line at the bottom are in red. 

It was impossible to miss this five col- 
umn ad on a full page. The first line of 
copy “Leave our cow alone!” would like- 
ly lead the reader to immediately note 
the signature of the ad. Thus, the stage 
is set. The reader knows he is partici- 
pating in a “joke.” He knows his leg is 
being pulled. It is presumed he will be 
interested enough to leap back to read 
more copy. There is no attempt to deceive 
him or to suck him unexpectedly into 
something pertinent to an advertiser he 
cannot identify instantly. + 
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.20 Mule Team Sets Spot TV 
| Push tor Miniature Premium 
| The 20 Mule Team products di- 
| vision of U. S. Borax & Chemical 
|Corp., Los Angeles, will use tv 


EL PASO — 


Advertising Age, March 30, 1959 


CORY’ FOR GIFTS 
|G the covior of coffee-makers ... the 
"Cory Crown Jewel: Filty doltars, ge. 


end worth every penny of it. 


ca 


Still on the go 
and going STRONGER. 


Southwest Metals, Inc. announce plans for 
the construction of a new multi-million- 
dollar steel mill in El Paso to keep up with 
the growth of the Fabulous Southwest. 
More proof that El Paso is 
a GOOD place to do BUSINESS! 


The Zl Paso Cimes 


spots during April and May to| 
again promote a premium offer) 
which brought retail sales gains 
of more than 425% when used 
four years ago. The premium, 
| available for $1 and a box top, is 
|a miniature model plastic kit of} 
|the 20 mule team, including three | 
| wagons, a crew and 20 mules. 

The offer will be promoted with 
a special “Old Ranger’ spot on 
“Death Valley Days,” a tv series 
running in 111 markets. All sta- 


Morning and Sunday 


™ ~§€> El Paso Herald-Post 


Evening 


tions carrying the program will 


times during the two months. Mc- 
Cann-Erickson is the agency. 


CBS-TV Names Steinberg VP 


lices for the network. 


How to Influence 
MUSKEGON'S $279,000,000 PURCHASING POWER 


You may influence 97% of the 38,500 families (138,000 people) in the Muskegon 


metropolitan area through one, low-cost advertising approach in The Muskegon 
Chronicle. 


It’s an EXTRA “Good Buy” when you reach 97% of all the people in any 
market through one sought after medium—-The Muskegon Chronicle. 


Include The Muskegon Chronicle in your 1959 advertising plans. 


mg rHe MUSKEGON CHRONICLE 


NATIONAL REPRESENTATIVES: A. H. Kuch, 260 Madison Ave., New York 16, MUrray Hill 5-2476 @ Sheldon 


B. Newman, 435 N. Michigan Ave., Chicago 11, SUperior 7-4680 @ Brice McQuillin, 785 Market St., 


San Francisco 3, SUtter 1-340] 


@ William Shurtliff, 1612 Ford Bidg., Detroit 26, WOodword 1-0972, 
A Booth Michigan Newspaper 


run the spot from three to six 


| Charles S. Steinberg, formerly 
base grag cm aay tonnptng biggest promotion in recent years 
| pointed vp of information serv- with “offbeat” ads like this fea- 


CORY CORPORATIO 


* Chicago 45 
CORY CORPORATION \Conedal iid 7 


OFFBEAT—Cory Corp. launches its 


turing gift items. The ads will run 

in 12 publications. Herbert Baker 

Advertising, Chicago, is the agen- 
cy. 


Private Labels Aid 
Sales of National 
Brands, Says Nigut 


HARTFORD, March 24—Private 
brands in chain stores have con- 
tributed at least one benefit to 
nationally advertised products. 
Consumers who buy the lower- 
price private brands say they spend 
the difference on new food prod- 
ucts, particularly frozen foods and 
specialty items. 

This report was given at the 
second annual Frozen Food Con- 
ference last week by William C. 
Nigut, president of William C. 
Nigut Co., food marketing con- 
sultant. 

Mr. Nigut said this relationship 
is indicated by an analysis of the 
findings in food purchaser depth 
interviews conducted by his or- 
ganization. 

“Retailers’ private brands have 
been described as ‘parasites’ that 
live off the research, development, 
advertising, promotional and edu- 
cational efforts put behind man- 
ufacturers’ brands,” Mr. Nigut 
said. 


s “Well, nothing is all bad, es- 
pecially when it is good for con- 
sumers. The more than 900 food 
purchasers we interviewed indi- 
cated that they are finding room 
in their tight food budgets for 
manufacturers’ new convenience 
foods by economizing on lower- 
price private brands in other 
product categories. 

“In other words,” he said, “the 
food purchaser has found it pos- 
sible to enjoy manufacturers’ 
‘built-in maid services’ through 
savings made available to her by 
retailers’ private labels. 

“Without the flexibility of con- 
sumer food budgets provided by 
retailers’ private brands, your ex- 
cellent lines of convenience foods 
may well not have attained the 
volume that they enjoy today,” 
Mr. Nigut concluded. # 


Heavy Minerals to Marsteller 
Heavy Minerals Co., Chattanoo- 
ga, Tenn., a subsidiary of Vitro 
Corp. of America, has joined oth- 
er portions of the Vitro account 
in the Marsteller, Rickard, Geb- 
hardt & Reed agency. The account 
will be handled out of the Pitts- 
burgh office. The agency already 
handles Vitro’s Berkshire Chemi- 
cals subsidiary plus Vitro’s manu- 
facturing and rare metals divi- 
sions. Molesworth Associates, New 
York, which formerly handled 
Heavy Minerals Co., continues to 
handle Vitro’s corporate advertis- 
ing and its engineering and labor- 
atories operations. 
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uppers 


spotlighted in the 


new New York News study 


profile 


of the millions—2na Edition 


More buying power!... Since 1954, more than 
three million New Yorkers moved up to the over-$5,000 
income bracket—which now includes 67% of all New 
York families, twice the national average! 

Pay checks for millions . . . New York's 6,680,000 
employees earn above-average incomes, are above- 
average customers. 

Rising generation . . . In the metropolitan market, 
5,220,000 adults in 2,130,000 households purchase for 
3,960,000 children under 15—and the rising generation 
raises your sales! 

High IQs... Some 2,380,000 metropolitan adults 
attended college, and another 3,050,000 completed high 
school or business school. 

Home ownership up... In the last three years, 
480,000 adults moved into family-owned homes, which 
now house 4,510,000 adults. 

These are just a few of the hundreds of important 
facts in Profile of the Millions—2nd Edition. This broad 
new study tells you what your metropolitan customers 
earn, own, buy. 

A leading research authority says ‘‘Profile is the most 
comprehensive, the most authoritative, and potentially 
the most valuable study ever made of the New York 
metropolitan market.” 

Based on 10,175 personal interviews, conducted by 
W.R. Simmons & Associates Research, Inc., after con- 
sultation and in accordance with the recommendations 
of the Advertising Research Foundation. 

You can make better advertising, merchandising 
and selling plans for New York, save waste effort, avoid 
lost time—with this new Profile. The full-color film 


presentation is by appointment only. Call any New 
York News office. 


THE & NEWS, New York’s Picture Newspaper 
More than twice the circulation, daily and Sunday, of any other newspaper in America. 


The Daily News has 
4,730,000 adult readers 


820,000 more than all other morning papers 


1,380,000 more than all evening papers 


2,870,000 more than the Mirror 
3,270,000 more than the Journal-American 
3,360,000 more than the Times 


3,770,000 more than the 
World-Telegram & Sun 


3.800.000 more than the Post 
4,050,000 more than the Herald Tribune 


Source: Profile of the Millions--2nd Edition 


News Building, 220 Fast 42nd St.. New York 17 — Tribune Tower, Tribune Square, Chicago 11 — 155 Montgomery St., San Francisco 4 
—34160 Wilshire Boulevard, Los Angeles 5— Penobscot Building, Detroit 26—27 Cockspur St., London 5.W. 1, England 
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About Sales Value 


(Continued from Page 3) 
C&C’s “vast bank” of barter time 
across the country would be used 
extensively to promote the Hazel 
Bishop line, and a tv campaign 
using 5,000 spots weekly on 211 
|stations was subsequently an- 
nounced. 

But last December the company 
moved into several one-shot net- 
work buys to hypo Christmas sell- 
ing, and this month it bought co- 
|sponsorships on the “Bob Cum- 
|mings Show” and “Masquerade 
Party,” the latter for 13 weeks. 

Summer plans are _ indefinite, 
| Mr. Urban said. “We're going to 
|stay pretty big in spots, but we 
' want a network base.” 

He was unable to give a per- 
centage breakdown for spot and 
network tv in current or future 
‘advertising. He characterized as 


requests for data 
prove it the most 
looked-to-source 
of information 
on media 
markets 


Indiana’s 
second 
richest 
television a | : 
market... — — 
Fort Wayne 


... where WANE-TV is now the first station. For Wayne ts now the second richest 
television market in Indiana with ... more retail sales, more food sales, more drug sales, more effective buying income 

. than any other Indiana TV market except Indianapolis. And WANE-TV its now the leading station in 
Fort Wayne with a larger share of audience than any other station in the market. Represented by Petry. 
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®WANE -T'V vont wavne 
A CORINTHIAN STATION Responsibility in Broadcasting 


KOTV Tulsa * KGUL-TV Houston * WANE & WANE-TV Fore Wayne * WISH & WISH-TV Indianapolis 


Advertising Age, March 30, 1959 


Fox's Hazel Bishop Woes Raise Doubt 


of TV Barter Time 


“flexible” those recent tv buys 
which outside observers have sug- 
gested constituted “erratic” ad- 
vertising. 


= “We're very flexible today. Ha- 
zel Bishop before was not. We like 
to be able to move and move 
quickly. Media strategy today is 
as important to me as copy strat- 
egy,” he said. 

Mr. Urban, who came in- last 
August, succeeding Raymond 
Spector, who remained as chair- 
man of the board, said further 
that February was a “turning 
month” in the company’s fortunes 
—one in which Hazel Bishop ei- 
ther broke even or actually oper- 
ated in the black—and that March 
|*is the largest month in the com- 
pany’s history. 

“April will either be larger or 
as large,” he said. 

With Hazel Bishop stock re- 
duced, the packaging program 
completed, the new eye makeup 
and refillable lipstick line on the 
market and two more product 
lines in test operations, “we're off 
to the races,” he said. The last of 
the old product line is currently 
being disposed of at discount 
prices. Dealers who order the new 
Hazel Bishop Ultra-Matic refill 
lipsticks can return their old $1.25 
and $1.50 lipsticks. Woolworth is 
closing out the $1.29 lipstick for 
59¢. 


= Mr. Urban said it would be 
“tough to say” just what share of 
market Hazel Bishop currently 
holds, but he noted that shipments 
on the new eye makeup line were 
now about three weeks behind or- 
ders. New Hazel Bishop advertis- 
ing is characterized by its “lush” 
look, he commented. 

The return to network televi- 
sion (Hazel Bishop was at its fiscal 
height when it sponsored “This Is 
Your Life’) serves to point up 
another fact of life in the cos- 
metics business: Retailers don’t 
take enthusiastically to advertis- 
ing centered around spot buys 
in off-hours. 

Possibly this explains why so 
many barter television deals, with 
a few exceptions, failed to live up 
to the sponsor’s expectations. 

The Matthew Fox film barter 
machine, once television’s biggest, 
of late appears to have shifted 
into low gear; many of its highly- 
publicized barter campaigns are 
rarely seen in today’s major time 
slots. 


|# Commenting on published re- 
{ports that Hazel Bishop may be 
up for merger or sale once again, 
Mr. Urban said that no such ne- 
gotiations are in progress. + 


_Girdwood Succeeds Mateer 
‘as McGraw-Hill Publisher 

James Girdwood, former adver- 
| tising sales manager of Electronics 

and Nucleonics 
since 1957, has 
been named pub- 
lisher of the two 
McGraw - Hill 
publications, ef- 
fective April 1. 
He will succeed 
H. W. Mateer, 
who is retiring. 
Burce Winner, 
former mid- 
James Girdwood western district 
manager for both 

publications, has been named to 
succeed Mr. Girdwood as sales 
manager. 

Mr. Girdwood has been with 
McGraw-Hill since 1948. 


Jack Doran Joins Mennen 

Jack Doran, formerly with Le- 
ver Bros. Co., has joined Mennen 
Co., Morristown, N. J., as director 
of marketing, a new position. 
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If she’s at ease at tea, 


she’s at home with Glamour. 
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YOUNG WOMEN LIKE THIS ONE, LIKE THIS ONE 
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REVIEW 


Metz Allen Timmerman Ww. 
Larson Conn Harte 
BROADCASTERS TO BE—Northwestern University stu- 
dents Erlene Conn, Diane Harte, Dee Feldstein, Pa- 


Ballestro Goodwin 
Feldstein Coryell 
a new Class on broadcasting for senior women at 


Northwestern. AWRT members who will assist Bet- 


tricia Coryell, Sylvia Allen, Joyce Timmerman and_ ty Ross West, NBC, in coordinating the course are 
Gloria Goodwin attend “Closed Circuit,” annual Marian Larson, Pan American Board of Education, 
workshop of the Chicago chapter of the American Kay Metz, Quaker Oats Co., and Hilda Ballestro, 
Women in Radio & Television, as representatives of Evaporated Milk Assn. (see story on Page 90). 


Culver Wallace Scheidker 
Layman Noyes 
OVER THE SHOULDER—F rederick Noyes, new chairman of the New Eng- 
land Council of the American Assn. of Advertising Agencies, trades 
notes with outgoing chairman Lendell A. Layman, president of Hen- 
ry A. Loudon Advertising, as other council officers and Richard L. 
Scheidker, exec vp of the Four A’s, look on. Others elected were Ed- 
ward H. Culver, president, Culver Advertising, and Joseph R. Wal- 
lace, vp, Harold Cabot & Co. Not shown is Daniel F. Sullivan, pres- 
ident of Daniel F. Sullivan agency, who was also elected a council 
officer. 


NEW AND OLD—Jack Hamilton (left), Alert Advertising Agency, Gal- 

veston, new president of the Southwestern Assn. of Advertising 

Agencies, receives the official gavel from outgoing president, Bob 
Burke, R. J. Burke Advertising, Dallas. 


MERCHANDISER—This self-service 
candy cart design by Display Fea- 
tures, Wyncote, Pa., will help sell 
Whitman’s chocolates this summer. 


‘ 


FIRST OUTDOOR FOIL—Foster & Kleis- 
er says the first aluminum foil in 
an outdoor poster is used in this 
campaign for Brilliantshine met- q 
al polish. The technique was 4 
worked out with Reynolds Metals af 


Dewes Allen Sullivan 
SPECIAL DELIVERY—Bonnie Dewes, D’Arcy Advertising Co., St. Louis, 
and wp, Advertising Federation of America, and Leonora M. Allen, Co. and involves the use of em- 
French & Shields, St. Louis, and president, Women’s Advertising bossed, perforated foil. 
Club of St. Louis, deliver a special invitation to the silver anniver- ors 4 
sary Gridiron dinner of the adclub in St. Louis April 22 to Rep. 
Leonora K. Sullivan (D., Mo.). 


WELL-FITTED 
—Moccasin on 

> OR EAR Gt | : oun CRICHTON right is Hussco, 
dM b | a k size four-and-a- 
mM: ASTy OF ‘ ORK CITY tebe. : half feet. Squaw 
Any AD » “ 2 ae ~ ’ ’ on left is size five 
feet, ten inches, | 
other dimensions 


Stephenson English Firth Crichton Upgren 


COMMUNICATORS—James A. Firth, vp and research 
director, Winius-Brandon Co., opens a symposium 
sponsored by the St. Louis council of the Four A’s 
and University of Missouri school of journalism 
(AA, March 23). Earl F. English, dean of the school, 
was moderator of the program, John Crichton, edi- 


tor, Advertising Age, moderated the discussion ses- 
sions. Dr. William Stephenson, a social psychologist, 
is distinguished professor of journalism at the 
school, and Dr. Arthur Upgren, economist and au- 
thor, is director of the bureau of economic stud- 
tes, Macalester College, St. Paul, 


not known. All 
has to do with 


heap big spring 


store window 
promotion by 
Hussco Shoe Co, 
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One of a series of comments on Metropolitan Oakland as 
a market by advertising agency executives. 


~ ped aay 


ssa 


The growth of the Metropolitan Oakland Area market a primary one for advertising of our 

in the past 10 years has been phenomenal. The clients’ products. 
Yes, it is important to recognize number one position which Alameda County R. M. GANGER, 
Metropolitan Oakland's enjoys among all Northern California counties : Chairman of the Board 
commanding size as a in retail food and automotive sales, makes this DARCY ADVERT ANG CORT eee 
market. It is equally important NEW YORK 


to remember this fact: 


ONLY THE 


®aklan 


COVERS METROPOLITAN OAKLAND* 


Greatest Home Delivered Circulation 
in Northern California 


National Representatives: Cresmer & Woodward, Inc. 
New York + Chicago - Detroit 
San Francisco - Los Angeles - Atlanta 


Sunday Comics: 
Metropolitan Sunday Newspapers, Inc. 


*65°7 of the more than 250,000 families in Metropolitan 
| Oakland (Alameda County) are Tribune subscribers, 
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a magazine 


that influences 


management 
decisions 
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SUNS SEE 


today as never before... 


In editorial appeal...in advertising content... Dun’s 
Review and Modern Industry concentrates on the 
techniques of managing business. This vital magazine 
climate is the reason advertisers who want to influence the 
decisions of 120,000 executive readers have already used 
27% more advertising than in the same period last year. 


DUNS 
REVIEV 


and Modern Industry 
The magagine of, Fresidlendy 


@ndadmen who are going to be! 


Ratings May Deteat | 
Broadcaster’s Aims, — 
AWRT Unit Warned 


(Picture on Page 88) 

Cuicaco, March 24—Increasing | 
emphasis on ratings of radio and | 
tv programs “will result in a} 
| Frankenstein monster broadcasters | 
are going to have difficulty con- | 
trolling.” 

This portentous opinion was, 
|voiced by Norman Barry, NBC} 
|/newscaster, before a workshop) 
\Saturday of the Chicago chapter | 
‘of American Women in Radio & | 
Television. 

Mr. Barry feels that if a station | 
or advertiser ever wants to add} 
a quality as well as quantity’ au- | 
dience, “it will be too late; the) 
‘minority audience will have sold | 
its sets.” 

“If ratings meant anything, 
someone would put on a strip 


tease show and take the ‘Maver- | 


ick’ audience. But this audience 
wouldn’t necessarily be a buying 
audience,” he said. 


e® In a vigorous discussion of 
“who gets the advertising dollar” 
j;among radio, tv and newspapers, 
Thomas W. Burns, general ad ex- 
ecutive, Chicago Tribune, assert- 
ed that “newspapers are general- 
_ly recognized to give advertisers 
a real run for the dollar by de- 
signing an atmosphere where the | 
|product will sell.”” He referred to 
|special sections, such as_ food,,| 
/travel, home and other such spe- 
‘cial units. 

Mr. Burns said a basic reason | 
for using newspaper advertising is | 
| that it is “a medium of shopping.” | 

| 


| } 
|@ Fred Vosse, sales representative, | 
|WIND, Chicago radio 


ple, more often, at a lower cost- 
| per-1,000, than any other ad me- 
| dium in the world. Radio, he said, 
|will give the frequency, the se- 
|lectivity and the adaptability to 
| fit any budget. 

Jack Flatley, sales representa- 
| tive of WBKB, Chicago tv station, 
| said that since tv is only 12 years 
old, it needs the help of newspa- 

pers and radio, but that tv is get- 
ting its share of the dollar. 

Discussing advertising at an-| 
other panel session, Earle Dugan, | 
'vp and account supervisor, Foote, | 
|Cone & Belding, told his audience | 
that the greatest problem in ad- | 
vertising today is the sales man- | 
ager. “He is thinking about other | 
problems such as_ distribution | 
and the marketing concept, rather 
than the advertising idea.” The 
consumer doesn’t care about the 

marketing plan, Mr. Duggan main- 
tained. 


® Chicago AWRT unveiled plans 
| for a new course to be offered at 
Northwestern University April 1- 
June 10: “The Role of Women 
in American Broadcasting.” The 
|course, inaugurated by the uni- 
versity in cooperation with the 
Chicago chapter of AWRT, is open 
to outstanding senior women se- 
lected by the university faculty. 
| Betty Ross West, supervisor of 
/public affairs and education for 
|NBC outlets in Chicago, is in- 
|structor and coordinator of the 
| course, + 


April § Closing Date 

| Closing date for nominations for 
the 1959 Advertising Woman of 
the Year award, sponsored by the 
Advertising Federation of Amer- 
ica, is April 5. The three judges 


are Dean Earl] English, University 
of Missouri school of journalism; 
Mary Busch, vp of Emery Adver- 
tising Co., Baltimore, and Ray 
/Krings, ad manager of Anheuser- | 
| Busch, St. Louis. The winner will | 
be announced in Minneapolis, June | 


; this GOL {4 STA Ht ewatl 
marks the world’s 


most advanced range SAS 
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At your Gus Range or 
LONE STAR GAS COMPANY 


BIG TIE-IN—Lone Star Gas Co., Dalias, is adding local impetus to the 

American Gas Assn,’s national gold star award promotion with a 

series of newspaper ads in 458 towns and cities in Texas and Okla- 

homa. This bottom-half spread is a version of the outdoor poster 

being used. Another half-page horizontal ad reproduces an actual 

gold star-embossed foil seal. The Dallas office of Erwin Wasey, 
Ruthrauff & Ryan is the agency. 


FBI Stops Contest 
‘Swindling Ring 


WASHINGTON, March 25—FBI in- 
| vestigators told today»how a non- 
|}existent newspaper and a non-ex- 
jistent bank were used as props 
|which enabled a group of swin- 
dlers to collect more than $45,000 
this winter from newspapers which 
were conducting contests in many 
parts of the country. 

Since syndicated feature services 
do not ordinarily furnish contest 
answers directly to newspapers, 
the swindlers, according to FBI 
Chief J. Edgar Hoover, ordered 
contests in the name of a nonexist- 
ent newspaper, “Suburban Pub- 
lishers Ltd., 200 Epworth, London, 
Ont., Canada.”’ Answers were to be 
directed to “the Middlesex Trust 
Co., P.O. Box 699, Byron, Ont., 
Canada.” 

After the swindlers picked up 
the contest forms and answers 
which many other newspapers 


_ Station, | were using, they provided the solu- | 
/maintained that radio delivers the | tions by phone to individuals who | 
_advertiser’s message to more peo-|were induced to enter their local | 


newspaper's contest. The winners 
kept a small share of the prize 
money, while the bulk of the cash 
was sent by mail or telegraph to 
the ring’s headquarters, Mr. Hoo- 
ver said. 

A total of 11 persons were ar- 
rested, and charges were also 
lodged against two other persons 
in Canada and one in Minnesota. 
Arrests involved the federal mail 
fraud and fraud by wire statutes. 

Newspapers victimized by the 
ring, according to Mr. Hoover, in- 
cluded the Chicago American (two 
times, for a total of $5,500); Phil- 
|adelphia Bulletin ($6,050); Harris- 
|burg Patriot ($250); Milwaukee 
Sentinel ($2,710); Portland Ore- 


/gonian ($1,700); and St. Paul Sun- 
day Pioneer Press ($1,625). + 


B( S:otpson-REILLy, LTD. 
Publishers Representatives 


EOS ANGELES HALLIBURTON BLDG. 
SAN ERANCISCO CENTRAL TOWER 


UNCin, 
ae pene? 
a new era in the 
viati 


- Bs ~ 


». publishi 


7, the opening day of the AFA an- | 
nual convention. . 
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“My Monday mornings 
wouldn't he complete 
without Ad Age” 


VPeatt says BERNARD J. WIERNIK 
& Vice-President/Sales and Advertising 
adm Mogen David Wine Corporation 


"Advertising Age is, in my opinion, the 
outstanding trade publication in America today. 
As the leading advertisers in the wine industry, 
Mogen David must be aware of all the latest 
selling and merchandising programs being 
developed. My Monday mornings wouldn't be 


complete without Ad Age.” 


200 EAST ILLINOIS STREET - CHICAGO 11, ILLINOIS 
630 THIRD AVENUE + NEW YORK 17, NEW YORK 


® @ NB P| 1 Year (52 issues) $3 


BERNARD J. WIERNIK 


Before joining the Mogen David Wine Corp. 
in 1950, Mr. Wiernik had gained both retail 
and wholesale selling experience, in addition 
to spending four years in the Army Air Corps, 
where he rose to the rank of captain. Starting 
as a chemist, he became assistant winemaker 
a few months later. In 1952, however, he was 
named sales manager, advancing to vice-presi- 
dent in charge of sales and advertising within 
three years. Since switching to the sales side of 
the winery he has helped formulate many of 
the advertising and merchandising plans re- 
sponsible for propelling Mogen David to the 
front ranks of its field. 


Mr. Wiernik is active in a number of civic 
projects, and serves on the board of directors 
of the Oak Park (IIl.) Temple. Some of his 
leisure time also is devoted to such diverse 
hobbies as electrical engineering, hunting, golf 
and bowling. 
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‘Brainstorming /s Only Meeting 
Form Not a Waste of Time’ 


To the Editor: Lest any recipi- 


The Voice of the Advertiser 


This department is a reader’s forum. Letters are welcome. 


| position and authority to act 


your issue of March 9, you report | the conduct of true Brainstorm 
a statement by Draper Daniels of | meetings. 


Leo Burnett to the effect that 
“Brainstorming is for the birds.” 
According to your report, Mr. 
Daniels feels this way because in 
his opinion, “the group will waste 
time offering dozens of reasons 
why it (a suggested idea) can’t 
work.” 

Since I have recently gone to 
the trouble and expense of having 
some resumés run off which in- 
cluded the fact that I was a Brain- 
storm panel chairman for a cou- 
ple of years at BBDO (where 
Brainstorming originated), and 
since I do not wish the undoubt- 
edly heavy weight of Mr. Daniels’ 


Acres of 
Kleen-Stik! 


(We-e-e-e-ll—actually, only three 
million sq. in., or about a Aalf-acre 
... but that ain’t hay, hey?) That's 
how much Flex-Stik “B"" was 
used on this multi-unit job for 
Volkswagen Canada, Ltd., Scar- 
borough, Ont. Volkswagen’s Sales 
Promotion Department wanted bold 
signs to “‘bullseye’’ the V. W.’s 
many features, yet easy to remove 
when the truck was sold. And that’s 
just what Delmar Studios Co., 
Lid., designed and produced. Jack 
Ford, Delmar’s president, chose 
Flex-Stik for its easy, clinging ap- 
plication and clean removal. This 
idea rates a medal—with maple 
leaf clusters! 


IDEA NO, 151 


1934-1959 + 25 YEARS OF PRESSURE-SENSITIVE PROGRESS 


The World’s Most Versatile 


Self-Sticking Adhesive 


| , 
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IDEA NO. 152 
Tricky, Sticky Menu Clip 


Building bigger beer business is a 
full-time job for Wisconsin Malt- 
ing Co., Milwaukee. And one 
steady worker is this ingenious 
**Beereminder”™ that pops up on 
restaurant menus, napkin holders, 
lamps, etc.—selling the beer-with- 
meals idea. The clever clip was 
conceived by . M. prexy Stan 
Williams ... aided ond abetted by 
agencyman Webster Kuswa of 
Kuswa-Greene & Associates . . . 
and produced by Litho-Graphic 
Corp., Milwaukee, under the super- 
vision of veep Carl Feltes. Kleen- 
Stik’d on the back (of course!), it 
goes on quick an’ easy, holds tight 
. . and sells a lot o’ suds! 


This is your reminder to enjoy 
the benefits of Kleen-Stik on 
our next P.O.P. display or 
abel. Your regular printer, 
lithographer, or silk screener 
can sow you a truck-load of 
ideas...or send your name 
for free ldea-of-the-Month 
mailings. 


* 
kleen-sti 
PRODUCTS, INC. 


7300 West Wilson Avenue 
Chicago 31, illinois * 
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All brainstorm sessions as con- 
ducted at BBDO and hundreds of 
leading business firms throughout 
the nation (taught by Willard 
Pleuthner, BBDO vp of Brain- 


|of procedure: NO NEGATIVE COM- 
MENTS OR CRITICISMS OF IDEAS. Con- 
trary to the thoughts expounded 
by Mr. Daniels, Brainstorming, 
from my experience, is the only 
standard creative meeting form 


storming) have as their No. 1 rule | 


|in the Dayton area seems to have 


against my best interests with re- gotten the idea that the two firms 
cipients of my resumé, I would| have merged. 
ents of my resume be misled: In | like to set the facts straight as to 


| You can appreciate that the im- 


pression created has caused con- 
siderable embarrassment to all 
concerned and we would appreci- 
ate a statement in a subsequent 


tion. 
Patrick H. Irelan, 

President, Hipple, Irelan & 

Kinzer Inc., Kettering, O. 
e 

Put Back the $400,000 

To the Editor: After a long look 
at your Feb. 23 issue listing agen- 


issue of AA clarifying this situa- 


»j im Fort Worth 


|Feb. 23'in which you publish the | 
answers to the questionnaire you 
yore sent to all the major adver- | 
tising agencies. 


, 4 tng te) ei 
et 


cover was silk-screened. 
Printer is Anchor Printing and 

Lithographing Co., Fort Worth. 
Silk-screening of acetate covers 
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“aA re) ; cy billings, and further study of | We heartily congratulate you 
practiced in business today which the form we completed for your for publishing more information 
is not generally a waste of every- || h : of 

body’s time and is 100% positive use, we have decided that our fig- | than = can manage to gather 
and purposeful. If, as must be the | Ures were incorrectly computed,|ourselves on our profession in 
case, Mr. Daniels was ? Aa! osan 

leleaest teainaienien @ith @ teeter Jan. 9, accompanying the form. — | vertising agencies! ; 

fecal ney 4 Y 7 The total (commissionable bill-| We would very much like to 
case “b,” I feel that he should ing and f ith tae cond | 
jhave so stated, there are un- ees) shou o eee | 


talking | °® we mentioned in our note of|Europe and even on French ad- | 


|was by Charlie Mann Displays, 
| Fort Worth. 
| Art director is Jack D. White, 
and the writer is Eugene R. Miller, 
| both of our firm. 

Chairman of the local Advertis- 
ing Club’s 50th anniversary com- 
|mittee is Jim L. Edwards, of the 


| publish certain extracts from this| Texas Electric Service Co., Fort 


ldeuitediy some areas where in- | $273,264.45, rather than the $683,- issue (naturally we would men-, Worth. 


: - 000 figure stated. We assume that tion ADVERTISING AGE) in our 
{formal and highly unproductive), ._ . , py : “ ” : 
“brainstorms” of the pre-BBDO this does not affect your statistical house organ “Contacts” and in 


: = ‘ 2 | to set the record straight. bulletin “Publicis Informations.” 
re — a age - A Next year, we shall understand Both are distributed, free of 
only one kind of Brainstorming | ‘?¢ computation method and fur- | charge, among our clients and the 
practiced. The kind with a capital nish you with accurate figures; | French advertising profession. 
“B” the kind that are 100% posi- and trust that we do not have to | Jean-Jacques Raffel, 
tive and productive, the kind that take another sudden $400,000) Attache a la Direction Gen- 


- |“loss” as above. | erale, Publicis, Paris. 
4 als ld 
oi Daniels apparently wou | E. Fred Franklin, 
: Seenee A, Goveceen, | Franklin Associates, San Pe- ° ° 
President, Ardsley House, dro, Cal. Cites Ground Rules 


Scarsdale, N. Y. ° 


for Picking Agency 


ae ° (Correcis Peacock Biliing | To the Editor: I read with inter- 
Frame Hasn't Merged with To the Editor: In the issue of|est the article in your Feb. 23 is- 
Hipple, Irelan & Kinzer ADVERTISING AcE dated Feb. 23,/sue on how Mr. Axel (21 Brands 


To the Editor: This letter is be-|the billings of various English|Inc.) selected the Cunningham & 
ing written to call attention to your |@8encies are listed, including our) Walsh agency. This was after 
report on “Record 150 Agencies|OW". The figure quoted [“an es-| reviewing 30 agency solicitations. 
Merge, etc.” in which our com-| timated $3,640,000 in 1958”) is in-| I take specific exception to Mr. 
pany is so closely linked with that Correct, as the correct figure for) Axel’s statement, “We didn’t set 
of “Robert Frame Advertising” the billing of S. C. Peacock Ltd. is up any ground rules or send any 
that much comment has been cre- | $5,600,000. agency a questionnaire.” As you 
ated as to our proper status (Page|, The group turnover quoted of can see from copy of my letter to 
55, AA, March 2). | $11,200,000 is correct. | Mr. Axel (attached), ground rules 

Robert Frame Advertising is in Carl Brunning, 
no way associated with Hipple,| 5: C- Peacock Ltd., London, 
Irelan & Kinzer Inc. England. . 

We believe that you intended to | 
convey the 7 <add that ours|French Publications Reprint 
as well as Frame’s were organized | Agency Figures 
in April. However, practically ev- To the Editor: 


| 

bee that his management had de- 
cided to accept bids from agencies 

| doing $20,000,000 or more in bill- 


rule, I don’t know what is. 
I’m not interested in getting in- 


We have just 


|eryone associated with advertising received yeur special issue dated to a controversy with Mr. Axel;| 


. _|I merely feel that it’s about time 
| we on the agency side of the fence 


DAILY SHOPPING GUIDE | started to talk like men. 


| B. M. Reiss, 
FOR NORTHWEST | Friend-Reiss Advertising Inc., 
| New York. 

| NORTH CAROLINA | 

In their 11-County Trading Area the Journal e e e 


and Sentinel combined coverage is a whop- 
ping big 73%. When you want to sell North 


| Fort Worth Adclub 


i toeing 1: eames’ "| Marks S0th Anniversary 

FORSYTH STOKES To the Editor: You will be in- 
ALLEGHANY SURRY |terested, we believe, in the en- 
ASHE WATAUGA |closed booklet, entitled “Adding to 


50.” 

This book has just been pub- 
lished by the Advertising Club of 
|Fort Worth to highlight its 50th 
/anniversary year, 1959. Two thou- 
ns sand copies of the book were 
at 


A printed for distribution to Fort 


Worth business leaders, libraries 


DAVIDSON WILKES 
DAVIE YADKIN 


f OVER ROCKINGHAM (57% OF COUNTY IN AREA) 
; | RE 


WITHOUT THE i 
WINSTON-SALEM 


JOURNAL 


AND 


SENTINEL 


SENTINEL, EVENING 


| and others. 

| As you will see, the aim of the 
| book was not just to talk about 
|the local club (though its origin 
|and activities are of course cov- 
ered) —but to emphasize the ad- 
|vancement of advertising and its 
| values in the past 50 years, plus a 
few predictions of advancements 
| to come. 

| Our firm was selected by the 
club to create this booklet, and 
members of our organization re- 
searched, wrote and designed and 
produced it. One aim in produc- 
tion was to demonstrate as many 
,of the graphic arts as possible. 
| Thus, while the bulk of the book 
jis printed by offset lithography, 
the cream-colored signature is 
printed letterpress. The acetate 


bens bila 


t 


CIRCULATION NOW 
102,931 


Pub. statement ending Sept. 30, '58 


JOURNAL, MORNING . , REP. KELLY-SMITH COMPANY 


variety are still practiced. But at charts in the least, but we do wish the April edition of our monthly | 


| were definitely set. Mr. Axel told | 


ings only. If this isn’t a ground | 


Irvin Farman, 
| Executive Vice-President, 
Witherspoon & Associates, 
Fort Worth. 


Nothing New Is 
the Old Story 


| To the Editor: Do you believe in 
| coincidences? I know I didn’t un- 
| til I read my copy of the March 
|2 issue of Life. Now I’m not so 
/sure. There on Page 49, as big as 
| Life Savers, was a full-page ad for 
| the candy with the hole. Very col- 


orful and in the same good taste 
found in every Life Saver adver- 
tisement. But this particular ad 
was faintly reminiscent. 

About one year ago, I mocked 
up a series of ten “speculative 
ads,” including the attached “Fla- 
vorlift” ad, which I blithely 


ROA FE SAVERS 


candy with the hole 


still only OF 


showed to prospective employers 
as examples of my creative abili- 
ty. They were never published. 

So I thought that you’d be in- 
terested in the two ads which you 
will find attached. How about 
them apples? 

Not only is there startling simi- 


larity in the layout itself, but 


+ 
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strangely enough the colors of the 
Life Savers used as ballast are 
identical. How about that for a co- 
incidence? I guess that’s the way 
things happen. There is nothing 
original under the sun. 

One consolation, though; at least 
I’m in good company up the same 
creative channel, but this time I 
don’t have a paddle! 

Herbert Shayman, 

Copywriter, Garfield-Linn & 

Co., Chicago. 

7 


Suggests Praising Advertiser 
When He Does Good Job 

To the Editor: Advertising peo- 
ple say more harsh, snide things 
about one another than any client 
or outsider could or would. Then 
they pretend to wonder why our 


. business has such a bad reputation. 


Here’s my panacea. The next 
time one of us sees an ad which 
he considers well done, which sells 
a product or service in a moral, 


tising Club several years back | 
|/when he portrayed what it takes) 
to be an account executive. Could 
you please confirm if the man in 
the Hertz ad is Ed McAuliffe? 
Thank you. 
Richard E. Hellyer, 
Oak Park, Ill. 
Ed McAuliffe it is. He’s associate 
copy director at Needham, Louis & 
Brorby, Chicago, Hertz agency. 


Says Tyler Has Flavor | 

To the Editor: One of your fea- | 
tures, which by its very nature | 
makes a fresh appeal every time | 
it appears, is Bill Tyler’s review | 
of ads. His perceptive analysis, 
coupled with a sparkling vocab- 
ulary, imbue Tyler’s work with a. 
flavor of its own. For our money, 


| 
} 
| 


WHICH IS THE MOST IMPORTANT MARKET 


ADJACENT TO LOS ANGELES? 


The metropolitan area comprised of San Bernardino and 
Riverside counties. It’s California’s 4th, the Pacific Coast's 
6th, and the 27th largest in the Nation. 

San Bernardino county is the major portion of this market 
and the San Bernardino trading area its most important. A 
profitable, independent market, 60 miles from Los Angeles. 
This rapidly growing market has shown a population increase 
of 73% since 1948. 

Less than 2 of 1% of the total circulation of the four Los 
Angeles metropolitan newspapers enters this important mar- 
ket. The San Bernardino Sun-Telegram delivers 19 out of 20 
homes, 95% in the City Zone, and 14 out of 20, 70% in the 
combined retail trading zones. For your copy of our new and 
valuable market study on this important area contact your 
Cresmer and Woodward representative or write the — 
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interesting manner, let the ob- 
server write a letter to the client, | 
commending him for running that | 
ad. 

Send a carbon of that letter to} 
the agency which produced the ad. 
Let the agency man who receives | 
such a carbon consider it his duty 
to respond by writing a similar | 
letter to some company whose ad- | 
vertising he admires, with a carbon 
to its agency. 

Will this help our reputation? 
Well, how would you like to have 
a client of yours hear another 
advertising man praise you? 
Wouldn’t your client think well 
of a business where people took 
time to compliment work well 
done? Wouldn’t your client think 
better of you? 

George Johnson, 
Webster Groves, Mo. 
os e * 


Newspaper Ads, Good and Bad, 
Missed in Columbus Strike 

To the Editor: Have watched 
with interest the “Advertising We | 
Can Do Without”’—and clipped a 
few of my own items—and then 
we had a three-week newspaper 
strike. I’ve decided that we can’t 
do without even the ones we can| 
do without. It was a real feeling | 
of a “death in the family.” News| 
came over tv and radio, and a few | 
companies intensified their adver- | 
tising, but the good old newspaper | 
ads (and the bad-old ones, too) | 
just were not there—and I “de- 
cried” and almost “cried.” 

Norma A. Kirkendall, 
Columbus Blank Book Co., 
Columbus, O. 


Says Andy's Columns 
Show ‘Uncommon Sense’ 

To the Editor: Andy Armstrong’s 
piece ’Suitable for Framing” (AA, 
March 2) prompts me to comment 
on what a high level of interest 
and uncommon sense his columns 
have been maintaining for a long 
time now. 

When debunking is called for, he 
does it well. But when a note of 
appreciation is in order, as in last 
week’s tribute to the boat-borne 
Chevrolet admirers, Andy’s writ- | 
ing is at its best. I take his stuff | 
home and read it to my wife for 


the pleasure we get from it. 
Ernest S. Green, | 

Senior Copywriter, Advertis- | 

ing Department, Johns-Man- 

ville Sales Corp., New York. 

© - 

Model Identified | 

To the Editor: The reproduc- | 
tions of the Hertz split on Page 62 
of your March 2 ApvERTISING AGE 
left me in the state of puzzlement 
for a few moments. Only after 
careful study did I realize that it) 
was Ed McAuliffe who was used | 
in the reproduction on the left— 
at least I believe it is Ed. 

The last time I saw him used in 
such a manner was as the leading 
star in a slide film presentation 


to the Chicago Federated Adver- 


this feature alone is enough to = 


put AA in the top drawer! Sin-| CMU Rl 
cere thanks. 


SAN BERNARDINO SUN AND TELEGRAM 


SAN BERNARDINO, CALIFORNIA 


W. G. Wooster, 
Account Executive, Al Paul 
Lefton Co., Philadelphia. 
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Plenty of white space 


doesn’t get extra attention 


on Saturday afternoon. 


The pay off for every marketing dollar you invest is 
riding on what happens in the super market between 
9 a.m. Friday and 6 p.m. Saturday night. 

In these 20 hours, more than 60% of the week’s sales 
are checked out. Twenty busy hours when the men in 
the store are checking, carrying, counting, cleaning, 
answering, ordering . . . busy doing everything but stock- 
ing the shelves. 

It’s in these last 20 hours where the finest advertising, 
the hottest promotion, the biggest sales push can stall... 
for one simple reason: 

There isn’t enough shelf stock to meet the demand, 
Every out-of-stock hour during this peak rush costs your 
product 3% of the weck’s sales its marketing effort has 
earned. 

It takes some pretty high priced displays, or costly 
deals to make up the deficit a Saturday afternoon stock- 
out creates. 

How far less expensive and more efficient it is to 
reduce the O.O.S. deficit . . . by going after the shelf space 
your marketing dollars have earned. 


Retailers don’t like stock-outs either. In fact, articles 
on shelf space management always earn “‘best read” fea- 
tures in Progressive Grocer. (Which incidentally, is the 
best read publication in the food business. ) 

Tell super market men why they should order more 
... Stock more of your brand. Talk to them directly with 
advertising in the magazine food retailers act on. 

You'll get action too . . . where it pays . . . in the last 
20 hours. : 


Prog ressive 
Grocer 


The Magazine of Super Marketing 


Gets to every chain, co-op, voluntary headquarters — every 
super market — the stores where 4 out of 5 Americans shop. 
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PHOTOSTAT USERS!!! | UP!egrove Joins Tung-Sol 


| Neil Uptegrove, formerly tech- 
Cut your costs 70% 


| February Sales of Chain Stores 


KCRA-TY has enjoyed audience leadership 


Group Total 


: 


q FOOD CHAINS 


--$ 469,860,283 § 418,846,349 412.2 $1,855,630,805 


Nov. ?— Nov. 13, 1955 32.3 
Feb. 8 — Feb. 14, 1956 
June 2 — June 8, 1956 
Nov. 15 — Nov. 21, 1956 


Feb. 8 — Feb. 14, 1957 


30.3 
29.7 
35.6 
36.1 
32.4 


31.1 


23 - nD ae 


@ March 18 — April 14, 1957 46.5 31.0 24.7 
May 8 — May 14, 1957 49.7 34.5 19.5 
Oct. 14 — Oct. 20, 1957 58.7 35.3 6.2 


Oct. 29 ~ Nov. 4, 1957 
Dec. 1 ~— Dec. 7, 1957 


40.4 
39.8 


Feb. 8— Feb. 14, 1958 49.2 40.9 11.0 
May 12 — May 18, 1958 48.0 42.3 16.1 
Sept 9 — Sept. 15, 1958 $3.5 35.8 14.1 


© Oct. 4. 
~e Nov. 8- 
© Jan. § 


- Oct. 31, 1958 
- Dec. 5, 1958 
Feb. 1, 1959 


37.6 
35.6 
30.2 


*) Denotes total audience share of stations “C & D”. Station 
“D” went off the air after May 8 thru 14, 1957 rating period 
* Denotes four week rating periods. 


CALL YOUR PETRY MAN 
for availabilities on 
KCRA-TY, the flourishing . 
Sacramento Audience 
Leadership Station. 


Sie 


Group Total ... 
Combined Total 
“ Four weeks Feb. 21; 47 weeks, Feb. 21. ° 7 
© Four weeks, March 7; 36 weeks, March 7. 


|NIAA Publishes 
Education Manual 


| National Industrial Advertisers 


|Assn., New York, has published a 
|new ‘education guidance manual. 
| Copies of the loose-leaf book have 
| been mailed to the presidents and 


each NIAA chapter. The manual 
contains 10 specific indexed sec- 
itions, which contain information 
and suggestions for carrying on 
and developing educational pro- 
grams. 

outline for conducting an indus- 
tions outline basic sources of in- 


information; 


available from the NIAA interna- 


CHAIN STORE AGE Drug 


The No. 


Magazines in Your 


-$ 27,245,628 $ 24,231,544 
$1,160,880,467 $1,031,859,069 +12.5 $2,979,244,188 $2,712,993,984 + 9.8 


education committee chairman of | 


One section contains a complete 
trial advertising course. Other sec- 


dustrial marketing and advertising 


tional education committee, and a} 
» \list of committee members. Philip 


in the prosperous, growing SACRAMENTO, | Colonial Stores .... 33,017,918 34,298,812 — 3.7 65,933,548 68,047,465 — 3.1 
f |Grand Union ...... 55,131,293 43,117,337 427.8 503,740,308 427,871,082 417.7 
CALIFORNIA TELEVISION MARKET. me | Jewel Tea ........ 34,411,018 32,811,695 + 4.9 69,790,265 65,720,984 + 6.2 
| Kroger Co. ....... 143,666,173 136,220,561 + 5.0 285,852,645 271,402,931 + 5.0 
i , ; S| National Tea ...... 62,500,185 58,921,717 + 6.1 123,972,517 116,685,919 + 6.2 
This KCRA-TYV audience leadership means | | Group Total ....§ 328,726,587 $ 305.370122 + 7.6 $1,089,289,283 $ 949.728.381 +105 
more viewers...more sales Seine eee ; = | MAIL ORDER 
greater results for your advertising dollar. By | Sears, Roebuck 242,482,000 208,771,182 +16.1 — 
Me | Spiegel .......... 11,417,920 7,225,973 4+58.0 18,943,809 13,138,076 444.2 
| ©Montgomery Ward . 81,148,049 67,413,899 +20.4 — 
| Group Total ....$ 335,047,969 $ 283,411,054 418.2 $ 18,043,809 $ 13,138,076 +442 
© | DRUG CHAINS 
| Peoples .......... 6,297,056 5,256,553 +19.8 12,837,674 10,796,514 +18.9 
| Walgreen ......... 20,948,572 18,974,991 +10.4 42,542,617 38,780,030 + 9.7 
ARB RATING PERIODS KCRA-TV STATION “B" STATION “C” 34921 44 LIDA 


+12.4 $§ 55,380,291 $ 49,576,544 +11.7 


month period. © 1 month period. ¢ 12 month period. 


D. Allen, president of Maclean- 
Hunter Publishing Co., is chair- 
man of the international education 
committee. 


National Library Week 
Getting Record Response 
Increased media support has 
| been pledged for the second Na- 
tional Library Week scheduled for 
April 12-18. Articles on libraries 
and reading will appear in 38 na- 
tional magazines. An estimated 
$1,000,000 worth of spot radio and 
tv time will be donated by local 


try. 
Civic committees in over 5,000 
communities will sponsor the 


suggested activities | event, along with 28 national serv- 
for local NIAA chapters; services | ice, Professional and industry or- 


ganizations. This year’s slogan is 
“Wake Up and Read,” and the 
| primary objective, “a better-read, 
better-informed America.” Co- 
sponsors are the National Book 
Committee and the American Li- 
brary Assn. 


| Bishopric/Green/Fielden 
| Adds Seven New Accounts 
Bishopric/Green/Fielden, Mi- 


ami, has added seven accounts: 

No. Drug Store Market Radiation Inc., Melbourne, Fla., 

maker of missile components; 

RAM Instruments, Miami Beach, 

Comperetive manufacturer of artists’ lettering 

pens; Decor International Corp., 

Figures en Magazine A Magazine C Havana, interior decorator; Cape 

re —74 ie Coral, real estate subdivision at 

Advertising pag Magazine B —_ 93 pages Fort Myers; Precision Metal Prod- 

tn Beun Trade ; : ucts, Miami; Everglades Hotel, Mi- 

q ; * aoe | 42 pages P ami, and the Florida Power & 
Publications — ; : . Light Co. ree sin 

January — December, 1958 Es Pa The agency said it is now billing 


ce ¢. p 2 Oo Yi ) 
ay. 


(Above Facts Taken 
0 From Media 


CHAIN STORE 


2 Park Avenue, 
Boston ° 


Chicago e 


AGE DRUG MAGAZINES 
New York 16, New York 


Los Angeles 


_at the rate of $3,500,000 annually. 


| 


‘Look’ Names Two 


Look, New York, has promoted 
Lewis G. (Pat) Patterson to ad- 
vertising administration manager, 
|a new post. He formerly was man- 
ager of the makeup department. 
Look also has named James Max- 


tronics World, to its New York 


‘ad staff. 


broadcasters throughout the coun- | 


well, formerly ad manager of Elec- | 


Advertising Age, March 30, 1959 


| Four A's Elects Three; 
Names Westmore, Reedy 


; Februar Gain 2 Months % Gain as 
with exclusive Magi-Copy Process nical ad menages of Allen B. Du- 1959 ‘ 1958 4 Loss 1958  orloss| Craig & Webster “ag 
Mont Laboratories, has been ap- | VARIETY AND MISCELLANEOUS Agency, Lubbock, Tex., rge 
tow os 7¢ @ copy . . . No machine te 2) Wointed advertising and sales pro- | “American Stores ..§ 67,359,858 $ 66,244,531 + 1.7 $ 792,745,049 $ 753,875,048 —5.1/Eyans Co., Ft. Lauderdale, and 
a ' gh al a ee m4 motion manager of Tung-Sol Elec- | meme nsssoes Prod on +33 ota Ray 4 = *3|Robinson, Jensen, Fenwick & 
MAGI-COPY (Dept. Alfred Messner Co.) ¥| ‘Tic, Newark, N.J., light bulb and | gutier Bros... 13,172,007 11.346.527 +161 26,051,300 22,992,636 +13.3|Haynes, Los Angeles, have been 
108 W. Loke St., Chicago 1, FRe 2-8600 tube manufacturer. "Diana Stores ..... 2,094,644 1,650,290 +26.9 23,134,831 21,049,408 + 9.9\elected to membership in- the 
Y 7 : Edison Bros. ...... 6,595,854 5,185,905 427.2 13,456,674 10,928,752 +23.1| American Assn. of Advertising 
: aie Fishman, M. 4. 799,325 751,104 + 6.4 1,553,831 1,484,855 + 46) 4 Vencies 
Gamble-Skogmo Stores 8,660,821 6,972,653 +24.2 17,817,894 14,942,994 419.2 NS - 
Grant, W. T. ..... 24,107,342 20,063,018 +20.2 47,295,098 40,678,065 +16.3| The association also has nam 
>Grayson- Robinson Andrew C. Wetmore, formerly 
2a 2,920,297 1,828,518 +59.7 32,106,585 24,686,905 +30.1| with Young & Rubicam, to its ex- 
Green, H. L. ..... 7,743,208 6,887,464 412.4 —_ ti taff in New York and 
Hartfield Stores ... 1,242,865 1,068,814 +16.3 — ecutive sta ; 
«Interstate Dept. Lawrence D. Reedy, previously 
a ee 3,411,021 3,257,103 + 4.7 catieo oe with Abbott Kimball Co., a con- 
Kinney, GR. ..... 3,824,000 2,883,000 + 32.6 7,680, 6,117,000 +25. 
Kresge, S. S. ..... 23702922 21.584.803 + 98 47,419,128 42.609.727 + 8.7|SUltant to August ora ae ~ 
| ae 9,914,405 8,784,008 412.9 20,551,464 18,325,952 +12.1|/agency relations activities. r. 
Lane Bryant Inc. .. 5,613,912 4,596,862 +22.1 10,441,582 9,177,279 +13.8| Reedy will be retained by the as- 
| Lerner Stores .... 9,590,166 8,199,546 +17.0 —| sociation for two months. 
YEARS OF | (Mangle Stores .. 2,091,903 1,648,535 +26.9 — 
McCrory-MeLellan Stores 10,239,216 9,443,990 + 8.4 20,723,649 19,686,852 + 5.3 6° 
Melville Stores .... 7,162,088 6,007,803 +19.2 15,004,412 13,187,157 +13.8 ’ 
AU DIENCE LEADERSHIP eMercantile Stores Inc. 8,984,000 8,086,000 +11.1 = Kline & Co Agency pens 
oMiller-Wohl Co. .. 2,191,777 1,733,786 +26.4 24,319,263 22,904,020 + 6.2| Robert H. Kline, formerly an ac- 
Murphy, G. C. ..... 12,924,372 10,871,232 +18.9 25,607,960 — 22,398,470 +14.3| count executive and pr director 
National Shirt Shops 1,090,743 981,438 411.1 2,181,850 1,993,029 + 9.5 : i e. Rich- 
Weisner Bros. ..... 3968473 3,606.19 +100 7822443 7.401761 + 5:7|°% — a “ - ie a 
Newberry, J. J. .... 13,716,443 12,019,714 414.1 26,604,913 23,855,779 +11.5| mond, Va., has opened Nis agency, 
ePenney, J. C. .. 72,964,861 65,860,787 +10.8 ——| Robert Kline & Co., at 300 E. Main 
| Shoe Corp. of America 4,973,283 4,326,020 +15.0 10,947,389 10,094,947 + 8.4/St. Richmond. The new company 
4Sterchi Bros. ... 1,205,946 853,341 441.3 17,120,261 17,959,448 — 4.6]. : ‘ci 
Western Auto ..... 16,535,000 14,545,000 +136  32:460.000 27,627,000 +17.5| Will handle national publicity pro 
White Stores ...... 3,683,315 2,861,211 +28.7 6,991,194 5,466,413 +27.9| grams in addition to full advertis- 
For more than three continuous years.. . covering , Winn-Dixie Stores 53,731,038 48,149.465 +11.6 455,668,255 399,054,412 +14.2 ing services. 
a? | | Woolworth, F. W. .. 55,860,669 50,586,942 +10.4  109,016.651 102,183,508 + 6.7 
sixteen consecutive ARB Rating Periods. 
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Executives & Managers Editions 


2 Park Avenue New York 16 N.Y. * 
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| Advertising Age, March 30, 1959 


WEED peasony cos. cnn 


POWER—Peabody Coal Co., St. Lou- 
is, will seek to dispel impression 
coal is an “uninteresting, obsolete 
fuel” with ads like this in busi- 
ness, news and trade publications. 
This ad, for example, aims to give 
potential investors a good, healthy 
feeling about Peabody stock. Ho- 
ran-Daugherty, St. Louis, is the 
agency. 


Men Who Molded 
Marketing Cited in 
Converse Monograph 


AusTIN, TEx., March 24—The 
study of marketing, now full- 
blown science, had its beginnings 
around the turn of the century, 
according to Paul D. Converse, vis- 
iting professor of marketing at the 
University of Texas, author of 
the new monograph, “The Begin- 
ning of Marketing Thought in the 
U. S. with Reminiscences of Some 
of the Pioneer Marketing Schol- 
ats.” 

The work is designed as back- 
ground information for younger 


‘SEP’ Names Three 


J. Burr Jenkins, formerly assist- 
ant publication manager, and 
Richard H. Morton, formerly | rank 
manager of agency service of The} ; 
Saturday Evening Post, have been 
named associate managers on the 
New York advertising staff of the 
Post. L. H. Sanford Heckinger, | 


| 


Trendex TV Ratings 
March 1-7, 1959 


95 


| Clouser Joins Wolff 


Roger M. Clouser has joined the 
creative staff of Wolff Associates, 


Program Rating* | Rochester, N.Y. He formerly op- 
Some of Mannie’s Friends (Liggett & Myers, NBC) 34,7 | erated his own agency in Geneva, 
Gunsmoke (Liggett & Myers, Sperry-Rand, CBS) 33.7 | N.Y. 

The Rifleman (Miles Labs., Procter & Gamble, Ralston, ABC) ................0006 31.2 


Wagon Train (Ford, National Biscuit Co., NBC) 


persons in the field of marketing 
and provides a reference for fur-| 
ther research into the history of | 
marketing. 

Mr. Converse writes mainly of 
the people who shaped marketing 
thought. He also includes a brief 
economic history of the U. S. from 
1900 to the 1930s, as well as a 
resumé of notable studies and 
‘contributions to the field of mar- 
keting from 1925 to 1939. 


= Included among the sketches of 
persons who shaped marketing 
thought are those of Edward At- 
kinson, David A. Wells, Arthur B. 
and Henry Farquhar, Henry C. 
Emery and Harlow Gale, who were 
prominent before 1900. 

Listed among the top writers 
and researchers during the first 
16 years of the 20th Century are 
Walter Dill Scott, Earnest Elmo 
Calkins, S. Roland Hall, Ralph 
Starr Butler, J. George Frederick, 
Charles Coolidge Parlin, Arch W. 
Shaw, Paul T. Cherington, L. D. H. 
Weld, Wheeler Sammons and Paul 
Nystrom. 

Mr. Converse also discussed the 
leading scholars in the field from 
1917 to 1923, including W. H. S. 
Stevens, Archer Wall Douglas, C. 
S. Duncan, Melvin T. Copeland, 
Horace Secrist, Fred E. Clark, 
Frederick A. Russell, W. D. Mor- 
iarity and Daniel Starch. # 


Lake Joins Graves 

Clyde D. Lake, formerly mer- 
chandising director of Minnesota 
Dairy Industry Committee, St. 
Paul, has joined Graves & Associ- 
ates, Minneapolis, as an account 
executive. Earlier Mr. Lake was 
an account executive with Batten, 
Barton, Durstine & Osborn, Min- 


neapolis. 


The Price Is Right (Lever, Speidel, NBC) 
I've Got A Secret (R. J. Reynolds, CBS) ........c:ccccccsersresesessrssenersseesennensnenenes 
Have Gun, Will Travel (Lever, Whitehall, CBS) 
77 Sunset Strip (Several sponsors, ABC) .......)...cscscssessesseesensnsnernnennenennnennenee 
The Bing Crosby Show (Oldsmobile, ABC) 0.0... 

What's My Line (Sunbeam, Kellogg, Florida Citrus, CBS) 


previously special western repre- | 
sentative of the Post, has been | 
transferred to the New York sales | 


staff. 


Swramnuowa wn 


Townsend, Millsap Adds Two 


* Ratings are based on one “‘live’ broadcast during the week of March 1-7, 1959. 


NEW DRAWINGS EVERY MONTH 


Ready to use art work 
at your fingertips. Save 
time and money with 
the original classified 
monthly art service. 


SAMPLE ISSUE enly $1 


ART MART SERVICE £.,°.°" 212! 


Townsend, Millsap & Co., San 
Francisco and Los Angeles, has 
been appointed West Coast repre- 
sentative of Argosy and Adven-| 
ture Men’s Group. James H. 
Walsh, who had been represent-| sales manager to director of mar- 
ing the publications, has joined | keting, a new position. Stephen E. 
the Los Angeles staff of the rep-|Owens, formerly assistant to Mr. 
resentative. Biro, was named sales manager. 


ICS Promotes Two i 

International Correspondence, — 
Schools, Scranton, Pa., has pro-| F% 
moted Joseph H. Biro, vp, from| f% 


SomeBody 


Invasion of 


— have our 
ANCE, to 
effectively, 


Slander, Libel, Piracy of his stuff, 


of Copyright — accusing your 
Agency, Client or personnel. SO 


may allege thot i's MTT 


REINSURANCE 
CORPORATION 


his Privacy, Violation 


unique Excess INSUR- 
cushion the claim — 
inexpensively. 


Completely Cover Michigan's Rich 
GOLDEN TRIANGLE 
with a City Grade signal! 


ap) 


WILX-TV, an NBC affiliate, is the only—repeat—only 
station covering'the three key Michigan cities of Jackson, 
Lansing and Battle Creek with a Cily Grade signal! 


FULL POWER: 
Video—316,000 watts 
Audio— 174,000 watts 
Antenna height—983 


WILX-TV has the Right coverage in the 
TOTAL STATE EXCLUDING METROPOLITAN DETROIT 


Population 
Households 

TV Households 
Farm Population 
Retail Sales 


43.4% 
44.7% 
44.0% 


34.1% 
47.3% 


Retail Food Sales 

Retail Drug Sales 

Retail Automotive Sales 
Retail Filling Stations 
Gross Farm Income 


Only WILX-TV, an NBC affiliate, can so thoroughly cover and deliver this rich out-state 


. market! Just check those figures again! 


Michigan’s Golden Triangle is a major market. 
In total population it ranks just below the 10th 
largest metropolitan area* and in TV homes, 
ranks just below the 27th market area** in the 
nation. 


*BASED ON SRDS CONSUMER MARKET DATA 
**BASED ON TELEVISION AGE 100 TOP MARKETS 


B SIGNAL AREA 


prime time now available! 
RIGHT NOW... is the time to contact 


VENARD, RINTOUL & McCONNELL, INC. 
for complete market information 


Right spot 


47.3% 
48.6% 
50.3% 
46.3% 
39.9%, 


WILX-TV 


CHANNEL SERVING MICHIGAN'S 
10) GOLDEN TRIANGLE 
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{its empty, native state,” the an- 
lowa Bank Lures Fv -mgpnee continues. “It’s some- 
thing you'll want to tell your 
New Prospec ts with grandchildren about.” 
Em pty Parking Spots Another spot reports that “critics 


of parking places have hailed this 
Des Motnes, March 24—The Na- | collection as one of the finest ever 
tional Bank of Des Moines is using | assembled. In fact, Mr. Hopeless 
humorous radio spots to tell cus- |Quandry, in his book ‘Ten Times 
tomers of an unusual attraction it | Around the Block,’ has this to say: 
is offering—parking spaces. ‘... To see them, ranged around 
The bank announced a “remark- the block so conveniently, is to 
able collection of Early-American | experience the joy of a happier 
parking spaces” on exhibit around | time’.” 
the bank. “Imagine the thrill of Urging drivers to try out the 
actually seeing a parking space in | “exhibit,” the announcement says: 
. “You can experience the thrill of 
driving your car in easily and leav- 
ing it parked . . . just like drivers 


OUR . used to be able to do years ago.” 
AT YOUR N | Wesley Day & Co., Des Moines, is 
FINGERTIPS Hy} | the agency. # 

many good Bierstein Joins Gero Agency: 
promotion ideas . . . ‘Products, Accounts Added 
practical incentive Boris S. Bierstein has resigned 
merchandising sug- | from Rockmore Co. to join Gero 
gestions . . . real | Advertising, New York and Pater- 
helps for more son, N.J., as executive director, a 


new position. Moving over from 
Rockmore with Mr. Bierstein are 
Wellco Shoe Corp., Ro-Search Inc. 
and N. K. Winston-Holzer Co. 

The agency has also added 
Bonded Fibers Inc., formerly at 
Raymond Advertising. Three new 
aerosol products will be introduced 
shortly for a present client, Jet- 
Aer Corp., with consumer and 
trade campaigns. The products are 
Brook Leaf Shine, Bust-Rust pene- 
trating oil and G-66 Brand gun 
oil. 


profitable business 


You MUST come to 
CHICAGO 
NAVY PIER 
April 6, 7, 8, 9, 1959 


Real dividends are yours 
when you attend the 


26th annual 
National P item 


Buyers Exposition * 
. hub of the premium and 
incentive merchandise industry 


@ For admittance badges to this exclusive 
trade show write on your business letterhead 


Roto Packaging to Arends 
Rotogravure Packaging Co., Ad- 

dison, Ill., has appointed Donald L. 

|Arends Advertising, La Grange, 


Ill., to handle its advertising, sales 
A. B. COFFMAN ASSOCIATES promotion and pr. For the past 
MANAGERS two years the account has been 


| handled by Shrout Agency, Mor- 
ton Grove, Ill. Rotogravure Pack- 
| aging specializes in aluminum foil 


*Under printing with letterpress and ro- 
Premium Advertising a of America, Inc. | tary equipment. 


fe: 28 E. JACKSON BLVD. 
Chicage 4, Illineis 


ce 


> 
* 
sa 

or 


peeeters : ‘ 
typesetting & aicitorene 
silkscreen arieting. - 


RAPID ART SERVICE, INC 


304 Fast 45 thr Street 


1958 ROP COLOR LINEAGE* 


OVER 1,850,000 LINES 


First 2 months of 1959 ROP COLOR UP 20% over same period 
*STAR AND CITIZEN 


MORNING & SUNDAY 


v) 
= ae —s a died 


age 


EVENING 


2 Independent Newspapers Produced in the Same Plant 
Repsssented Nationally by Cresmer & Woodward, Ine. 


. . 
_ UWS. TV Audience—Spring, 1959 
= = 
State & Regional Summaries 
Source: A. C. Nielsen Co. 
Per Cent Per Cent Per Cent 
Total Tv (Spring (Spring (Spring 
ea: Homes Homes ‘59) ‘58) ‘56) 
IS thiestiscrecsttictoons 51,350,000 44,000,000 86 84 72.8 
NORTHEAST ................... 12,978,300 11,851,960 91 90 82 
New England .............. 2,933,500 2,682,020 91 90 80.5 
Connecticut ................ 699,900 642,330 92 91 82.1 
| Ce 259,300 230,540 89 87 71.6 
Massachusetts 1,455,600 1,339,770 92 91 82.2 
New Hampshire ........ 166,800 150,420 90 89 75.8 
Rhode Island ............ 246,900 228,150 92 91 85.4 
ee 105,000 90,810 86 85 63.9 
MIDDLE ATLANTIC ........ 10,044,800 9,169,940 91 90 82.5 
New Jersey ................ 1,723,600 1,587,620 92 91 84 
New York .......... 5,079,900 4,643,920 91 90 82.6 
Pennsylvania 3,241,300 2,938,400 91 89 81.5 
NORTH CENTRAL .......... 15,867,200 13,690,930 89 88 78.5 
East North Central ...... 10,725,300 9,764,150 91 90 82.7 
TRIN peviiccadeccocvccetenosse 3,040,500 2,760,050 91 90 82 
| TS ne 1,401,700 1,263,900 90 89 79.6 
Michigan ......00..0.0....... 2,296,400 2,095,690 91 90 84 
eee 2,851,800 2,635,890 92 91 87.2 
EEE scbcienssecns sess 1,134,900 1,008,620 89 87 75 
West North Central 4,641,900 3,926,780 85 83 69.1 
lowa 843,200 753,940 89 88 76.5 
Kansas 678,100 549,630 81 79 63.2 
Minnesota 967,900 830,820 86 84 71.2 
NT iechaiainorsheiheniots 1,342,300 1,175,110 88 86 73.1 
ee 437,700 362,120 83 81 67 
North Dakota ............ 172,500 122,410 71 68 49.7 
South Dakete ............ 200,200 132,750 66 68 43.4 
I Ritiitasiccessssro0ne 14,684,300 11,425,320 78 75 61.5 
South Atlantic .............. 6,792,100 5,441,210 80 78 65.2 
Delaware ..........0000 128,700 117,290 91 90 85.8 
District of Columbia 241,600 219,640 91 90 83 
PEIEIE scsnitlansscessvinssds 1,344,700 1,074,160 80 77 63.1 
i eee 1,011,600 780,990 77 74 61.6 
Maryland .........0000 845,900 748,920 89 87 81.2 
North Caroline .......... 1,107,200 850,300 77 74 59.6 
South Carolina .......... 583,700 438,780 75 72 55.1 
MEL dactererincsaisiecsres 1,016,400 816,240 80 78 66.3 
West Virginio. ene ee 512,300 394,890 77 74 60.5 
East South Central ...... 3,149,400 2,274,480 72 69 53.9 
IE bitisiSersixsesxsaes 831,700 616,560 74 71 55.3 
Komtueky 2.0.0.0... ; 824,000 603,010 73 70 57.1 
Mississippi .................. 557,600 339,340 61 57 37.9 
Tennessee .........00.0000 936,100 715,570 76 73 59.6 
West South Central .... 4,742,800 3,709,630 78 75 61.6 
IN, ssisshiidibvenniises 485,800 337,020 69 66 46 
RNIN sypchnssensecsnavs 855,500 661,600 77 75 60.7 
IIE occ cs.ssecseees 678,400 545,010 80 78 66.6 
EE adsdasbidherssssesveseies 2,723,100 2,166,000 80 77 63.8 
REE, eibsesseose 8,320,200 7,031,790 85 83 66 
Mountain 1,904,200 1,456,380 76 74 51.5 
Arizona 331,900 270,070 81 79 57.7 
CIEE cc ccccevesscscece 511,900 412,690 81 78 58.2 
as i uaisis ceneeniesdns 184,300 137,360 75 72 50.4 
I asks scvekscecesesens 212,100 131,280 62 58 31.6 
are covvaiscvene 88,400 66,400 75 71 46.4 
New Mexico 234,100 168,790 72 69 42.8 
ae 241,500 211,830 ; 88 86 69.5 
INI i: cesesiasissires 100,000 57,960 | 58 54 25.8 
EE 6,416,000 5,575,410 87 85 70.4 
STINE: crvesnsssccsnsvsee 4,929,000 4,368,640 89 87 73.7 
ee 579,800 449,580 78 75 53.1 
Washington... 907,200 757,190 83 81 64,7 
Note—Total homes for the spring of 1959 are estimates by Sales Management. Tv 
homes were derived by Nielsen by the application of growth rates since the spring 
of 1958 in terms of changes in total homes and of tv ownership penetration patterns 
Tv ownership per cents are Nielsen estimates based on studies of trends in the acquisi- | 


| tion of television by area and county size. Growth in television ownership, observed | 
| in the maintenance and recruiting of thousands of homes for Nielsen research opera- 
| tions, has been applied to former non-owners of tv, county by county. The rate of 
change for individual counties has been based on average growth rates for counties 


| of similar characteristics. State and broad geographic area estimates are given here; | 


the county by county figures are being sent | 


publication yet. 
| People Take Lots of Pills, 
‘Drug Topics’ Survey Shows 

Pharmacists filled 655,110,000 
prescriptions in 1958, compared to 
| 641,330,000 in 1957, according to 
the 20th annual prescription sur- 
vey conducted by Drug Topics. 
|The survey also shows that the 
| average cost of a prescription rose 
| last year from $2.64 to $2.78. In- 
dependent drug stores now do 
68.7% of the nation’s prescription 
drug volume. 


La Rosa Adds Three 


Three new frozen foods—cheese 
|ravioli in sauce, meat ravioli in 


1958. 


| casserole—have been added to the 
Italian specialties line of V. La 
Rosa & Sons, New York. Introduc- 
- |newspaper and point of sale ad- 
| vertising. Hicks & Greist, New 
| York, is the agency. 
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TF YOU WANT TO COVER ARIZONA, THE STAR & CITIZEN ARE A MUST! 


to clients, but they are not available for | 


}Sauce and baked elbow macaroni | 


tion is backed by television, radio, | 


Don't let 


run away 


| 


ANTI-INFLATION DRIVE—American 
Iron & Steel Institute has launched 
a campaign to continue through 
June against the dangers of infla- 
tion. It is using 1,000-line ads ev- 
ery two weeks in 400 newspapers 
in 28 states. Hill & Knowlton is 
handling. 


Parker Pen Adds Sales Unit 
Parker Pen Co., Janesville, Wis., 
has organized a new sales group 
| to concentrate on premium, indus- 
|trial and advertising specialty 
sales. Headed by Russell A. Liv- 
| ingston, premium-industrial sales 
manager, the new sales force will 
| be composed of five men strategi- 
cally located throughout the U.S. 


Wollman Joins Mogul, Lewin 

Michael Wollman, formerly an 
|art director with Lennen & New- 
ell, has joined Mogul, Lewin, Wil- 
| liams & Saylor, New York, as art 
| group supervisor. 


‘ ey 
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Let it snow-Let it snow 


LET IT SNOW! 


Thousands of requests for 
media-prepared market data 
pieces will shortly blow in on 
us—which means that thou- 
sands of important eyes will 
take in your media or service 
ad in this famous issue— 
coming up 


APRIL 20 


'& 


‘th ANNUAL 
MARKET DATA ISSUE 


of Advertising Age 
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Coming 
Conventions 


*Indicates first listing in this column. 

April 1. Assn. of National Advertisers, 
Advertising Research Workshop, Hotel 
Pierre, New York. 

April 1-3. Sales Promotion Executives 
Assn., annual conference, Hotel Roose- 
velt, New York. 

*April 2-3. Life Insurance Advertisers 
Assn., eastern round table, Barbizon Pla- 
za, New York. 

April 5-8. National Retail Merchants 
Assn., sales promotion division, Eden 
Roc Hotel, Miami Beach. 

*April 7. Premium Advertising Assn. of 
America, Premium Advertising Confer- 
ence, in conjunction with the National | 
Premium Buyers Exposition, Navy Pier, 
Chicago. 

“April 9-11. Mutual Advertising Agen- 
cy Network, workshop and _ business 
meeting, Bismarck Hotel, Chicago. 

April 10-11. West Virginia Broadcasters | 
Assn., annual spring meeting, Press Club, 
Charleston. 

April 12-16. Assn. of National Advertis- 
ers, annual West Coast meeting, Santa 
Barbara Biltmore, Santa Barbara, Cal. 

April 12-16. National Business Publica- | 
tions, annual spring meeting, Jokake and | 
Paradise Inns, Phoenix, Ariz. | 

*April 16-17. Life Insurance Advertisers 
Assn., north central round table, Nether- 
land Hilton Hotel, Cincinnati. 

April 20-23. American Newspaper Pub- | 


lishers Assn., annual convention, Wal- | 
dorf-Astoria, New York. | 
April 23-24. Assn. of National Adver- 


tisers, workshop on planning and con- 
trolling advertising expenditures, West- 
chester-Biltmore, Rye, N.Y. 

April 23-25. American Assn. of Adver- 
tising Agencies, annual meeting, Green- | 
brier Hotel, White Sulphur’ Springs, 
W. Va. 

April 23-25. Western States Advertising 
Agencies Assn., 9th annual conference 
Oasis Hotel, Palm Springs, Cal. 

April 26-29. National Assn. of Transpor- 
tation Advertising, annual convention, 
The Greenbrier, White Sulphur Springs, 


29-30. 
annual 
velt, New York. 

April 30-May 3. Advertising Federation 
of America, Fourth District, Tides Hotel 
and Bath Club, St. Petersburg, Fla. 

May 3-5. Magazine Publishers Assn. | 
annual spring meeting, Greenbrier Hotel, 
White Sulphur Springs, W. Va. | 

May 4-6. Assn. of Canadian Advertisers, | 
44th annual conference, Royal York Ho- | 

} 


International 
convention, 


Advertising 
Hotel Roose- | 


tei, Toronto. 

May 6-8. Public Utilities Advertising 
Assn., annual convention, Sheraton Ho- | 
tel, Dallas. | 

*May 10-12. Life Insurance Advertis- | 
ers Assn., southern round table, Dinkler | 
Plaza Hotel, Atlanta. 

*May 14. University of Michigan ad- | 
vertising conference, sponsored by the 
university’s department's of art, journa- 
lism and school of business administra- | 
tion, Ann Arbor. | 

May 17-20. National Newspaper Promo- 
tion Assn., national convention, Hotel | 
Deauville, Miami Beach. 

May 20-22. Assn. of National Advertis- | 
ers, spring meeting, Edgewater Beach Ho- 
tel, Chicago. 

May 21-22. American Marketing Assn., 
Montreal chapter, conference on ‘‘Mon- 
treal, Canada’s Keystone Market,’’ Queen | 
Elizabeth Hotel, Montreal. | 

*May 24-26. Life Insurance Advertisers 
Assn., western round table, Ambassador 
Hotel, Los Angeles. 

May 24-27. Associated Business Publi- 
cations, 53rd annual meeting and man- 
agement conference, Skytop Lodge, Sky- 
top, Pa. | 

*May 24-27. Super Market Institute, 22nd | 
annual convention, Convention Hall, At- 
lantic City, N. J. } 

June 7-10. Advertising Federation of | 
America, 55th annual convention, “A 


Leamington, Minneapolis. 
June 8-11. Outdoor Advertising Assn. 
of America, national 
man Hotel, Chicago. | 
June 12-16. National Federation of Ad- 
vertising Agencies, annual convention, | 
Chatham Bars Inn, Chatham, Mass. | 
June 14-17. National Industrial Adver- | 
tisers Assn., national convention, Fair- 
mont and Mark Hopkins Hotels, San 
Francisco. 
June 17-19. American Marketing Assn., 
national conference, Hotel Statler, Cleve- 
1 


convention, Sher- 


and. 

June 21-24. Newspaper Advertising Ex- 
ecutives Assn., summer meeting, The 
Homestead, Hot Springs, Va. 

June 22-26. First Advertising Agency 
Group, 3lst annual conference, Belmont 
Hotel, Cape Cod, Mass. 

June 28-July 2. Advertising Assn. of 
the West, 56th annual convention, Tahoe 
Tavern, Tahoe City, Cal. 

June 28-July 4. National Advertising | 
Agency Network, annual management 


conference, Del Monte Lodge, Pebble | 
Beach, Cal. | 
Sept. 13-16. Direct Mail Advertising | 


Assn., 42nd annual convention, 
Elizabeth Hotel, Montreal, Can. 

Sept. 23-24. National Business Publi- 
cations, New York Regional Conference, 
Hotel Roosevelt, New York. 

Sept. 25. Advertising Research Foun- 
dation, 5th annual conference, Waldorf- 
Astoria, New York. 


*Sept. 29. Newspaper ROP Color Con- 


Queen 


ference, one-day workshop, Hotel Bilt- 
more, New York. 
Oct. 19-20. Agricultural Publishers | 


Assn., annual meeting, Chicago Athletic 
Assn. 

Oct. 25-28. National Newspaper Promo- 
tion Assn., central regional meeting, | 
Schroeder Hotel, Milwaukee. 

*Oct. 26-28. Life Insurance Advertisers 
Assn., annual meeting, Drake Hotel, Chi- 
cago. 

Nov. 2-4. Broadcasters’ Promotion Assn., 
4th annual convention, Warwick Hotel, 


Philadelphia. 
Nov. 23-24. National Business Publica- 
tions, Chicago Regional Conference, 


Drake Hotel, Chicago. 


Rigas, Fitz Maurice Co. Bows 


The corporate name of Alexan- | 


der G. Rigas Inc., Newark agency, 


has been changed to Rigas, Fitz. 


Maurice & Co. Donald J. Fitz Mau- 
rice, former New Jersey assembly- 
man, has joined the agency as a 
partner and exec vp. 


Colorado Fuel Boosts Brown 
Robert W. Brown has been pro- 


tising manager, to assistant direc- 
|tor of advertising of the Colorado | 


Fuel & Iron Corp., New York. 


| moted from eastern division adver- | 


| 
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We call it our “keep ’em smiling” 
s service. Our clients, bless ’em, rate 
our performance “consistently 
excellent” ... give us a fast OK, 
always! This type of engraving 

service can benefit you, too. 


R.O.P. Color, too! 


O 


° CHICAGO 6, ILLINOIS ° 


Low costs are a feature story...on Air Express 


aaa 


‘CHECK YOUR AIR EXPRESS SAVINGS © 
=, over any other complete air service 


CITY TO CITY...DOOR TO DOOR 


AIR EXPRESS 


YOU SAVE 


(for a 10 Ib. package) Miles | Cost 
LOUISVILLE to PHILADELPHIA | 589/| $3.78 | $1.37 to $7.94 
MILWAUKEE to NEW ORLEANS | 940] 4.74] 1.00 to 9.65 
BOSTON to JACKSONVILLE 1023] 5.06 .68 to 9.33 
DETROIT to HOUSTON 1121] 5.38] 113 to 9.94 


Apply these typical examples to your shipping problems 


CALL AIR EXPRESS & ... division 


Deadlines on publications wait for no man—or ad- 
vertisement. So ad agencies depend on Air Express 
to speed material on time—and at low cost!... 
Air Express, symbolized by the big “X,”’ offers you 
the same features of speed and economy no matter 
what you make. Plus exclusive one carrier door-to- 
door delivery to thousands of U.S. cities and towns. 


GETS THERE FIRST via U. S. SCHEDULED AIRLINES 


of RAILWAY EXPRESS AGENCY 
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|Consolidated Sun Ray Buys SOR or 


Bs ON KNO WS we New Radio Stations 


aes i Consolidated Sun Ray, Philadel- 

MAGAZINES! |phia, has purchased two radio sta- 

i : tions, WSAI, Cincinnati, and 

eae Pe | WALT, Tampa. Both buys are sub- 

ject to approval by Federal Com- 

_ an ee munications Commission. Consoli- 

and consumer magazines — a complete dated bought WSAI for $1,500,000 
blanketing of the American magazine Wand WALT for $300,000. 


field as listed in Bacon's Publicity Checker. Wi 
You con cash your oun publisty, comeo- William B. Caskey, exec vp of 


tition’s publicity, competitive advertis- | WPEN and a director of Consoli- 

ing of subject ay syne Here = Se dated Sun Ray, will be responsible 

complete service for magazines. Best for operations of the two stations. 

—— Frank Knorr Jr. will head WALT 
* BUSINESS * FARM locally. 


* CONSUMER 
Brown & Boveri Names Tandy | 
Brown & Boveri Corp., New| 
| York power equipment manufac- 
Winels ~ turer, has named Tandy Advertis-| 
‘ ing, Pittsburgh, to handle its U.S.| 
| advertising. 
Bal Sargent Mullen Sandage Young Norris Watters McClure 
AD CONFRERES CONFER—-On a visit to the University bers of the faculty: Hugh Sargent, James Mullen, 
of Illinois, James Webb Young conferred with C. H. Vincent P. Norris, Robert Watters and Leslie Mc- 
Sandage, head of the advertising faculty, and mem-  Clure. 


155 Uses Chapings’ 


Blvd . Chicago 4 
WAbash 2 8419 


: Bhat: ‘ . . ‘ ‘ at . Lot mate 
meaner 4. Editorial Guts,’ Not Whether It's Free or 7 pet: Bhagat Shani 
2h = a = ‘ a > j % . 
LOUISVILLE Paid, Tells Business Paper's Value: Hobbins (0m management | publications, 
if : F ‘ New York, March 24—“‘It wrapped up in it,” he said. per space program. Anaconda’s ad- 
A Major Midwestern Industrial Market in the doesn’t make a damn bit of differ-- The key is what the reader gets vertising space budget last year 


4 P . ence to a reader whether a pub- out of the editorial matter, not was $1,000,000. + 
Ohio River Valley—the Ruhr of America— lication’s circulation is all paid or what he gets out of the advertis-: 


where one Daily News er Combination all free, partly paid or partly free,” ing, he said. 
“ tel i according to Joseph F. Hobbins,| “This is what we call editorial a wien Sign Nielsen 
reaches 9 out of every 10 families advertising manager of Anaconda value or editorial guts,” he said. 7 “OUPOR joomer : 
SELL LOUISVILLE FOR ALL IT’S WORTH! Co. | Ifa publication has this editorial} Lever Bros, Co. has authorized 


| Mr. Hobbins, former board |captivation for the recipient, he | Nielsen Coupon Clearing House re- 
|chairman of Business Publications | said, then the next question for! tailer service to pay its member 
Audit, made the statement to the|the advertiser is: “Does its circu- stores for coupons issued by Lever, 
Eastern t.f. Club last week. The|lation contain enough of the right effective immediately. In NCCH 
club is a group of business paper|kind of people to justify the cost|custom service, Beacon Wax Co., 


' Ghe Conrier-Zournal 
‘THE LOUISVILLE TIMES 


space salesmen. of advertising in it?” | Fairmont Foods and Penick & Ford 
“What matters is whether a {engaged Nielsen as redemption 
392,839 DAILY COMBINATION «+ 311,073 SUNDAY |publication’s editorial captivates|}™ Anaconda, he said, last year | agent for all coupons submitted by . 
REPRESENTED NATIONALLY BY THE BRANHAM COMPANY |the reader, whether the guy is all|faced the unpleasant reality of|dealers throughout the U.S. 
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Advertising Age, March 30, 1959 


Spot Radio Billings in 134 Markets | ji 


Source: Adam Young Inc. estimates of 1958 
expenditures in 134 


S, CR FE ‘codices $21,430,000 
Bs, TIED ‘Seisvniiiingepnsacavanosiiine 10,775,000 
3. Los Angeles... 6,700,000 
CS” SRS eon 5,750,000 
S. 

6. 

% 

8. 

9. Washington... 3,055,000 
Te, GED Aictettdernnicceen 2,790,000 
Rs WRI pritecccnbasencccicdectees 2,720,000 
RC 2,680,000 
13. Minmeepelis ......0....-0cc..s50 2,630,000 
14. Dallas-Ft. Worth 
15. Kansas City 
By PY Aecstnclsesdciusietecass 
ty RA Se oe 
18. Houston-Gah 
¢ is ERR emer. 

20. Indi poli 

BOG WINE Surtaacsedsedimnareceensesasite 
22. Seattle .......... 

23. Des Moines 

23. Milwaukee 


31. Columbus, Ohio ................ 1,150,000 
DR. Masthead, Dew. cccerscs.cccsesess 1,120,000 
ie ID Siitatessis0ics cctdccconscnce ; 

34. San Antonio 

35. Rochester 

re? yee 975,000 
ey IIE cis deisinansucicbetiodad 955,000 
EE ae 935,000 
39. Oklahoma City ................ 875,000 
39. Richmond 875,000 
Oe, I Ra tiatihickibieerivamencs 855,000 
42. Charlotte 830,000 
43. Cedar Rapids .................... 765,000 
SIG scrcxetictrintedsisinssoseae 760,000 
RR PIED snccetntartrsocresssepncigss 745,000 
46. Tampa-St. Petersburg ...... 725,000 
47. Raleigh ........... 695,000 
48. Sacramento 690,000 
PG EN ectnisascomictsceveunsisess 620,000 
50. Birmingham ............0.000 580,000 
S1. Shreveport .............cccesee. 570,000 
IID Scie sscssnicascissscsceesiis 564,000 
53. Jacksonville 550,000 
53. Spokane 550,000 
53. Worcester 550,000 
Of aS a ee 545,000 
BF GD PID ba sssseircovesciecenss 525,000 
58. Youngst 510,000 
59. Wheeling-Steubenville .... 490,000 
60. Salt Lake City .................. 485,000 
IS ashnirnasnisianiiessenieres> 485,000 
62. Grand Rapids .................. 475,000 
63. New Haven 445,000 
SID coerreeserions 445,000 
BR IIIS. sincucterssvvciociunen 435,000 
BR TR I canciccensnccnscnrsicees 415,000 
GR FINE aiseiilcttitsiiccrinn 415,000 


multi-station markets 


68. Albuquerque... 400,000 
Gy REO <pictitccnicent 395,000 
70. Seranton-Wilkes Barre .... 390,000 
71. Corpus Christi .........000. 375,000 
72. Davenport 370,000 
73. Peoria 335,000 
| iE 330,000 
75. Harrisburg 315,000 
76. Canton 305,000 
77. Flint 270,000 
78. Charleston, W. Va. ........ 265,000 
78. Portland, Me. .........cc00000 265,000 
DUPED eadccosncesnvesesacivetotons 265,000 
81. Duluth 260,000 
82. Allentown 250,000 
83. Montgomery 230,000 
84. Austin 225,000 
84. Jackson, Miss. .......00..0000000. 225,000 
86. Greenville, S. C. ............ 220,000 
87. Amarillo 215,000 
87. Columbia, S. C. ................ 215,000 
BP COM BORE siciviccesticsernce 210,000 
BR NG ss cscstscccsediindaniosenses 205,000 
BO I ts cia a aeteeee 205,000 
i RII (cain cat cietmeansheckesints 200,000 
es I aniline cdstaticconins 200,000 
94. Chattanooga 195,000 
94. Huntington 195,000 
Be NID nastivscajcateincicliodtuvin 195,000 
Se TEED nosorrercccncrceanersess 195,000 
94. Wilmington, Del. ............ 195,000 
99. Binghamton ..........0.c00 185,000 


BN | a ee 185,000 

Be IIS ict sens ndsriestionapensaine 185,000 

COMI, A i fa 180,000 
103. Baton Rouge .........:...0 175,000 
PE IED: sxnasneseceneysonsereses 175,000 
103. Springfield, Mo. .............. 175,000 
106. Evansville 170,000 
106. St. Joseph 170,000 
106. Wichita Falls 170,000 
SOP. Ghevtestem, Bi Ss sccics.c.. 165,000 
109. San Bernardino ................ 165,000 
PR I ai idicadattani teste o6isnses . 160,000 
112. Winston-Salem ................ ; 155,000 
PO DID iccsh taste sess csiesvnses, 150,000 
193. Green Bay ..............00..... : 150,000 
113. Springfield, Ill. ................ 150,000 
Bs MI, becccncthivesecrttrinese 145,000 
116. San Jose 145,000 
116. Trenton 145,000 
I. HUD teiekavitoann gn vpatedsenennatehs 145,000 
120. Saginaw ........cccereees 135,000 
121. Columbus, Ga. .................. 130,000 
i: IIE." grcasedeconsadeg socks s38 130,000 
V2B. MOREROROE .20.00000000000000000520 125,000 
Re CD Bucsiresrnesaien 120,000 
Pe II Sactisdnctinedstinddc renee 115,000 
126. Sioux: City .....cccccceceeecrseeee 100,000 
127. B — ee ee 90,000 
127. Sioux Falls ...... 90,000 
129. Asheville ........... 80,000 
129. Atlantic City 80,000 
nA “inennienehinabeosansies 75,000 
By MUNIN sicsnccrscusememaivetiinns 65,000 
BG NII, Sct vcdhciccsidhaluntapssideons 65,000 
WOR WRIEY 6.s...cscessisivncrsseee 60,000 


AFA to Hold Creative 
Conference at Missouri 


The Advertising Federation of 


America and the University of 
Missouri school of journalism will 
sponsor a creative conference at 
the school April 10. Participants 
will include David Bascom, Guild, 
Bascom & Bonfigli, San Francisco; 
Bryan Houston, Bryan Houston 
Inc., New York; Ted Lord, Daniel 
Starch & Staff, Mamaroneck, N. Y., 
and Olive Plunkett, Batten, Bar- 
ton, Durstine & Osborn, New York. 

Morris Jacobs, chairman of Bo- 
zell & Jacobs, is chairman of the 
event, which is part of the 50th an- 
niversary celebration of the school, 
with C, James Proud, AFA presi- 
dent, and Milton E. Gross, profes- 
sor of advertising at the school, as 
co-chairman. 


Manhattan Shirt Names 
Younger Ad Director 
Manhattan Shirt Co., New York, 
has appointed Eric Younger di- 
rector of advertising, succeeding 
John M. Weiler, who has resigned 
as vp in charge of advertising. Mr. 
Younger was West Coast sales 
manager and before that, sales 
promotion manager. Arthur J. 
Strauss continues as advertising 
manager and assumes additional 


|sales promotion duties. 


Mr. Weiler, a descendant of 
Manhattan’s founder, has been 
with the company since 1950. He 
continues as a director. The com- 
pany has been reported negotiating 
for a possible sale. 


2 More Ad Tax Bills Dead 

In Michigan, a proposal intend- 
ed to extend the state’s gross re- 
ceipts tax to include advertising, 
but never introduced in the legis- 
lature, has been dropped by its 
proponents for this session, accord- 
ing to information received this 
week by Advertising Federation of 
America. It also has been reported 
that an ad tax proposal in South 
Dakota never was introduced in 
the legislature, which has ad- 
journed. 


Lorne Heads McCann, London 

Peter V. Lorne, veteran British 
adman, has been appointed man- 
aging director of McCann-Erick- 
son’s London office. In British 
companies the managine “‘irector 
is normally the chief ex. _u.. ’e of- 
ficer. Mr. Lorne joined McCann’s 
London office in 1954. William E. 
McKeachie, who has been both 
chairman and managing director, 
will continue as chairman. 


woop 
ESTE ay 


Meare's nothing ™ the world like 


TWO IN LiFE—These two ads for the National Lumber Manufacturers 

Assn. are the first and second in a series of four-color pages im the 

March 23 and April 27 Life. VanSant, Dugdale & Co., Baltimore, is 
the agency. 


P. 0. Machines to 
Ban Qutsize Mail 
—but Not Till ‘61 


(Continued from Page 1) 
passed by Congress last year call- 
ing on the department to study 
the need for size standards. 

In 20 years, the department’s an- 
nual load has jumped from 26 bil- 
lion pieces in 1938 to 60 billion 
pieces in 1958. Most major “gate- 
way” post offices are to be mech- 
anized in the next four years in 
an effort to prevent serviee break- 
downs as the load continues to 
increase. 

Restrictions on mail sizes, in- 
cluding the complete elimination 
of odd-shape and odd-size materi- 
als which are costly to handle ei- 
ther by machine or by hand will 
be necessary, the department con- 
tends, because individual facing, 
canceling and sorting will become 
excessively burdensome in the 
mass operation post office of the 
future. 


= According to Mr. Sessions, stud- 
ies by the department and com- 
mercial contractors who partici- 
pated in the project show that 
95% of the first and third class 
mail load falls into the 3x5” to 
6x12” size classes which are easily 
handled in newly developed mail 
processing equipment. 

Only .4 of the total volume is 
under 234x4”, and subject to the 
minimum size rule which was to 
be effective July 1. On the other 
hand, he pointed out, 4.6% of the 
load is in the 23%4x4” to 3x5” size 
group permissible under the July 
1 regulation, but impractical for 
machine processing. 

“We intend, therefore, that ef- 
fective July 1, 1961, the depart- 
ment by regulation will no longer 
accept letter mail which is less 
than 3” in one dimension or 5” in 
the other,” he said. “And since 
this 3x5” size overrules the 2%x4” 
minimum size now proposed by 
regulation to be eliminated after 
July 1, 1959, the department plans 
to postpone until July 1, 1961 the 
effective date of the regulation as 
it applies to minimum sizes of 
mail for domestic delivery.” 


= When the new standards are 
issued for July 1, 1961 they will 
deal with more than minimum 
size, Mr. Sessions said. Since large 
envelopes cannot be conveniently 
handled in automatic equipment 
the new arrangements will prob- 
ably involve higher rates for en- 
velopes which are more than 
534x111”, he said. 

Square envelopes, and others 
which are not distinctively rec- 
tangular (at least a %” longer in 
one dimension than another) will 
also be eliminated because they 
confuse the automatic cancelling 


machines. 

Also on the proscribed list as it 
stands now are all odd-shaped 
mailing pieces, such as triangles, 
wedges, octagons and special items 
such as those shaped like auto- 
mobiles. While they constitute 
only .01% of the volume, Mr. Ses- 
sions reported they are “so trouble- 
some to handle either by machine 
or by hand that we intend that 
the department by regulation de- 
clares pieces with shapes other 
than rectangular to be non mail- 
able after July 1, 1961.” 


® His report said there are still 
other concessions to the machines 
which will be necessary, but which 
involve further study. All enve- 
lopes (including third class) will 
have to be sealed to avoid “bal- 
looning” which damages the mail, 
and jams the machinery. 

Double postcards and self-mail- 
ers will have to be sealed on all 
four -corners. Special rules are 
likely dealing with location of 
windows, weight and resistance of 
paper stock under machine stress, 
the use of materia] other than pa- 
per envelope containing humps 
and bulges, and color relation- 
ships of envelopes to stamps and 
meter marks. A maximum thick- 
ness of 4” is contemplated on first 
and third class mail which fall 
within the machineable sizes. 

Most of the rules will be issued 
administratively by the depart- 
ment, Mr. Sessions said. In addi- 
tion, however, there will be a plan 
sent to Congress early in 1961 to 
establish special rates for certain 
“non-machineable” mail which 
the department is willing to han- 
dle on a hand-processing basis. 


= In the next two years, Mr. Ses- 
sions said, the Post Office will 
learn more about the cost and 
special problems involved in ma- 
chine processing. Meanwhile, he 
noted, mail users now have “a 
suitable period” for public consid- 
eration of the problem, “and for 
adjustment of inventories, pro- 
duction, and other market opera- 
tions.” # 


‘Good House’ Moves from Grey 
to Ellington; ‘Redbook’ Bumped 

Good Housekeeping, said to 
bill about $500,000, has moved its 
account from Grey Advertising 
Agency to Ellington & Co., New 
York, effective July 1. At the same 
time Redbook, at Ellington since 
1951, said it will screen agencies 
to service its $200,000 account be- 
cause of an account conflict caused 
by Good Housekeeping’s move to 
the Ellington agency. 


CAB Elects Neill President 

At the Toronto annual meeting 
of the Canadian Assn. of Broad- 
casters D. M. Neill, CFNB, Fred- 
ericton, N.B., was elected presi- 
dent; M. T. Brown, CFPL, London, 
Ont., vp of radio, and Tom Ben- 
ham, CKRS-TV, Jonquiere, Que., 
vp of tv. 


‘Life’ Launches 


Continuous Study 
of Buying Habits 


60 ‘Amateur’ Housewife 
Interviewers in Six Key 
Cities Mobilized for Study 


New York, March 24—A per- 
manent research project—designed 
to answer questions on consumer 
buying habits not usually asked in 
regular market studies—has been 
set by Life in six key markets. 

Tagged the “Life marketing lab- 
oratory,” the project consists of 
weekly studies by 60 housewives 
who gather data on why people 
buy and use certain products, In- 
formation collected by the women, 
who are not professional inter- 
viewers, is later correlated by 
Life’s marketing and merchandis- 
ing experts for distribution to Life 
staffers, advertisers and agencies. 

The permanent panel technique 
of in-store observation and depth 
interviews is currently functioning 
in Hartford, Westehester, Long Is- 
land, Atlanta, Chicago and Los An- 
geles. 


# In its announcement, Life said 
the technique of interviews by 
housewives grew out of its study of 
consumer expenditures, launched 
in 1956 to provide year-around 
data on dollar expenditures of 
thousands of consumers and house- 
holds. Life said this study, how- 
ever, did not attempt to cover 
“little-known” marketing areas of 
why people buy certain types and 
brands of merchandise or on what 
basis they select retail centers in 
which to make purchases. 

To obtain this kind of informa- 
tion, Life’s panel of housewives 
handles three types of assignments. 


1, In-use testing of products in 
their own homes, on their own 
families and with friends and 
neighbors. 


2. Study and evaluation at the 
retail level of product pricing, dis- 
play, location, recognition value, 
competitive activity and other fac- 
tors involved at the retail level. 


3. Through interviews with oth- 
er housewives and consumers, 
record attitudes, opinions, motiva- 
tions, impressions and values of the 
product or category (cosmetics, 
drugs, food, etc.) in question. 


Once the information is collect- 
ed via phone or personal inter- 
views, the panelists meet with a 
Life marketing specialist to trade 
notes on individual findings, opin- 
ions and attitudes. Tape recordings 
of the panel sessions, held sepa- 
rately in the six market areas, are 
then analyzed and a detailed re- 
port is prepared either for general 
trade consumption or for specific 
clients interested in how certain 
brands or categories register with 
the consumer. 


® The market lab is “designed to 
produce ideas, to explore hypo- 
theses, and to point directions to- 
ward further investigations, and is 
not designed to produce quantified 
facts and figures from which re- 
gional or national projections can 
be made and is an exploratory 
technique, not a market research 
technique.” Z 


While Life said results of each 
survey will be released free to 
the trade (advertisers, agencies, 
manufacturers), brand names will 
not be identified in the public re- 
port. Clients interested in utilizing 
the interview technique can sign 
up for so-called “piggy-back” sur- 
veys, conducted by interviewers at 
the time of the regular Life sur- 
vey. Cost to these clients will be 
$3,000, Life said. # 
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Rates: $1.25 per line, minimum — $5.00. Cash with order. Figure all cap lines 
(mazximum—two) 30 letters and spaces per line; upper & lower case 40 per line. Add 
two lines for box number. Closing deadline: Copy in written form in Chicago office 
no later than noon, Wednesday § days preceding publication date. Pacific Coast Repre- 


sentative (Classified a ; 


* 
Ai 


Classified 


pr 


Departments, Inc., 4041 Marlton Ave., Los 
2-0287. Closing deadline Los Angeles Monda 
date. Display classified takes card rate of $18.75 per column 


y noon, 7 days 


inch, and card discounts, size and frequency apply. 


AVERAGE PAID CIRCULATION. 


6 MONTHS ENDING DEC 


FOR 
1958 


44,313 


31, 


HELP WANTED 


HELP WANTED 


FARM ADVERTISING 
Large eastern mfg. and dist. of feed, fer- | 
tilizer, seed, ag. chemicals, etc., seeks an 
experienced man to produce newspaper | 
advertising and p. o. materials and 
promote and supervise their use by com- 
pany-owned chain, Ag. journalism degree 
plus 3-5 years adv. experience add up to 
about what this job needs. 
Box 2345, ADVERTISING AGE 
630 Third Ave., New York 17, N. Y¥ 
BARNARD'S 
Nation-wide Placements 
In Advertising and Related Ficids 

Exec, Copy, Art, Production, Editorial, 

PR, TV-Radioc, Sales, Secretarial, Etc. 

Call Miss Barnard 
WA 2-2206, 202 8. State 8t., Chicago 4 
LAYOUT ARTIST 

Large radio electronics firm needs third 
man in fast growing advertising art de- 
partment. Three or more years of layout 


experience with good working knowledge | 


of production. Salary from $5,000 to $6,- 
750 depending on ability. Send 
and samples with first letter to Jack Mil- 
ler, Advertising Dept., Collins Radio Com- 
pany, Western Union Building, Cedar Ra- 
pids, lowa. 

ADVERTISING AS8'T. WANTED 
Prefer man with several years experience 
in general adv. and sales prom, Capable 
assisting with nat. mag. adv,, merch., etc 
from ideas & copy thru prod & pte. 
Good opp. with nat. known firm in small 
Penna. city. Reply with full details to 

Box 2381, ADVERTISING AGE, 

630 Third Avenue, New York 17, N.Y. 


MOLENE 
Editors .... ; ; Public Relations 
Copywriters mente .Advg. Managers 
Artists Media | ‘ Production Service 


“All is grist, wh'ch comes to our mill” 
Andover %-4424, 105 W. Adams St., Chge 3 
SALESMEN WITH GUTS! 

Must have contacts among food mfrs. and 
or major advertising agencies handling 


food accts. . Earnings within ninety days 
in the hy figures. Start immediately! 
Write Miss Ray. . 711 N. Lincoln Ave 


5 
Chicago 45, Illinois 


ADVERTISING SALESMAN 


Experienced man for well established 
industrial publication, midwest tion 
ith some technical or engineering ex- 
Berience desirable. Please submit résumé 
r appointment and interview in New 
York, Chicago or Cleveland. Write in 
confidence to: 
Bex 464, ADVERTISING AGE 
200 E. Illinois 8t., Chicago 11, Milinels 


EXPERIENCED 
SPACE SALESMAN 


with Advertising Manager 
potential for Chicago-based 
industrial magazine in 
growth field. 26-40. $10,000 
plus profit sharing to start. 
Be specific in replying to 
Box 467, Advertising Age, 
200 E. Illinois St., Chicago 
11, Illinois. 


ADVERTISING MANAGER 
around 20,000 


Cosmetic or allied plus Agency or Co. 
exp. Must be a creative administrator. 


PUBLIC RELATIONS 


TO 18 
Financial plus expensive Top Eschelon 
Speech writing exp. 

PAT BOYD — ADVERTISING aaseeriare 
anaes | PERSONNEL AND OCIATES 
1800 Commercial Trust Sige 
Philadeiphia 2, Pa. 


resume | 


Exceptional Opportunity For 
VERSATILE ADVERTISING 
MEDIA SPECIALIST . . . 


To supervise group of buyers on 
multi-million dollar account for 
leading advertising agency. Must 
be thoroughly experienced in de- 
velopment of campaigns for all 
media: TV, radio, newspapers, 
magazines, outdoor. Prefer man 
in 28 to 35 age bracket, but will 
consider others. Compensation in 
keeping with responsibilities of 
job and your qualifications .. . 
plus many extra benefits. Send 
complete resume of your experi- 
ence and starting salary expected, 
to 
Box 468, ADVERTISING AGE 

200 E. Wlineis St., Chicago 11, Iilinois 


ADVERTISING 
| Account Executive ....0..6 06 $8-$25, 
Market Research $7-$10,000 
Copywriter 


Advertising M 
Artist 


SONNEL 
37 8S. Wabash Ave., Chicage 3, FR 2-4233 
SENIOR ANALYST 
$500,000,000 Company has excellent op- 
portunity for man age 28-35 with imag- 
ination, initiative and technical compe- 
tence in all phases of marketing research. 
Operations research experience also de- 
sirable. Applicant must have ability to 
| present ideas to management at various 
| levels. Masters Degree in Business Ad- 
ministration essential with 3-5 years ex- 
perience in this field. Send resume and 
indicate salary expected to 
Box 2382, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 
EXECUTIVE & CLERICAL 
EXPERIENCED & TRAINEE 
| Publishers Employment 
| 469 E. Ohio St., Chicago, SU 7-2255 
MERCHANDISING ANALYST 
Excellent opportunity available for man 
25-35 trained in measuring effectiveness 
of promotional and advertising programs. 
Applicant must be alert, personable, have 
initiative to develop own techniques and 
ability to express himself. Some traveling 
involved. Background in food processing 
industry desirable. Should have M. B. A. 
and at least three years’ business exper- 
ience. Send letter and resume giving full 
partners to 
2383, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 


Free lance copywriter on pharmaceutical 
product. Phone ANdover 3-6655. Chicago. 


ADVERTISING-EDITORIAL 
Advtg. _ Acet. Exec. Pkg Gd 
Sales Pr 


Cc 
Reesstiee 
Sales Prom. Copywriter. 
Media Director, good exp 
Advtg. Production-Traffic... 
Editorial Asst., young woma 

SHAY EMPLOYMENT AGENCY 
55 East Washington, Chicago 2, Il. 


WANTED: CREATIVE WRITER 


Here’s what we offer: First, good 
salary. Second, rapid pay in- 
creases and wide-open advance- 
ment opportunity. Third, all 
“fringe nefits” including rea- 
sonable hours. Fourth, and not 
least, association with a stable, 
well-known 60-man Loo 
with blue-chip clients. 
a versatile creative advertising 
writer who needs minimum di- 
rection. Send brief résumé and 
salary history. 
Box 470 
Advertising Age 
200 E. Illinois Street 
Chicago 11, Illinois 


JACKSONVILLE FLORIDA AGENCY 
NEEDS COPYWRITER 


We have an immediate o ~_ for a 
creative copywriter for prin jadio-TV 
Young enough to be enthusiastic. oid 
enough to have had some success. You 
will work with congenial je: le, on a 
wide variety of accounts, regional 
and local. You'll have plenty of room to 
grow. This is no job for a drifter and 
we cannot afford Madison Avenue sal- 
aries. If you are familiar with this part 
of the country and believe you would 
like to make this your home, write and 
tell us about yourself. 


DENNIS, PARSONS & COOK, INC. 
530 Lynch Bidg. 
Jacksonville, Florida 


POSITIONS WANTED 


\* POSITIONS WANTED 


COPY MAN 


\7 years experience in 100,000 market in- 
| cludes creative executive and sales back- 


ground. All accounts and media, strong 
TV production. 31, sober, permanent, 
family man. Will locate East, Midwest, 
West with station, agency or media. 
x 2366, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 


$'¢ YEARS ADVTG. EXPERIENCE 


AUTOMOTIVE SALES EXEC. 
9 yrs. exp. Dist. ™ Parts Merchandisin 
Mgr., Sales Prom , eng. background. 
Desire change to H 'tield. 36 yrs. old. 
Box 2394, ADVERTISING AGE 
200 E. Mlinois St., Chicago 11, Illinois 
Versatile Copywriter with top-level ex- 
perience prefers smaller Midwest agency. 
x 2395, ADVERTISING AG 
200 E. Illinois St., Chicago 11, Illinois 


All phases—ideas, budgets, 
copy, rough layout, production. 
Box 2384, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Mlinois 


PUBLIC RELATIONS 


Professionally trained for all PR phases, 
program planning, execution. rolific 
writer, and broad ad exp., PR deg. Age 33 


Box 
200 E. Illinois St., Chicago 11, Illinois 


SPACE SALESMAN 
12 years experience in three territories 
with top management publication. East 
Coast L pretense’ Pons = not essential. 
, ADVERTISING AGE 
630 erhird , H., Now York 17, N.Y. 


Copy or Administrative Assistant 


ADVERTISING, SALES PROMOTION 
MANAGER 


hard-hitting Advertising-Sales Promotion 
programs. Creative writer. Able admin- 
istrator. 10 years consumer and industrial 
experience. Chicago area preferred, but 
will relocate for right opportunity. 
Box ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 
Creative T.V. Storyboards By Mail. Top 
T.V. Art Dir. desires freelance T.V. story- 
board assignments. Req.-your copy only. 
$8.00 per Irg. storyboard. frm. Fast serv. 
Box 2312, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 


Writer” (promotion, advertising copy) with 
good experience in layout and production 
seeks interesting and responsible job with 
Chicago advertising agency or depart- 
ment. Seeks variety of job duties, with 
strong emphasis on writing. Young wom- 
an with excellent typing ability and other 
attributes, including shorthand, proof- 
reading, initiative, attractive appearance, 
and poise. Bachelor of Science degree in 
journalism, advertising major. Age 23, 
single. 
Box 2387, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 
Dear Mr. Newspaper or Business Pubiica- 
tion Publisher: offer you all-around 
editorial qualifications including produc- 
tion & sales. Well grounded exp. for a 
28-year-old man. Newspapering includes 
mngng ed. of small city paper. Married. 
College man, Reasonable salary require- 
ments. Will relocate for right job. Wm. 
. MeCance, 1110 Wilshire Bivd., L.A., 
Calif. HUntley 2-0795. 
ALCOHOLIC BEVERAGE INDUSTRY 
15 Specialized Years in Sales, Promo- 
tion, Marketing, Display, Merchandising, 
PR, in Southern California America’s 
most competitive and lucrative market. 
Box 27 R 340, ADVERTISING AGE 
4041 Marlton Ave., Los Angeles 8, Calif. 
YOUNG AD MAN NOT AFRAID 
to get hands dirty, shoulders overloaded, 
& brain washed seeking “‘the’’ opportun- 
ity. Exceptional experience copywriting, 
layout, graphic arts, sales promo. & 
merch. BA, finishing MBA nites. 
WHAT HAVE YOU TO OFFER? 
Box 2388, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 
AMBITIOUS YOUNG MAN 
LOOKING FOR OPPORTUNITY 
Desires position with agency or studio. 
Crisp ee eae Pkg. design, letter- 
ing, finished a 
Box 2389, "tA DVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 
ADAPTABLE, ABLE & AVAILABLE 
Sales & Promotion, seeking interestiffg 
career in Advertising, Pmblic Relations. 
Box 2390, ADVERTISING AGE 
630 Third Avenue, New York 17, N.Y. 


COMPLETE THIS SENTENCE 
in 25 words or more: “I want a a 
contact-plans man who can 
receive valuable details of cmasisnee .~ 
advertising, consumer sales, 

Box 2391, ADVERTISING AGE 

200 E. Illinois St., Chicago 11, Illinois 
SALES TYPE PUBLISHER 

Builder of leading trade & consumer 
mags. knows what it takes to put a mag- 
azine on the right track & keep it there. 
Seeking growth opportunity with proved 
publisher who wants successful sales type 
with that creative extra. 

Box 2392, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 


The Midwest's 

B IR _% H outstanding placement 

service for Adv. * Art & 
allied fields. 

By appointment only 

59 E. pol *SUITE 1417 
CHICAGO 2, III. 
Central 6-5670 


Personne! 


Service, 
Inc. 


ADVERTISING ART DIRECTOR 
with agency experience, who can 
produce high-caliber layouts—with 
some client contact. Diversified na- 
tional and industrial accounts—all 
media. Send photograph and résu- 


mé; stating age, seepestenee and 
expected salary. All oo 
confidential. Do not wa samples 
at present. 


Laurence Brinkman, Art Director 
Kircher, Helton & Collett, Inc. 
2600 Far Hills Ave. 
Dayton 19, Ohio 


ARTIST-ART DIRECTOR ror, 
Crisp Creative Layouts, sharp finish art 
all media. Knows production and type. 15 
years exp. South or Southwest $8,300. 

Box 2397, ADVERTISING AGE 

200 rE. Illinois” St., Chicago 11, Illinois 
Assistant Advertising Manager or copy- 
writer for aggressive, medium-size manu- 
facturer. Ad agency copy chief seeks 
career growth opportunity with responsi- 
bility. Exp’d. in copy, media, sales promo- 
tion, publicity, PR. M.B.A., single, 26. 
Salary open. Will relocate. 

Box 2398, ADVERTISING AGE 

200 E. Illinois St., Chicago 11, Illinois 


COPYWRITER 
FAST PRO; PART TIME 
Box 2399, ADVERTISING AGE 
630 Third Avenue, New York 17, N.Y. 
ADVERTISING SPACE/TIME SALES 
Seasoned Ad Exec seeks challenging sales 
spot... Not just a salesman, but man who 
knows advertising and packs a “Helluva” 
lot of sell! 10 yrs solid exp., bre 
knowledge of all media. Former Ad Mg 
AE on accts spending over million deliaes 
Age 33, grad, married; salary no criteria 
—wants sales so much ‘‘can taste it’’. 
Box 2400, ADVERTISING AGE 
630 Third Avenue, New York 17, N.Y. 


VERSATILE WRITER 
Dependable producer, with well-rounded 
ad agency copy, editorial & publicity ex- 
perience, seeks a position where his skills 
can be used to influence people and/or 
move merchandise. Can be a valuable 
asset to either agency or company. Col- 
lege grad; family man; 35. Chicago only. 

Box 2401, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 
Need New Blood in Your Ads? 
Try This Transfusion! 
I'm H.L., Ad Man! .. Creator of Ideas that 
sell. 9 yrs. retail, mfg., agency; copy, 
layout, production. Tops in tires, appli- 
ances, auto products, beverages. Work 
best under pressure. Age 31, college, art 
trained. Samples worth a thousand words. 
Box 2402, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 


REPRESENTATIVES WANTED 


Strong creative man capable of develop- | 
ing and following through aggressive, 


Advertising Age, March 30, 1959 


Ford, Olds Dealers 
Fined $106.000 in 
D.C. Pricing Case 


WASHINGTON, March 24—Federal 
Judge Joseph R. Jackson today 
slapped fines totaling $106,750 on 
27 local Oldsmobile and Ford deal- 
ers who had been accused of en- 
gaging in a price packing conspira- 
cy. 

The size of the fines came as a 
surprise in view of Judge Jack- 
son’s comment last month that he. 
did not regard the price packing 
case as “the most important event” 
on his calendar, 

Despite protests from the De- 
partment of Justice, the judge had 
permitted the Oldsmobile and Ford 
dealers to plead nolo contendere. 
Previously he fined 14 Chevrolet 
dealers $32,000 after they pleaded 
guilty to similar “price packing” 
charges. 

His action today involved fines 
of $4,500 each for 15 Ford dealers 
and $3,500 each for 10 Oldsmobile 
dealers. Another Ford dealer was 
fined $3,500 and one Oldsmobile 
dealer $750. Cases are still pending 
against the Ford Motor Co., and 
against one Ford dealer, which 
have requested trials. 


MR. PUBLISHER 
Are you looking for 


Ad Space Salesman 


with good contacts, excellent record 

with consumer & trade publications. 

Knowledge of merchandising, mar- 

ate | and ad agencies in N.Y. area. 
ox 469, Advertising Age 

630 Third Ave., New York 17, N.Y 


Our 48th Year 
MERCHANDISING MGR., pkg. 
goods. Mfr. exper. essential, 


agency exper. a plus. Some sis 


desirable. A marketer! to $18M 
PRODUCT MGR., pkg. goods. 

Growth spot for a comer in mktg. 

looking for a higher rung—now. 14M 


PRODUCT MGR., pkg. goods. 
Should have everything the 
above two have except as 
much experience 6-12M 


GLADER CORPORATION 


Don Harris, Dir. Adv. 


Div. 
110 S. Dearborn CE 6-5353 Chicago 


SALES REPRESENTATIVE 
ELECTRONICS PUBLICATION 
Publishers representatives wanted 
Southern states and also for Europe 
tronic or technical background helpful. 
Write, giving complete resume. 
“the microwave journal” 
160 Warren Street 
Boston 19, Massachusetts 


BUSINESS OPPORTUNITIES 
FOR SALE: Media Properties: Radio sta- 
tions as low as $30,000 total price; televi- 
sion stations from $450,000; monopoly 
market (small) radio and newspaper 
combination, $150,000. Terms. Chapman 
Company, 1182 W. Peachtree, Atlanta; 
205 W. Wacker, Chicago; 1270 Avenue 
Americas, New York. 
NOW AVAILABLE 
$25,000 PUBLISHING FRANCHISE 

New consumer publishing opportunity 


y any other media & is well endorsed. 
Available franchises in a few major areas. 
Write today giving full particulars on 
your sales achievements. 

Box 2393, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 


MISCELLANEOUS 
ZINC, LINE, HALFTONE, CUTS 
(for conventional, printing, gold stamping) 
6 Square inches $1.60 
Write for FREE catalog containing sam- 
ples of our work, rate card. 
GALLAGHER’ S ENGRAVERS 
P.O. Box 115, Hazleton, Pa. 
FREE WRITERS CATALOGUE 
giving manuscript markets. Write Literary 
Agent Mead, 915 Broadway, New York 10 


EMPLOYERS! 

We have well qualified 
Copywriters 
Advertising Managers 
Asst. Adv. Managers 
Account Executives 
Radio & TV Men 
Production Men 
Artists 
Editors 
Photegraphers 

NO FEES CHARGED 
Workers or Employers 
PROFESSIONAL, SALES AND 
CLERICAL OFFICE 


ILLINOIS STATE 
EMPLOYMENT SERVICE 
73 West Washington Street 


| Financial 6-3960 


IF ADVERTISING IS YOUR BUSINESS 
PLACING YOU IS OURS! 


Meta, Her 


Specialized Personnel Service, inc. 
629 EUCLID AVE. CLEVELAND 14, OHIO 
Serving the Midwest for over 20 years 


A.E. WITH BILLING 


If you’re an aggressive, able 
account man who can bring 
some billing into a smaller mid- 
west agency this could be your 
chance of a lifetime. Fast grow- 
ing agency with national, re- 
gional, local accounts. Excellent 
creative staff to back you up. 
Write in confidence to: Presi- 
dent, Box 463, Advertising Age, 
200 E. Illinois, Chicago 11, III. 


5 SQ. INCHES 


FLUSH MOUNTED 
Overnight by 
Ai . 


Wand Kale 


WALKER 
Better Jobs—Lower Fees 


AO. MGR. industrial fee pd 
fie: 


Box 87 
Glendale 6, Calif 


MGR. brewery fee pd 
. to 30 food b 
Mm. MGR. Gov sont fee pd. 
COPY CHIEF auto exp. 
ART DIRECTOR hi faninion 
AD. ASST. (3) Ind. 
SALES PROM. di str, 
Send —— resumes to us for 
onfidential handli 
212 South Jin Street, Minneapolis, Minn. 


PUBLICATIONS 

“OUT OF THE WEST COAST 
‘Business, professional, hobby and special 

sg publications — both nation 
r ht in Ainge ey 
ple Oreg join in 
Betis “Guplor ~ianihen section 
+ week of month by writing 


this 
the lo 
AA's Western classified representatives: 


Classified Departments, Inc. 
(Bill Bowen), 4041 Marlton 4 
Angeles 8, Colit., AXminster 


COPY WRITER 
WANTED 


by medium-size New York agency. 
Must be experienced and versatile. 
Send résumé, salary expected, to 
“copy chief'’, Box 466, Advertis- 
ing Age, 630 Third Ave., New York 
17, N. Y. Our people know of 
this ad. 


Fine, Past, Pairly Priced Photography 


pics 


photographers 


DEARBORN 2-1062 
107 WERTH LASALLE STREET. GHICASO + WLINOIS 


PUBLICITY 


COMMERCIAL 
CONVENTION INDUSTRIAL 


8, 
the BULLETIN of the 
LOS ANGELES COUNTY MEDICAL 
ASSOCIATION 
twice each month 
SERVING 6 MILLION PEOPLE 
IN GREATER L. A. Co. AREA 
Agency Commission 
1925 Wilshire Bivd., Los Angeles 57, Calif. 
Frank M. Cohen, Adv. Mgr., Ubbard 3-1581 


WESTERN MOTEL 
And Apartment Management 
is MUST READING 
for motel & apt. owners 
in the busy-booming 
11 Western States. 


To tap this lucrative market, 
Write - Wire - Or Phone: 
WESTERN MOTEL 
& Apartment Management 
612 S. Serrano Ave. 
los Angeles 5, California 


§ DUnkirk 8-9551 


+. 
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Your Car Makes Any 
Map a Magic Cirele! 


__ sais PUPTH AVENUE 


ETHYL’S MAGIC FASHION CIRCLE—Ethyl Corp. claims a first in the petro- 
leum business with a seven-page b&w insertion appearing in April 
Charm promoting itself and Cohama travel fabrics featured by Saks 


Fifth Avenue. The promotion will 


be featured in windows of 16 Saks 


branches across the country while Charm uses an 11-page editorial 

travel feature. The program was created by Chernow Advertising in 

conjunction with Young & Rubicam, the Ethyl agency. The first two 
of the pages in the spread are shown above. 


Key Related-Foods Push to Retailer's 
Profit, Not Consumer Use, King Urges 


(Continued from Page 2) 
such tied-in but not closely related 
items is the over-all theme tech- 
nique, pointing to a season or other 
general theme, he said. 


= The kind of in-store product 
promotion material that interests 
retailers most, Mr. King said, is 
the kind that sets up a storewide 
general promotion. 

He cited as an example a Bud- 
weiser beer point of purchase dis- 
play urging shoppers to pick a pair 
of six packs. In addition, Bud- 
weiser supplied retailers with 
“Pick a pair” signs with no men- 
tion of the beer, that could be used 
throughout the store to promote 
any merchandise the _ retailers 
chose. Mr. King lauded the Bud- 
weiser technique as an example 
of unselfish product promotion 
that impresses retailers immense- 
ly. 

By way of general advice on re- 
lated food item promotions, Mr. 
King urged admen to familiarize 
themselves with food item mark- 
up trends, learn which foods are 
priced to stimulate buying and 
which ones ring up profits. 


s A growing trend toward more 
elaborate in-store point of pur- 
chase material—spectaculars, ani- 
mated and talking displays, sam- 
pling displays, even displays with 
hula girls—was depicted by Val S. 
Bauman, president of National Tea 
Co., Chicago. 

Mr. Bauman emphasized that 
spectacular promotion pieces or 
special sales events should accom- 
pany a food manufacturer’s re- 
quest for off-location secondary 
displays. Requests for such extra 
display space is on the upswing 
lately, he noted. 

Extra display space must be 
cautiously allocated by the retailer, 
Mr. Bauman pointed out. As it is, 
he said, stores as a rule have only 
10 or 15 display spaces (such as 
gondola ends) and the average 
store can’t in a year feature more 
than 10% of the 5,000 or more 
items that food stores now carry. 

Since display space is so restrict- 
ed, he said, the retailer must make 
certain that these spaces produce 
the greatest possible sales gain for 
the store, hence do the most to 
stimulate general buying in the 
store. 


= The same point was emphasized 
by Herbert T. Webb, president of 
the Red & White Corp. 

“In our opinion,” he said, “a 


manufacturer who creates a com- 
plete storewide selling event using 
his product as the focal point will 
have greater opportunities for ac- 
ceptance of his advertising plans 
by the independent and corporate 
supermarket than the manufac- 
turer who is striving only to make 
a small impression at the point of 
purchase with a small shelf strip 
or display card.” 


# All POPAI officers were re- 
elected at the meeting. Six new 
directors named are Richard H. 
Dickson Jr., Indiana Wire & Spe- 
cialty Co., Indianapolis; Robert 
Kayton, Robert Kayton Associates, 
New York; Howard Stumpf Jr., 
Hinde & Dauch division, West 
Virginia Pulp & Paper Co., Cin- 
cinnati; Walter Newmann, Rapid 
Mounting & Finishing Co., Chi- 
cago; Arthur E. Eisberg, Industrial 
Lithographing Co., New York, and 
Howard D. Schwartz, Neon Prod- 
ucts Co., Lima, O. # 


Function of Ads 
Still Needs Stress, 
Williams Tells Adclub 


Los ANGELES, March 25—The 
advertising business must pool its 
resources to create a wider under- 
standing of its economic function 
and basic values as a constructive 
factor in the country’s economic 
development, Leo Williams, chair- 
man of Associated Business Pub- 
lications and advertising director 
of’ Home Furnishings Daily, told 
the Los Angeles Advertising Club 
today. 

Many business executives—“the 
purse string holders,” Mr. Wil- 
liams said—‘still don’t understand 
what advertising is. A major rea- 
son for this,” he said, “is that ad- 
vertising media have been selling 
the sizzle instead of the steak.” 

Noting that advertising media 
are adept in the competitive battle 
for advertising dollars, Mr. Wil- 
liams said that too little is being 
done by the advertising business, 
or by any medium, to sell the val- 
ues and purpose of advertising per 
se. 

Pointing out that America’s ca- 
pacity to produce may have out- 
stripped its capacity to consume, 
Mr. Williams stressed that “this is 
advertising’s challenge—to impress 
upon the producers of goods that 


advertising can help increase con- 
|sumption by producing more 
sales.” = 


— 


Schenley to Emphasize Bourbon, Use 


Women in Ads of All Brands: Stricker 


(Continued from Page 3) 
considered, despite the recent re- 
organization of the company’s sales 
units (AA, Jan. 19). 


e Schenley will use women in its 
advertising for all of its products. 


e Advertising for several brands 
will be changed, notably for I. W. 
Harper, O. F. C. Canadian, and 
Ancient Age whiskies. 


e Greater emphasis will be given 
to promoting bourbon in eastern 
markets. 


e Stronger selling ads will be 
used. 


e Campaigns that don’t produce 
sales will be killed. 


e Campaigns will be watched 
closely to prevent over-advertising. 


s “There is such a thing as over-' 
advertising,” Mr. Stricker ex- 
plained. “I think the automobile 
industry is an instance. Advertis- 
ing alone cannot change a sales 
trend. Many other factors are in- | 
volved. 

“First you have to have a quali- 
ty product, a product that not only 
has quality per se, but which qual- 
ifies as suitable for a specific mar- 
ket or number of markets. That’s 
why I say advertising is an inte- 
gral part of the marketing picture. 
You have to know your markets, 
your product, and the potentials of 
a specific product in a_ specific 
market at a specific time. This re- 
quires an advertiser to plan his 
advertising in accordance with the 
prevailing conditions. 

“Advertising just to keep your 
name in the paper, so to speak, 
isn’t my idea of functional adver- 
tising. Advertising has to pay off,” 
Mr. Stricker said, “or it isn’t do- 
ing what it’s intended to do.” 


a Mr. Stricker’s opinions reflect 
his earlier experience in sales. A 
native of Cincinnati, he was grad- 
uated from Stanford University 
and the law college of the Univer- 
sity of Cincinnati. He joined 
Schenley in 1948 in St. Louis. In 
1950-51 he served as Kentucky 
state manager for the Melrose di- 
vision. 

In 1952 he came to New York 
to handle sales for James E. Pep-| 
per bourbon. In ’55 he was named} 
a vp of Schenley Distillers Co.,| 
and in ’56 became president of the| 
I. W. Harper-Ancient Age Dis-| 
tillers Co., when that division was) 
created as a major sales arm of the) 
parent company. 

He was named director of ad- 
vertising of Schenley Industries in| 
January, at the time of the reor- 
ganization of the various sales di- 
visions. 


| 
| 


= Mr. Stricker said he believes, 
women belong in liquor advertis- 
ing. But he emphasized that wom- 
en will not be used in Schenley 
ads “unless they fit in naturally, 
appropriately and in good taste. 
We don’t want women in our ads. 
just because it is now permissible 
to use them. We want them in our | 
ads because they belong, because | 
they influence sales, because they 
buy and use our products. 

“But I don’t think we will show 
them drinking or holding drinks, | 
because at this stage it might of- 
fend the sensibilities of some peo- 
ple,” he added. 


= On changes that will be made in | 
the advertising of several brands, 
Mr. Stricker said that the familiar 
figure of the man in frock coat. 
with cane akimbo, tipping his hat, | 
which has been traditional in I. W. 
Harper advertising almost since 
its inception, will be subordinat- 
ed, and big modern photographs | 
will be used to accentuate Schen- 
ley’s belief that the trend in whis- | 


ky is toward bourbon. 

Ads for O. F. C. Canadian will 
use big impact pictures to ask and 
answer the question, “What is 
O. F. C.?” “Nobody really knows 
the brand,” Mr. Stricker said. “Our 
problem is to make the brand 
widely known and widely used.” 

Ancient Age bourbon will use 
more magazine advertising, he 
said. As a result of local newspa- 
per advertising the brand’s sales 
have climbed, and newspapers will 
continue to be used. But “impact 
ads in color in magazines will car- 
ry the main load this year, supple- 
mented by larger use of outdoor 
posters in selected markets,” he 
said. 


= A good deal of Schenley’s ad- 
vertising this year will back up 
the Bourbon Institute campaign to 
promote bourbon sales in eastern 


markets. One of the slogans being | 


used in I. W. Harper ads asks, “Is 
your liquor cabinet as up to date 
|as your record cabinet?” Another 
jasks, “Is it true what they say 
|}about bourbon?” Still another re- 
fers to the “bourbon restoration,” 
and points out that “all at once, 
bourbon is the smartest drink in 
town.” 

But “irrespective of how effec- 
tive a campaign may be because 
of its copy, artwork, general im- 
pact, or anything else, if it doesn’t 
help increase sales it will be giv- 


en short shrift,” Mr. Stricker 
said, # 
Lebherz Joins Client 


William H. Lebherz Jr., vp, 
treasurer, board member and ac- 
count executive of Emery Adver- 
tising Corp., Baltimore, has re- 
signed from the agency to become 
marketing director of Ox Fibre 
Brush Co., Frederick, Md., one of 
his accounts. 


Tom Jones Named VP 

Getz & Sandborg Advertising, 
Beverly Hills, has named Tom 
Jones, account supervisor, a vp. 


i 


How to knock 

||| on the doors of 

over 158,000 
advertising and 
marketing executives 


...FOR AS LOW AS $5 PER WEEK 


Amazing, but true— you can do it with a 
classified ad in Advertising Age. Minimum 
charge $5. Ad Age is read each week by over 
158,000 top marketing men — men with the 


authority to buy or 


sell immediately as they 


_see fit. Your ad gets fast action. Try it. 


Use This Space to Print or Type Your Classified Advertising Méssage 


Classified Rates: $1.25 per line, minimum charge $5.00. Cash with 
order. Figure all cap lines (maximum—two) 30 letters and spaces 
per line; upper and lower case 40 per line. Add two lines for box 
number. Closing deadline: Copy in written form in Chicago office 
no later than noon, Wednesday 5 days preceding publication date. 


lay Classified Rates: take card rate of $18.75 per column inch, 
and card discounts, size and frequency apply. 


My Name 


1 am enclosing $ 


Stree 
City 


1 State 


Clip and mail 


this form to: 


THE ADVERTISING MARKET PLACE 


ADVERTISING AGE 
200 E. Illinois St. 
Chicago, Illinois 
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Merger-F ormed 
Adams & Keyes to 
Bill $16,000,000 


(Continued from Page 1) 

Burke Dowling Adams name. 
Burke Dowling Adams, the air- 
craft engineer who founded his 
agency in Montclair, N. J., 20 
years ago, will continue to be 
headquartered in Atlanta and will 
be president of Adams & Keyes. 


® Stanley J. Keyes Jr., who joined 
the late Maubert St. Georges to 
organize a new agency in 1939 
(both had been account execu- 
tives at Erwin, Wasey & Co.), will 
be board chairman of Adams & 
Keyes, with headquarters in New 
York. 

Edward C. Hoffman, who joined 
BDA shortly after the agency was 


Edward Hoffman 


Thomas Dixcy 


founded, will be exec vp of the 
new shop in New York. Thomas 
Dixcy, who joined Mr. Adams in 
opening the agency, will be senior 
vp and secretary, also in New 
York. 

Alfred A. Anthony, who joined 
St. Georges & Keyes shortly after 
it was founded, will be senior vp 
and creative di- 
rector of Adams 
& Keyes. And 
Jack Hardy, an- 
other BDA veter- 
an, will be senior 


vp and general 
manage r—in 
New York. 


Three New 
York-based vps 
will be James H. 
Cobb (BDA), 
James J. Free- 
man (St. Georges) and Thomas A. 
Gullette (BDA). There will be two 
vps in the Los Angeles office— 
William D. Sloan and Robert J. 
Black. 


Alfred Anthony 


s The two shops fit together rath- 
er well. Both have had consider- 
able background in industrial ad- 
vertising, with a good sprinkling 
of consumer accounts. 

Each shop still holds the busi- 
ness with which it opened—Cur- 
tiss-Wright Corp. at BDA and Re- 
vere Copper & Brass at St. Georges 
& Keyes. 

BDA has been heavy in avia- 
tion and travel—Delta Airlines, 
Scandinavian Ajrlines System, 
Varig Airlines and the republics 
of Panama and Haiti. St. Georges 
& Keyes has home furnishings, 
housewares, travel and automobile 
business—American Furniture Co., 
Revere Ware, Swiss national tour- 
ist offices, Ethiopian Airlines and 
Fiat Motor Co. St. Georges & 
Keyes also boasts three chemical 
accounts—Dearborn, Geigy and 
Stauffer. 

There is only one possible con- 
flict—Benrus’ Sovereign line, at 
BDA, and Croton watch at St. 
Georges & Keyes. The two watch- 
es are at opposite ends of the 
price scale. As one BDA executive 
said today, “One [Croton] is sold 
at Tiffany’s and the other is sold 
at Woolworth’s, so there isn’t 
much of a conflict.” 


= St. Georges & Keyes acquired a 
Chicago office in 1956 by absorb- 
ing 29-year-old K. E. Shepard Inc. 
This office will be useful in serv- 


| 


: s Still pending against Mr. Ratke 


icing Delta, which flies out of 


Chicago. | 


Burke Dowling Adams became | 
the “Cinderella” agency of 1957, 
when its oldest client, Curtiss- 
Wright, helped move the big Stud- 
ebaker-Packard account into the 
agency. In one year the agency 
doubled its volume, moving from 
$8,000,000 to $17,500,000. The 
Studebaker account left last sum- 
mer, when Curtiss-Wright and 
Studebaker-Packard ended their 
management agreement. 

BDA has pulled off three small, 
mergers in the past four years. It} 
absorbed the Freitag and Allison | 
agencies in the South, and it took | 
over the West Coast office of Roy | 
S. Durstine Inc. # 


FTC Accepts 
Consent Order on 
Ratke Reducer Ads 


WASHINGTON, March 27—The 
Federal Trade Commission today 
settled for a consent order in the | 
first of its cases involving six sep- 
arate companies controlled by Da- 
vid L. Ratke, New York agency 
executive. 

In today’s order, Staz-Set Inc. 
and its officers, David Ratke and 
Herman Liebenson, are prohibited 
from claiming that U. S. public 
health authorities approve or en- 
dorse 7-Day Reducer as a weight 
reducer, or that the product will 
enable obese persons to lose weight 
while continuing to eat the same 
kinds and amounts of food. 

The order also applies to Parker 
Advertising, an agency controlled 
by Mr. Ratke. 

Under FTC’s consent order sys- 
tem, the order is for settlement 
purposes only and does not consti- 
tute an admission by the respond- 
ent that he violated the law. 


are a number of other FTC com- 
plaints issued against his enter- 
prises last October and November. 
Among them are_ complaints 
against (1) I. G. Chemical Co. for 
claiming, among other things, that 
Green Plasma is used to keep the 
White House lawn green; (2) 
Comstock Chemical Co., for Roll- 
A-Shine polishing mitt; and (3) 
L&D ‘Automotive Products and Bi- 
otex Inc., for claims for a battery 
additive called, among other 
things, Voltex. 

FTC is a latecomer on the Ratke 
scene. Last year another Ratke 
property, Borg-Johnson Electron- 
ics, was hit with a postal fraud or- 
der for offering simple crystal ra- 
dio sets as “electronic miracle 
pocket portables for $4.95.” # 


Hardesty Joins Media Broker 
John F. Hardesty has resigned 
as vp and general manager of the 
Radio Advertising Bureau, New 
York, to become vp and a partner 
of Hamilton, Stubblefield, Twining 
& Associates, Chicago, broker for 
radio-tv stations and newspapers. 
Mr. Hardesty, who was with West- 
inghouse Broadcasting Co. before 
he returned to RAB in January, 
1956, will have his headquarters 
in San Francisco, handle the sale 
of media properties in Alaska, Ha- 
waii and 11 western states. RAB 
has not announced a replacement 
for Mr. Hardesty, who will leave 
May 15. 


Chase Leaves McCann 
to Form PR Company 

Howard Chase has resigned as 
president of Communications 
Counselors Inc., public relations 
division of McCann-Erickson, to 
open his own pr company, Howard 
Chase Associates, on April 13. Mr. 
Chase, formerly a partner in Sel- 
vage, Lee & Chase, joined McCann 
in 1955 and became head of CCI 
when it was incorporated in 1956. 

Marion Harper Jr., president 
of McCann-Erickson, said Mr. 
Chase’s successor will be an- 


nounced “in the immediate future.” 


Bungert Romano 


Ditton Rohrsen 


NO LITTLE JOB—The Advertising Agency Production Men's Club of 
Chicago presented a case history of a Personal Products Co. ad from 
inception to final publication to the Gravure Technical Assn. con- 
vention in Chicago. A zig zag folder of tearsheets went completely 
around the meeting room. Unfolding it are Charles Bungert and 
Jack Ditton of Foote, Cone & Belding, Matty Romano of Triangle 
Publications, and Eldon Rohrsen, Tatham-Laird. 


Advertising Age, March 30, 1959 


'TV Probe Set 
by House Small 
Business Unit 


(Continued from Page 1) 
that option time will be high on 
the list. He said it would not be 
fair at this time for him to identi- 
fy himself with any point of view, 
but he has more than incidental 
knowledge of tv, having served 
(1) as a program director at 
KWTO, Springfield, Mo., (2) as 
an account executive with Gard- 
ner Advertising Co., St. Louis, and 
(3) as president of Brown Radio- 
TV Productions Inc. 

The announcement said, “Any 
federal law or administrative reg- 
ulation which has the effect of 
hampering small business growth 
or of giving unfair advantage to 
the largest business enterprise is 


Los Angeles Solons Praise Tidewater "°°" °°" =" 
Anti-Smog Gas as Competition Boils 


(Continued from Page 1) 
considerably lower than the av- 
erage of other major gasolines. 


tion claims or with respect to per- 
formance of the gas and its effect 
on engine maintenance because 
that is outside his province. 


® Mr. Griswold had in some meas- 
ure contributed to controversy 
initially by refusing comment on 
the new gas at the time of the 
press conference, at which he was 
present. His attitude at that time 
might well be one of pique in not 
having previously been informed 
of the gas, which was a remark- 
ably well-kept secret. 

Ten days after the gasoline 
went on sale Tidewater execu- 
tives made no secret of the fact 
that they are well pleased with 
sales results. But in an industry 
which they characterize as being 
“competitive as any” they decline 
to talk specifics. This makes it dif- 
ficult to determine just how well 
the gasoline is doing, but there 
are indications substantial sales 
have been racked up. 

The new gas is being supported 
by a substantial advertising cam- 
paign through Foote, Cone & 
Belding. Advertising kicked off 
with a one-hour tv special on 27 
stations of the NBC-TV western 
network. 

Twenty-nine major cities in 
the seven western states are get- 
ting heavy radio and tv _ spot 
schedules and the newspapers in 
these cities will carry a continuing 
campaign. 

The newspaper campaign began 
March 16 with a page three-color 
insert in the five Los Angeles and 
Long Beach dailies and a two- 
color page in all other cities. Up 
to a No. 200 showing is being used 
in outdoor in 58 markets. 


= The first ad bannered . the 
“Burns Clean” theme. The second 
ad, which ran this week, is heavy 
in copy to support the headline: 
“Facts about Flying A’s new Anti- 
Smog Gasoline.” In addition, copy 
promises these benefits: “Because 
this new gasoline burns clean it 
delivers increased power and mile- 
age with less engine upkeep and 
repairs; it also helps prevent cor- 
rosion of mufflers, tail pipes and 
bumpers and the lower evapora- 
tion of new Flying A prevents 
vaporlock and contributes to bet- 
ter mileage.” 

As might be expected, news at- 
tention to the gasoline and claims 
made for it gradually died down. 
However, the subject got a new 
boost yesterday which will in ef- 
fect assure public attention at 
least once every month. 


This happened when Smog Chief 


|Griswold reported to the Los An-| 


|geles county board of supervisors 
Mr. Griswold declined to com- | 


ment about advertising or promo- | 


that a gasoline submitted by 
Standard Oil Co. has an even low- 


week praising Tidewater with be- 
ing the first to score a significant 
advance in the fight against smog. 


# Said Supervisor Frank G. Bon- 
nelli: “They spotlighted the fact 
that great hope lies in improve- 
ment of refining techniques which 
remove olefins.” At the same 
meeting of the supervisors Mr. 
Griswold was directed to set up a 
monthly program of tests of gaso- 
line with an award to be present- 
ed to the refinery whose premium 
and regular gasoline shows lowest 
olefin counts. The lower olefin 
gasolines of both Tidewater and 
Standard are premium grades. 

The attitude of Mr. Bonnelli was 
that the supervisors are in no po- 
sition to tell the public what gas- 
olines they should buy but the 
tests will show which are most 
smog free. 


= Commenting on the _ board’s 
finding regarding Standard Oil’s 
gas, Anthony M. (Tony) Mattes, 
Standard’s advertising manager, 
said: ; 

“This is fine, but it’s nothing 
new to us. We’ve been saying all 
along in our advertising that 
Standard gasoline burns clean.” 

Mr. Mattes also pointed out that 
“the reduction of the olefin con- 
tent at the approach of summer is 
a practice that has been standard 
in the oil industry for many years. 
During the winter, when atmos- 
pheric conditions are different, the 
olefin content, of necessity, has to 
go up again. 

“We’re not going to take ad- 
vantage, in our advertising, of 
something which we do as a nor- 
mal activity every year,” he told 
AA. “We don’t intend to get into 
any sort of an argument with any 
of our competitors on this matter 
and we certainly will not utilize 
the Los Angeles action in our ad- 
vertising.” 

Mr. Mattes made it clear, how- 
ever, that Standard’s position on 
the matter might conceivably 
change depending upon the course 
of action followed by competing 
oil companies. # 


Petty Advertising Bows 

Tully J. Petty Advertising, Fort 
Worth’s newest agency, has been 
organized, at 609 Bailey. Tully J. 
Petty, president of the new agen- 
cy, was formerly an account exec- 
utive of Taylor-Norsworthy, Dal- 
las. 


|@ “One of our first projects,” it 
continued, “will be a thorough 
|study of the television broadcast- 
|ing industry to see if small busi- 
|mess is getting a fair and reason- 
|able opportunity to advertise in 
|this medium under existing fed- 
eral law.” 

To start with, the announce- 
ment said, the subcommittee staff 


| dustry and will contact small busi- 
| nesses and agencies regarding their 
| experience in purchasing tv. 

| ® Rep. Brown also stated that the 
| subcommittee was familiar with 
| materials already compiled by the 
| FCC’s network study group, and 
|by the Celler committee and the 
Senate committee on interstate and 
foreign commerce. 

“On the basis of these studies,” 
the announcement said, “hearings 
will be scheduled and a report and 
recommendations compiled for the 
small business committee.” 

In addition to Rep. Brown, sub- 
committee members are Rep. Joe 
L. Evins (D., Tenn.), Rep. Sidney 
R. Yates (D., Ill.), Rep. Howard W. 
Robison (R., N. Y.) and Rep. Wil- 
liam H. Avery (R., Kan.) + 


FCC Okays Pay 
Television Tests for 
Single Markets 


(Continued from Page 1) 
ment in as many as three markets, 
the new plan limits each system 
to one market. 


e Where the original plan did not 
preclude testing of two or more 
systems in any one market, the 
new plan specifies that no more 
than one system can be used in a 
particular market. 


e The new plan specifies that 
there cannot be any charge for the 
equipment or its installation. 


= Testing is to be confined to mar- 
kets which have at least four tv 
services available. While there are 
only 20 markets which have four 
or more stations, FCC emphasized 
that it is talking about services, 
not stations, and that the authori- 
zations will not be limited to mar- 
kets where four stations are physi- 
cally located. 

FCC said it is ready to start pro- 
cessing applications any time they 
come in. Initiative must come 
from a tv licensee or a permit 
holder. Among the material FCC 
will require is a copy of the con- 
tractual arrangement with the pay 
tv promoter. FCC said it will in- 
sist that stations retain control 
over programming, that. they have 
a say about prices and that they 
continue to offer a variety of free 
programming in the non-test 
periods. # 


eee A ee TNS: stig. Se Gece: Se Ae Ting ic hy ie eile Ae eNO Zi aet Byram gy Baris area ee ear eee mer i RU Tod Nes pit ei a Oa adopt am Ega vaah a 4 Ut is rere Seer acatn eur eae tt RON ents ope omer bos Ia cher % 
= “iad ee ‘e Pe in: ae ee ees ee peer eae uy, hale A pe = aia ag 7 ap Sis ela a ee Tes bed (sora 7 had ea of he ee pee alist MOS E Ment poet se ie eee oe ay era eee fg ae ; eae ie a 
citi iin aerial ites He ce a Fh Baa Bar EE IS at ROE AM yp Se he ae ne aE DRI Sea te Dea hcl gr tas WI. ati ee Whee orreme eee! ah MP! ON TS ONE Oy ee ee are ey Me ay MT eee en ep fer te oe oe LP Seal ea ce te fon 
Po ea <a rae yee SOR ter me ae Giese Seats 1 EE eee ea Tae rege eee ee: PY sometime y Pee, Sore vere oes 2 aay AEE Shir aT OY ee eerte 1 
‘ 102 eC ; 
. i i > re we Ed an : vat 2 i 4. F i ae 
‘ 7 : a » s : oe = ; 
: SU) ea "— 
% \ a aii a eh ' es 
: a ; rs ip Se” ee . 
a "4 2 2 : ; a ay / x ue ee 
a a q e wi ‘a ed ig 
Z j at 2 Pen . 2, £7 as 
' 5\ pee ae ee a 
wy a * Pp ri at pe at Bc ; oo | : 
es g ; ge ie Sia ae b is 
. — 2 ARe ene Sate 
a : rE | i - kc ie OO aie SES i 
ie | 
| 
| | 
. | 
5a } 
oe | 
ome 
"al >. , 
Ke; 
me 4 ° v 
ie ( / i 
Bis o \ — | 
ee 4 ak 
s : : ee ) 
oe > i . » > « idewa- - . 
ia — a = hag oe agg Ba sa Tidewa-| wil) compile a survey of current 
ay ers. spl e nis e supervisors time selling practices in the tv in- : 
stuck with their attitude of last 
es Pe 
ga 
e : 
ies, 
are h 
ss 
i i ; 
ee or fe 
- * © a 
: { 
bie | a | 
eo. | f 
oe 
MT eee ‘ 
Reis 
pee ; 
“iG " 
3 | 
. Po | 
5 
Bs. 
\ 
a | 
ees) FSU eee Oa Ey ESR ae ate ae ge se rar sree oon Resear : ee - Trae 


Advertising Age, March 30, 1959 


On March 10, the Calipornia Public Utsines Commission handed down a3 to 2 
derision denying for the moet part our applications to dascontunue certain little used 
Californias passenger (rans This decision has caused some misunderstanding 

of our feelings about passetger train service. THE TRUTH 18... 


WE WANT TO RUN 
PASSENGER TRAINS 


‘We're uw the business of running trains - both passenger and freight - and 
we expect to he running them for a long time to come. We want to make 
\ very clear just how we fee! about our passenger service. 


REJOINDE R— 
Southern Pacific 
ran this page ad 
in California dai- 
lies to set forth 
the minority dis- 
sent by two 
members of the 


We want to run passenger Wains that you need 
End Vee We welcome passenger business and 
we Nope more people will ride our waine. 


BZ We want our passenger trains to be good wains. state public util- 
6b Ginny eks COMERS EDSON eee ities commission. 
Bs We toni, however, that it ie onty sensibie to The railroad 


PSCONNNUE INSSE Waine which 80 lew people use 
thal the waine obviously are no longer needed 


hopes this view 
will be shared by 
the Interstate 
Commerce Com- 
mission when it 
acts in the serv- 
ice cuts case in 
which the Cali- 
fornia body ruled 
against the rail- 
road. Foote, Cone 


ARE WE ACTING IN THE PUBLIC INTEREST? 


Yqg! Soy these Commissioners... 


the Utilities C and € Meuhew 2 they 
Duotey 


ings took harp iseue with many opinions rapreesed 
Une March 10 dee emieenoere 


Last seek. ( Lym Fox, President of the Caitéornia Pub- 
oman eet om cavenrrne! 
| 1 10 deciaten of the other three ( 
| 


& Belding, San 
Francisco, is the 
Southern Pacific agency. 


|by the California body and in- 
Southern Pacific — 


|had asked the Interstate Com- 
Ad Cuts Reflect | merce Commission for relief in 
|dicated that the ICC has the 
| power to overrule the state utility 

° } 

SP Says Its Ads in | 
California Outweigh 


| its request for service cuts denied 
o 
Losses, Replies 
| commission following a hearing. # 
Those of Competitors 


San Francisco, March 27—The 
Southern Pacific, stung by charges 
in a California public utilities 
commission ruling that the rail- 
road had failed to promote its 
passenger services with enough 
advertising, replied this week in 
two ways: 


e It ran page ads in California 
dailies denying the commission’s 
charge that the railroad was not 
interested in the passenger side 
of its business. 


e Its ad manager, Albert L. Kohn, | 
told ADVERTISING AGE that the | 
road is “a strong believer in ad- 
vertising” and “has spent millions 
for advertising” since the war. 


s “So far as advertising is con- 
cerned,” Mr. Kohn said, “it is im- 
portant to remember that railroad 
passenger business is unprofita- 
ble, and there is a great deal of 
difference between advertising a 
commodity or service that returns 
a profit and one that is sold at a 
loss. 

“While Southern Pacific’s adver- | 
tising of passenger service was 
reduced following the shrinkage 
of its passenger business,” he 


told ADVERTISING AGE, “the line 
will continue to promote those) 
trains that are still popular and 
fill a real need. 

“Within the state of California,” 
Mr. Kohn said, “Southern Pacific’s 
expenditures for advertising of its | 
California intra-state trains were | 
and are greater than similar ex- 
penditures of our railroad compe- | 
titors. We know that we spend) 
more money to promote services| 
inside California because we have 
more of these services than the 
competition, which does very 
little advertising of its California 
services.” 


es Mr. Kohn said that the rail- 
road ran the ads citing the min- 
ority opinion of the commission 
because the minority “upheld our 
views and, as the dissenting opin- 
ion was released a week after the 
original three-to-two decision, it 
was obvious that the dissent 
would receive less press cover-| 
age.” 

He said the railroad in January 


Latham, Moir Join 
Grant in London in 
Research, TV Posts 


Lonpon, March 27—Top echelon 


/marketing and tv personnel are 


among five new appointments 
made by the London office of 
Grant Advertising. 

Joining Grant as marketing and 
research director and as a board 
member is Bernard Latham, until 
recently director of marketing and 
research at C. J. Lytle Ltd., a Lon- 
don agency. Also new on the mar- 
keting staff is Peter Clifford, for- 
merly products manager with 
Johnson & Johnson, G. B. Ltd., 
and onetime marketing manager 
of William Pearson Ltd. 


@ The agency’s new director for 
tv is Gordon Moir, formerly tv 
manager of R.C.N. Ltd. He has 
been in advertising for the past 
ten years and has extensive back- 
ground in tv production as well as 
tv campaign planning. Another 
newcomer on Grant’s tv staff is 
John Ritchie. 

The agency’s new art director is 
Victor Caesari, whose background 
includes creative work with sev- 


eral London agencies. # 


CBS Reports Best Year 
in ‘58; Sales, Profit Up 
Columbia Broadcasting System, 


|New York, had the best year in its 


history in 1958, Chairman William 


|S. Paley has reported. He said 58 


sales were $411,800,203, against 
$385,409,018 in 1957. Consolidated 
profits for the fiscal year of 1958 
(53 weeks) totaled 
compared to $22,193,367 in 1957 
(52 weeks). Earnings per share 
went up to $3.10; the previous 
year’s earnings were $2.81. 

All the divisions of the company 
made money except CBS-Hytron, 
the tube and transistor manufac- 
turing arm, which division opera- 
ted at a “slight loss.” The stations 
division increased its revenue by 
18%; a part of this operation— 
CBS Films—reported a sales gain 


of 12%. The radio division oper- | 


ated at a profit, with revenue from 
the owned stations and the spot 
sales representative making up for 
the losses of the network, Mr. Pal- 
ey said. CBS reiterated its inten- 
tion to fight to stay in the station 
representation business despite 
government efforts to eliminate 
the networks from this field. 


$24,428,812, | 


Last Minute News Flashes 


Fleischmann’s Margarine Set for N.Y. Debut 

New York, March 27—Standard Brands will use newspapers and ra- 
dio here early in April to introduce Fleischmann’s Supreme margarine, 
made from corn oil. Introductory headlines for the 39¢ product read: 
“Greatest margarine discovery in 50 years. Made from 100% corn oil.” 
Fleischmann’s Supreme was introduced in Erie, Binghamton, Albany 
and Portland last August. Distribution is now general in the East, now 
extends as far west as Cleveland. Advertising is primarily in tv and 
newspapers. Ted Bates & Co. is the agency. 


Detroit Dodge Dealers Select Grant 


Detroit, March 27—Dodge Dealers of Detroit has chosen Grant Ad- | 
vertising to handle its advertising, which will bill an estimated $300,- | 
000. The Dodge dealers, newly organized for group advertising, heard | 
presentations by two other agencies. 


Garvey Named VP in Marketing at L&N 


New York, March 27—Edward J. Garvey, formerly an account 
executive with J. M. Mathes Inc., will join Lennen & Newell as a 


vp in marketing. Mr. Garvey will work on the Cluett, Peabody ac- 
count. 


ABC Gets Don Lee Package; Other Late News 


e American Broadcasting Co. has acquired the eight hours weekly of 


feeding to its 34 affiliated radio stations. ABC will air this program- 
ming through its 40 affiliates on the West Coast. Don Lee retains KHJ, 
Los Angeles, and KFRC, San Francisco, its wholly owned stations, 
which recently went to music format—considered not compatible with 
“talk” content of eight hours weekly being programmed for affiliates. 


e American Cyanamid Co. will move its institutional advertising 
from Hazard Advertising Co. to Erwin Wasey, Ruthrauff & Ryan July 
1. A week ago EWRR was awarded Cyanamid’s industrial chemicals 
division, which will be moved from Hazard May 1 (AA, March 16). 
EWRR also has the company’s Lederle laboratories and surgical prod- 
ucts divisions, and fine chemical department. 


e National Biscuit Co. has named Howard W. Wilson director of mar- 
keting. He succeeds D. Henderson Nevitt, who earlier was appointed 
| administrative assistant to Nile E. Cave, vp for sales. Mr. Wilson joined 
Nabisco in 1934 and has been merchandising manager since 1950. 


e Countess Mara Inc., New York, maker of men’s jewelry, toiletries 


and accessories, has moved its account from Fred Gardner Co. to 
Henry Bach Associates, New York. 


e American Silicone Co., Denver, has appointed Cunningham & Walsh, 
San Francisco, to handle advertising and product development for 
a new line of protective coatings, polishes and water repellents. 


e Wayne Knitting Mills, Ft. Wayne, Ind., maker of Bell Sharmeer 
hosiery, has hired MacFarland, Aveyard & Co., Chicago, to do a spe- 
cial market research project. Marjorie Wilten Advertising, Clayton, 
Mo., will continue as Wayne’s regular agency. 


e J. Elroy McCaw, head of WINS, New York, is said to be dickering 
to acquire at least half of Mutual Broadcasting System from its new 
owners (see story on Page 8). From the station’s point of view, the 
idea is appealing because of the tax loss advantages; to the network, 
WINS could offer a New York outlet. 


e Frank M. Leonard has joined Dancer-Fitzgerald-Sample, New York, 
as public relations director. He was previously director of public re- 
lations of Campbell-Ewald Co., New York, for five years, and before 
that was with D’Arcy Advertising Co. 


e New spot campaigns—Joe Lowe Corp., New York (Erwin Wasey, 
Ruthrauff & Ryan), will start a spot tv campaign in May for Popsi- 
cle, using 5 to 10 minutes per week in 50 to 60 markets for 3 to 4 
weeks. Chemway Corp., Mountain View, N.J. (Doherty, Clifford, Steers 
& Shenfield), will launch a radio drive for its Centaur medicated acne 


stick April 6, running 10 to 30 live minutes per week in 25 to 30 
markets. 


e Broadcast Advertisers Reports, New York, at press time denied 
that it had received a raft of station subscription cancelations as a 
result of its 25-market analysis of “questionable station practices” 
(AA, March 9). The monitoring service said it has had a couple of 
90-day cancelation notices from telecasters who were miffed by the 
summation on triple spotting and other irregularities. Several stations 
at the NAB convention in Chicago complained that the BAR 25- 
market study had exaggerated tv’s shortcomings by duplicate count- 


ing of irregularities and by lumping acceptable practices with un- 
savory ones. 


e Precision Metal Molding will publish a new western edition with 
its May issue, included as part of the standard publication in 12 
western states. Some 5,000 engineers, designers and. buyers will get 
the supplemented edition. The”magazine is published by Industrial 
Publishing Corp., Cleveland. National advertisers get bonus distribu- 
| tion, and advertisers who appear only in western editions get a lower 
rate. Scholer Bangs is PMM’s West Coast editor; advertising sales 


will be handled by Lloyd Brookmyer, who recently joined the pub- 
lication. 


e C. Wendel Muench, who merged his agency with Henri, Hurst & 
McDonald Jan. 1, 1958, will leave to join Erwin Wasey, Ruthrauff 
& Ryan April 1. At least eight accounts, which Henri, Hurst said billed 
$63,000 last year, will follow Mr. Muench to EWRR, AA learned. 


e Carl J. Dueser, formerly an account executive at Proebsting, Au- 
gust & Harpham, Chicago, has joined Wade Advertising, Chicago, in 
| the same capacity. Wade also announced that it has been named the 
agency for Zurich-Ameriean Insurance Co., Chicago, one of the ac- 
|counts handled by Mr. Dueser at Proebsting. 


|e Arthur J. Gillespie has joined Fulton, Morrissey Co., Chicago, as 
copy supervisor. He formerly was a creative supervisor with Compton 


commercial programming that Don Lee Broadcasting System has been | 
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Buy of ‘Rudder’ 
Launches Trio in 
Publishing Arena 


Mann Leaves Tampax Ad 
VP Post, Joins Boisseau, 
Bleser in New Company 


New York, March 26—Ellery W. 
Mann Jr. has resigned as vp in 
charge of advertising for Tampax 
Inc, to become a magazine pub- 
lisher. 

Associated with Mr. Mann in 
this new venture are John Bois- 
seau, formerly with Dell Publish- 
ing Co. and ex-advertising man- 
ager of the Poultry Tribune, and 
Richard Bleser, formerly with 
Sports Illustrated and ex-advertis- 
ing manager of Hunting & Fishing. 

As their first move, they have 
bought Rudder from John B. Wat- 
kins Co., effective with the April 
issue. 


s They will make more publish- 
ing news before the year is out. 
On their drawing board are plans 
for two new magazines to be 
launched in the fall. One will be 
a general magazine which will not 
take advertising. The other will 
be a special interest book which 
will carry advertising. 

Watkins, a printing company, 
acquired Rudder two years ago. 
Despite the great expansion in the 
boating field, Rudder’s progress 
has been slow. Founded in 1890, 
the magazine’s circulation now 
stands at only 26,000. 

“Rudder exemplifies a problem 
in the publishing business that I 
have preached about for years,” 
Mr. Mann told ADVERTISING AGE. 
“Due to lack of normal promotion, 
Rudder’s circulation is below what 
it should be. 

“Our present circulation could 
be tripled in a matter of months 
with little effort, and with adver- 
tisers paying the bill for numbers 
alone. We have made the decision 
to lift Rudder’s circulation to 50,- 
000 within two years with every 
attempt to reach the same quality 
reader that Rudder’s advertisers 
now enjoy.” 


® As one of their first steps, 
Messrs. Mann, Boisseau and Bles- 
er have brought back Boris Lauer- 
Leonardi as editor of the magazine. 
Mr. Lauer-Leonardi, who is well 
known in boating circles, was edi- 
tor of Rudder for 17 years and left 
during the Watkins administration. 

John Thomson will remain as 
ad director of the magazine. 

Mr. Mann made the point that 
this is “a young man’s operation— 
all three of us are just under 40.” 


s Mr. Mann is the son of the 
founder of Tampax. His father died 
in 1956. He has worked at Tampax 
for the past 12 years. He was for- 
merly with McCann-Erickson for 
a year and a half and he served 
in the Marine Corps for four years 
during the war. He is a member of 
the magazine committee of the 
Assn. of Nationa] Advertisers. 

Mr. Mann will be replaced at 
Tampax by Alan Bolte, formerly 
with Lippincott & Margulies and 
ex-ad director of This Week Mag- 
azine. Mr. Bolte was advertising 
manager of Tampax for the first 
11 years of the company’s life, 
1936-1947. He is a cousin of Brown 
Bolte, president of Sullivan, Stauf- 
fer, Colwell & Bayles. # 


Ross/Reisman Gets 2 Accounts 
Ace Leather Goods, Los Angeles, 
and Nance Chevrolet, Bellflower, 


Advertising. 


Cal., have named Ross/Reisman/ 


|Naidich, Los Angeles, to handle 
e@ Gevaert Co. of America, New York, distributor of photographic ma- their advertising. The agency has 


terials, has moved its advertising account from Hazard Advertising | 


|Co. to Gaynor & Ducas, New York. 


moved its offices to 7777 Sunset 
Blvd. 
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..lN_ JANUARY, 1959, 
LIVING ROLLED UP AN 
ADVERTISING PAGE GAIN 
OF 39.7% COMPARED 
TO JANUARY, 1958! 


U P 


.. FEBRUARY... LIVING 
STILL GOING UP, 
A GAIN OF 29% IN 
ADVERTISING PAGES 
OVER FEBRUARY, 1958! 


i 


: 
* 


..MARCH, 1959, LIVING 
ROLLS UP A WALLOPING 
INCREASE OF 27.3% 
IN ADVERTISING PAGES 
...THE ONLY MAGAZINE 
IN THE HOME FIELD TO 
SHOW A GAIN IN MARCH 


Advertisers in search of 
sales invest in LIVING... 
where the steady climb 
reveals that younger 
families are spending 
more dollars during the 


TIME OF PURCHASE. 


The Time Of Purchase Magazine 


LIVING 


FOR YOUNG HOMEMAKERS 


A STREET& SMITH PUBLICATION 


Source: Publisher's estimate 


575 Madison Avenue - 
New York 22, N.Y. 


Standen, Bolas 
Ist VPs in History 


of Tatham-Laird 


(Continued from Page 3) 
ties in client service. He will 
recruit, train and assign client con- 
| tact personnel, and he will define 
| procedures for the account execu- 


tives and supervisors. 


n ambitious goal of a 15% in- 
crease in billings yearly is the 


major reason for the promotions, 


|Mr. Laird told ADVERTISING AGE. 
predicted that the agency 


. alll a 
Charles Standen George Bolas 


would bill $26,000,000 this year as 
compared with $18,000,000 for 
1958. The increased billings will 
come from new business and ex- 
panded budgets of current clients, 
he said. 

(This increase would amount to 
44%, exceeding considerably the 
15%-a-year goal.) 

The agency’s record in the past 
nine months tends to support his 
prediction. While losing no ac- 
counts, T-L has added National 
Homes Corp., Clark Oil & Refining 
Corp., Serta Associates, Paxton & 
Gallagher Co. (Butter-Nut cof- 
fee), E. J. Brach &.Sons and the 
Formfit Co. since last June. 


= “When we founded the agency,” 
Mr. Laird said, “we decided that 
titles would be functional with the 
position. We resolved not to name 
any vps until a man became part 
of top management.” 

He went on to say that he felt 
the agency business “had become 
encrusted with a lot of titles, most 
of which are meaningless.” 

The promotions of Messrs. Bolas 
and Standen will give Mr. Laird 
more time for planning and allow 


|Mr. Tatham more time to work 


with the creative departments, Mr 


Lies ponees: st oie Bie Se 
soya ‘eee ene 


:; 
— 
f 
rt 
| 

Mi 


gain... eiather 
spectacular | 
increase for the | 


hottest book in 
the home field. 


Laird said. As an example, Mr. 
Laird, who is chairman of the 


| strategy planning staff, pointed out 


that Mr. Bolas will take charge of 
the plans board meetings if and 
when Mr. Laird is out of town. 


s “The move definitely will 
strengthen our management set- 
up,” Mr. Laird said. “With our 


anticipated growth, it will be nec- 


| essary for us to do more planning | 


on what our needs will be for the | 


increased business.” 


Messrs. Tatham and Laird have | 


| been relieved of many of the ad- 
ministrative duties at the agency 
by Art Simon, administrative di- 
rector, who also is director of mar- 
keting research, Mr. Laird said. 

Although Messrs. Tatham and 
Laird own a majority of the agen- 
cy’s stock, nearly 50% of the stock 
is now owned by 23 key members 
of the agency. All of the stock is 
| voting stock. 


and was named media director 
three years ago. He also served as 
account supervisor on T-L’s Gen- 
eral Mills business from 1948 to 
1952. Prior to joining the agency, 
he was an account executive for 
Foote, Cone & Belding and Black- 
ett-Sample-Hummert (now Dan- 
cer-Fitzgerald-Sample); assistant 
manager of advertising and sales 
promotion for the central division 
of National Broadcasting Co. and 
a salesman for Swift & Co. 

Mr. Standen first joined T-L in 
1947 as an account executive and 
worked there until 1953, when he 
joined Stockton, West, Burkhart, 
in Cincinnati. He rejoined T-L in 
1955. Prior to 1947, Mr. Standen 
was advertising manager of the 
Ladish Co., Milwaukee, and 
worked for Radio Corp. of Amer- 
ica as a merchandising specialist. + 


Brand Names Week Drive 
Promotions Shape Up 

Brand Names Week, April 15-19, 
will be marked by more promo- 
tions than in previous years. At 
present, about 100,000 retail stores 
are tying in with promotions, using 
either Brand Names Foundation 
material or similar material pro- 
vided by manufacturers. About 100 
companies are supplying material. 

In the media field, some 43 mag- 
azines will be publishing special 
brand name ads, and tv and radio 
spots are scheduled for some 1,500 


‘|stations. A special promotion is 


scheduled by 200 newspapers. The 
annual celebration is climaxed by 
Brand Names Day at the Waldorf 
Astoria, New York, with a dinner 
at which Sen. John L. McClellan 
(D., Ark.) will be the principal 
speaker. Arthur Langlie, president 
of McCall Corp., will be the lunch- 
eon speaker. 


Clarke Brown Co. Moves 

Clarke Brown Co., Dallas, tv 
and radio rep, has moved to the 
Southland Center Bldg. 


TF Mr. Bolas joined T-L in 1948/8 


“| will bring a Mountain 


+ 
to Chicago 


Captain Folger 


DENOUEMENT—This poster, sans the black line of copy, constituted the 
outdoor phase of Folger’s teaser drive. The black line was added to 
unravel the mystery. 


Folger Enters 
Chicago Market 


door alone in the next three 
| months. 

Competitors and other adver- 
tisers reportedly are complaining 
because they have been unable to 
buy radio spots, particularly dur- 
‘ing prime time hours. Folger is 

T D : /using 20 radio stations in this area 
in easer rive land running one-minute and 20- 

second spots. 

(Continued from Page 2) On the television front, Folger 
ger’s advertising department, told|has been using the four Chicago 
AA that the company now has tv stations since March 16 and will 
100% distribution in the Chicago | continue with these stations. Start- 
area. He said the company is in|ing March 30, Folger will also use 
all major chains and many inde-|three more tv stations in South 
pendent stores. | Bend and Elkhart, Ind. The spots 

Food stores have big stocks of,are the same length as those on 
Folger’s coffee, he said, in prep- ‘radio. 
aration for a huge couponing cam-| Another interesting aspect is the 
paign which will start April 15. A|deal Folger is offering grocers—a 
total of 1,700,000 coupons, good for | free case of 2 lb. cans for every 
one free 1 lb. can for every 1 lb.|/ten cases of 2 Ib. cans that they 


can bought, will be mailed in this | 
market. About 1,200,000 of the 
coupons will be mailed to Cook 
County residents alone, Mr. Atha 
said. 


buy. This is believed to be the 
first time the company has made 
such an offer. 


8 In addition to advertising, Fol- 


ger is conducting a strong public 

# Grocers will be paid as high as/|relations campaign in town. Dor- 
13¢ a coupon for handling the of-| |othea Mehlstedt, described as the 
fer, he said. They will be paid 21¢ company’s “Betty Crocker,” is 
for each coupon redeemed, 7¢ for | working in this area with wom- 
each free can of coffee handled,|en’s clubs and food page editors to 
and 2¢ for each coupon for each | | Promote the coffee. 
successive week (total of two)| Six aneient cars have been 
they mention the deal in their ads.| driven around town carrying signs 

Folger currently has 50 sales-j|asking residents to “help Capt. 
men working in this market, and| Folger move the mountain to Chi- 
will bring in 50 more men in two | cago.” Media have been deluged 
weeks to do merchandising chores,| with telephone calls the past two 
Mr. Atha said. The company has | weeks with inquiries about Capt. 
opened a local office at 6611 W./ Folger and the “mountain.” 
North Ave., which is headed by| Competing coffee companies 
R. A. Brown. |have been"very quiet on the ad- 

Starting March 31, Folger will|vertising front here. Most or all of 
run page ads in the Chicago Trib- them reportedly will wait until the 
une and the Chicago Daily News |initial Folger assault has petered 
explaining, for the first time, the | out. “When that time comes, we 
teaser line about Capt. Folger and| will just give our coffee away,” 
the “mountain.” Page ads also will|one competitor jested in dead 
run in 17 other dailies, plus 11] seriousness. 
foreign language daily and weekly 
newspapers in Illinois and Indi- 
ana. 


# AA learned that Folger has set 
out to become the largest selling 
coffee in Chicago in three years. 
® The company will begin exten- |‘“‘We came here to stay, and we 
sive outdoor showings in the Chi-| have no intention of letting up on 
cago metropolitan area April 1.|our advertising,” Mr. Atha told 
Folger currently is using 344 | AA. 

boards in the city proper, and is} Cunningham & Walsh, 
expected to invest $75,000 in out- | York, is Folger’s agency. + 


New 


Nescreme, a new 
product to the 
family of Nestles, 
was first tested in 
the Portland, Maine 
market, the ideal 
test city. 


AND SUNDAY TELEGRAM 


100% coverage . 
94% coverage of 


BREE Ee, 


PORTLAND PRESS HERALD + EVENING EXPRESS 


ah on 


ONE*SIX-TWO . 


That’s the order in which Portland, Maine rates 

as a test market. . . . Ist in U. S. cities of 
150,000 pop. 6th in U. S. cities regardless of 
population and 2nd in New England regardless 
of size of population*® 


PORTLAND, MAINE = 
NEWSPAPERS 


* source Sales Management 


represented by the 
Julius Mathews Special Agency, Inc, 


FE AS OE Ce ee Se 


Time is is running out...Act now to. advertise 
in the 1959 electronics BUYERS’ GUIDE 
and Reference Issue = 


4 Cs 


Quotes from readers demonstrate year ’round buying action. (These quotes 
were given in January, 1959-7 months after publication of the 1958 issue!) 


“| use it as a purchasing bible. I've bought relays from Potter & 
Brumfield, and rheostats, resistors, and tap switches from Ohmite 
Mfg. Co., Skokie, Ill. I've also bought from Allen-Bradley, Milwau- 
kee, manufacturers of switch contactors and relays.” 

— Electronic Components, Hi-Temp. Furnaces Mfr. 


SUPERVISOR, RESEARCH 


‘We use this the way we use a telephone directory. We bought a 
shock testing machine from Jan Hardware in Long Island City. We 
pick out what we need and send it to our purchasing department. 
There are so many other things we have bought just lately, | can’t 


remember them specifically.” 
— Signal Equip. & Model Train Mfr. 


‘| have a copy on my desk all the time, and use it a great deal. When 
| want to buy something, | look in the Buyers’ Guide. On one par- 
ticular high-priced piece of test equipment, a spectrum analyzer, 
| sent letters to various manufacturers, and from among them, | 
decided which to buy. We found what we were looking fof okay and 
expect to purchase it in the near future."’ 

— Military Electronics Systems Mfr. 


‘| used it consistently. | go down the list and have my secretary 
write for what | want.” — Broadcasting Co. 


SYSTEMS TEST SUPERVISOR 


‘‘| take mine to work and leave it there. We use it to look up manu- 
facturers of parts. The latest was to find some data on transistors 
we needed. We found the manufacturer and bought some. Everyone 
down here uses my copy.”’ — Computers Mfr. 


“| feel the ads that are included as a part of the Buyers’ Guide are 
often more useful than the classified index. When an advertiser is 
listed in the index and also has his own ad in the book, it is particu- 
larly helpful. In this way, you can first look for the manufacturer 
who handles the items you are interested in, and then check his ad 
to see what he has that is new or different, or what specific informa- 
tion on his products he reports in the ad. You get a clearer picture 
of the manufacturer this way. Since | work primarily with electronic 
components, | use the Guide to look up manufacturers of electronic 
components. | would also say the tables, charts, and graphs used 
in the Guide have proved most effective for me. i have found them 
very useful in working with properties of insulating materials, dif- 
ferent magnets and wire products. | quite often check the graphs 
in the Guide when I'm involved in work with these materials.” 

— Electronic Control Instrument Mfr. 


“| put the Buyers’ Guide in my bbokcase when it comes. | super- 
vise a group of six development engineers who work in different 
phases of new product development. They are the ones who use the 
Buyers’ Guide to find new sources for raw materials used in their 
work."’ — Industrial Controls Mfr. 


Check this partial list of features for the 1959 issue: 
(Expanded to meet the needs of an expanding industry!) 


¥ 4,000 manufacturers listed (advertisers in bold-face type) 


¥ Lists all manufacturers’ sales or representatives’ offices — ad- 
dresses and phone numbers 


v Only directory with valuable Reference Section — 100 additional 
editorial pages in 1959 


v The preferred, accepted directory of the electronics industry with 
637 advertisers in 1958-59. 


CLOSING DATE-May Ist for complete plates. Send in your space reservation now! 


Write For New 8-Page Brochure 


*. 


In every industry there’s apways ONE accepted Product and Data Buying Book --.in electronics It's the 


electronics BUYERS’ GUIDE and Reference Issue 


_ Published mid-year as the Sard issue of electronics 
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